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A BRIGHT OUTLOOK. 

S WE enter upon another New Year the prospect is a very 
bright and encouraging one. The times never looked more 
propitious. 

The marvelous prosperity which the country has so long 
enjoyed, not only continues, but increases. These are golden 
days for the courageous, aggressive, enterprising and 
conrident business man. They are times of exceptional opportunity, when 
ntelligent effort is generously rewarded. The man who fails to recognize this 
iiiisses his chance. 

Some lines of business are more susceptible to such general prosperity than 
others. The paint and varnish trade is one of them. When people have 
money, they paint — paint is a visible sign of prosperity. Therefore, in times 
like these, it handsomely pays the man who handles paint to put extra effort 
into his work. People now have money, and to spare, and there's no better 
investment for the property owner than paint. You've got to make him sec 
it, though* There are lots of people after his surplus money as well as you. 
It's the man who has the ability to attract trade that gets it. Now is the time 
to press home the paint proposition — paint is one of the most salable products 
of prosperous times. There is a ready market waiting for the man who goes 
after it right. 

It's hardly necessary for me to say that The Sherwin-Williams Co. are great 
, telievers in, and have thoroughly lived up to the sentiments herein expressed. 
Always aggressive, we have redoubled our efforts during these prosperous days, 
with the result that we have doubled our business. We.}iave.becny a^Kj are ^till^* 
believers in the good times and back up our convi«:<ib^ b,jr^en^iilg/l(irgp\ 
sums of money for the development and extension bfovi): JjiwH^js. . J.t has 
come back to us in increased returns. Thus encouraged, J^^Jare-^ngi^raight 
ahead, building and spending, pushing and shoving. The JblaSind^s *js\hQre 
and we're after it — after it good and hard, early and llatH*-; 56vefrJ)r ^J>/ of 
progress we make is a step forward for others. It means* •a "step'* forward 'for 
our agents. We progress together. 

Our great aim, therefore, is to shape our policy in such a manner as will 
bring prosperity to those who work with us. In 1902 S. W. P., the agents 
who sell it, and the Company who make it, will push ahead farther than ever 
before— we will hold and increase the lead. 
That's what we're working for. 




General Manager, ^ 
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SOMETHING WE WANT TO KNOW AS 
S. W. P." STARTS ITS THIRD YEAR. 
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\ITH this number The S. W. P. is entering upon its third year ^ and 
we cannot let the opportunity pass without trying to find out what 
you think of the magazine. 

IVe know what we think of it and what ive strive to hai^e it 
accomplish, but if s hard to tell ivhether it is winning or not. It maybe 
successful in helping you in your business, but ive aren*t sure of it. It may 
be worth the money it costs us — and it costs a good deal — but we can't be certain. 
We want to find out from you, therefore, as near as possible whether 
The S. W. p. pays, and is the help to you that %ve feel it should be and want it 

Do you read "TheS,W,Pr? 

What do you think of it? 

What would you suggest to make it more helpful to you ? 

These questions are printed on a postal card enclosed with this number of 
the magazine, and we are very desirous of having every agent fill out the card 
and mail it to us. 

The information you give us on these cards will be a great help to The 
Sherwin-Williams Co., and 7ve urge you to "do it now." 

Let us know whether The S. W. P. pays you. If it pays you to read it, 
it will pay us to print it. 

THE 1902 HAILING CIRCULAR IS GOING TO WIN. 

deserving of special mention. If the 
circulars go out in April, 1902, the 
calendar is alive and made to do 
service until April, 1903. This nnakes 
it a paint calendar in the very truest 
sense, and one that covers all the 
painting seasons thoroughly. 

So agents, don't forget the lists. 
Work 'era up at every opportunity. 
To get a good list of names will cost 
you nothing except a little time, and 
when the results sure to be obtained 
are considered, you cannot afford to 
miss making them out. 

Let's have the names and we'll do 
the rest. A good list means that your 
store and business is going to receive 
the very best kind of profitable pub- 
licity. Apart from paint it's the kind 
of publicity that will aid your business 
generally by making it better and 



rj— -^REPARE for the 1902 spring 

\ Dj / mailing circular. 

_|T^ It's a winner that's going 

>■ ' ' J to win. 

This year's spring mailing circular 

•45 :6l) jflf •XQ l\e jtbci ^aejjtest incentive 

.4m3>^j: fll paii^'^liYjoi^^ the part of 

thos§«j"Qceivitti; \tj]|*This fact is one 

we w^ tor*«v4%fiome to all S-W. 

ag^IuJ^:•:i:::•/\ 

y pls/Y^^t^'^Ms (Jircular has been 
k spi5ntJi3**tf2fde*p*fller" for agents. 
This year it is our intention to make 
it eclipse all past records in this 
respect. 

The success of the calendar idea 
worked into our annual spring mailing 
circular proved so successful last sea- 
son that we have adopted it again for 
1902. The calendar on the circular 
extends from painting season to paint- 
ing season. This is one of its features 
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more favorably known in your com- 
munity. Your name is printed on 
the front cover of every circular and 
it goes out to the trade as if com- 
plimentary and direct from your own 
establishment. 

In a short time we'll be sending 
out the blanks for spring circular 
names and the agent who is best pre- 



pared to fill it out with good names is 
the agent who is going to reap the 
most profitable results. 

It's a chance of the year for The 
S-W. agent to make a ten strike as 
far as his paint business is concerned. 

It's a chance and opportunity we 
believe all S-VV. agents are going to 
make the most of. 



KOPAL IN CANADA. 




OPAL, the brand of varnish 

that has been so successfully 

sold in the States the last 

two years, has been placed 

on the Canadian market. 

It will be pushed there with the 
same energy and persistence that has 
brought it to the front so quickly in 
America. The name "Kopal" has 
become as well known as that of any 
varnish on the market. It has won 
an enviable reputation, in which we 
wish our Canadian agents to share. 
It is our intention to keep on adver- 
tising and forcing the sale of Kopal 
until it becomes as well known to 
varnish users as S.VV. P. to paint users. 

The varnish has great merit, and at 
its price cannot be equalled in any 
respect. It is wonderful value. 
Every pint of it used means the sale of 
many gallons. It never fails to make 
a strong favorable impression on either 
the practical painter or the amateur. 

The fact that Kopal is equally good 
for inside and outside use makes it 
specially adaptable for household use, 
but it must not be supposed for a 
moment that its sale is confined to 
the householder. It is one of the 
best selling specialties for getting and 
holding the trade of practical painters 
that a dealer can have on his shelves. 
We are at present using some special 
and very effective methods for intro- 
ducing Kopal more generally to the 



painters, and one reason for placing 
the brand on the Canadian market 
was that our agents there might have 
the benefit of this work. 

The details of 6ur plan for "Win- 
ning the Painter with Kopal" will be 
sent upon application from you, and 
will also be carefully explained by 
our representatives. 

Don't fail to get in line on Kopal 
this year, in Canada. The earlier 
you start handling it the more money 
you'll make. 

Take hold of Kopal, Canadian 
agents, as you did of S. W. P. The 
record you made with that has never 
been equalled in the history of tlie 
paint business. 

Kopal is as meritorious as S. W. P. 

> .iv\i: \::\V^u 

Referring to o^jc.^oijx^ Mqtfager's 
article on first pageS,(^:thi^,ii9uc, we 
want to suggest ihat ^r/^gen^s * be 
liberal with thej: ^4^A:crri«r^*.* V 

There's going 'to 'te a* heavy de- 
mand for paint this season without a 
doubt, and it's the man 7cith the stock 
that'll get the lion's share. 

We have ourselves stocked up our 
warehouses as never before in antici- 
pation of a large increase. 

If you expect more business — and 
you ought to, don't be afraid to stock 
up. Increased stocks will enable you 
to increase sales. 
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HANDLING S. W. P. FOR SHIPMENT. 

The System of Handling S. W. P. for Shipment at Plant No. i in Cleveland 
is a Model of Convenience and Rapidity. 

^HE handling of S. W. P. for 

shipment is one of the most 

important departments of 

Plant No. I at Cleveland. 
Let one imagine, for an instant, 
the great number of packages that 
this department handles each day in 
the year ; the nature of the packages, 
containing as they do no end of dif- 
ferent colors and consisting of a great 
variety of sizes. When the work of 
this department is considered in all 
its phases it is quite easy to under- 
stand that if it were not governed en- 
tirely by splendid system from be- 
ginning to end its work could not be 
accomplished with speed and ac- 
curacy. 

From the filling room to the storage 
room, car or delivery wagon, S.W.P. 
is carried along through the different 
stages of labeling and packing with a 
rapidity that to be fully appreciated 
should be seen. 

The start in preparing S. W. P. for 
shipment is made from the filling 
ropjsi jvl\jerp , all the packages are 

V^rt^i^^dVoQ ^^Qdrit^tr^s loaded on 
• •• • ••• . •• •• • %• • 




Taking S, W, P. off elevator on 4th floor of 
"A" Building. 

trucks and is run across yard "A" to 
the elevator where it is taken to the 
packing room on the 4th fioor of the 
''A" building. 

After leaving the elevator the trucks 
are switched on to tracks that run 




S, fV, P, starting from Filling Room across 
**v4" yard. 



One oj the S. W, P. Labeling Tables, 
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Switching S, JV, P, around comer, 

either side of the labeling tables and 
go to every part of the stock and 
packing room. These tracks form a 
* 'railway system" that greatly facili- 
tates the handling of the goods and 
avoids all possible confusion in the 
room. 

As the trucks reach the labeling 
tables the packages are handled with 
great rapidity, the labeled cans sent 
along another 
track, switched 
around the 
corner and 
down the aisle 
to the packers. 

This aisle is 
one of the bus- 
iest places in 
the factory. 
During the 
seasons of our 
heavy shipping 
it fairly swarms 
with the pack- 
ers, checkers 
and stencilers ; 
yet the work is 
carried on with 
perfect order- 
liness and with- 
out the least 
confusion. 



The trucks of labeled cans line 
either side of the aisle and down the 
center are the cases. On one side a 
gang of men pack in the cans with 
sawdust, and nail the covers on after 
checking. On the other side the 
cases are stenciled and made ready 
for shipment. 

Leaving the packing room, S. W. P. 
is shipped via small electric cars 
across an enclosed bridge to the 
shipping department in the General 
Office building. Here confusion is 
guarded against on every hand and to 
such an extent is everything system- 
atized that a wrongly addressed pack- 
age or a mistake in sending out goods 
is a rarity. The haulage to the dif- 
ferent depots from this department is 
immense and continuous. The floors 
are built on a level with the wagons, 
thus enabling them to be loaded very 
quickly and easily. 

In carload lots, too, S.W.P. is sent 




A gang of packers ai work packing S. IV. P. info cases. 
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out to large customers, branch houses 
and distributing centers, the cars be- 
ing loaded on a railway switch that 
taps the lower floor of the shipping 
department. Here it is possible to 
load three cars at a time with the 
greatest dispatch. 

In connection with the packing and 
shipping of S.W.P. there are a num- 




S. W. P, across Ihe briiige to shipping room. 

ber of interesting features which may 
be appropriately mentioned here. 

We make all our own tin packages 
and all our own packing cases. The tin 
can department occupies two large 
floors in the Cleveland Plant and is 
equipped to turn out 4,000,000 pack- 
ages a year. The box department 
has a capacity of over a million cases 
a year and requires a great quantity 
of lumber in the course of a year. 
This lumber is brought down the 
lakes from Duluth to Cleveland by a 
steamship owned by the Company and 
bought especially for this purpose. 
The steamer is registered as *'Ai'* 




5". W. P, wagon dcliven'. 

in the Inland Lloyds and is a 
large modem boat. On her last trip 
down she carried over 1,000,000 feet 
of lumber. 

In the packing department a large 
quantity of sawdust is used in packing 
S. W. P. solidly in cases. The saw- 
dust is brought to bins on the 4th floor 
in the most modern and convenient 
manner possible. It is delivered by 
an automatic electric conveyor which 
carries it up from a hopper on the 
first floor where it is unloaded from 
the wagons. 

The Sherwin-Williams cartage horses 
and wagons would easily attract atten- 
tion wherever seen. The wagons 
are of standard color and are the same 
not only in Cleveland, but wherever 
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S. fV. P, car dclivcrv. 
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in service 
throagbout the 
Company's 
many branch- 
es. The horses 
arc splendid 
specimens of 
the heavy 
draughts, and 
show splendid 
condition at all 
times. A pair 
of them found 
no trouble in 
winning first 
prize at the 
horse show 
held in Cleve- 
land not long 
ago. 

The whole 
system of handling S 




5. W. P. in the ageut s store. 



W. P. for ship- 
ment is as perfect as we know how 
to make it. It's a system that is at 
all times invaluable to us in filling 
orders promptly and satisfactorily. 

S. VV. P. starts on its journey in the 
right way. By liberal advertising and 



other numerous effective methods we 
follow up the good start we give it. 
But we do not rest here. We do not 
consider our work through until S.W.P. 
passes through the agent's store and 
reaches its final goal — that of a place 
on the consumer's house. 
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S. W. p. ADVERTISERS. 

What the Agents Are Doing in the Way of Special Advertising. 
J HIS page we devote to S. W. P. advertising of the S. W. P. agents 
in newspapers and by other methods. All that is required to make 
it one of the brightest and most profitable pages in The S.W.P. is 
for the agents to keep us well supplied with samples or descriptions 
of anything special they are doing in the way of advertising. Samples of ad- 
vertising that come from all quarters of the continent certainly provide a 
splendid exchange of S. W. P. advertising ideas. We can't have too many 
of them on this page. Such ideas will benefit all of us. 

Agents, put the editor of The S. W. P. on your mailing lists for samples 
and descriptions of your advertising. 




Good Phrases Used by Agents In 
S. W. P. Ads. 

By The San Diego Paint Co., San Diego, 
Cal. 

Machinery has taken the place of hand mix- 
ing and now all the good paints are prepared 
ready for use^ from pure lead, zinc and oil. 
The Sherwin- Williams Paint is the best of the 
good paints. 

By Van Cisc & Co., Mount Pleasant, Iowa. 
Your old buggy can be made to look like this 
yearns purchase if it is given a coat of The 
Sherwin- Williams Buggy Paint. 

By Smith Brothers, Shipshewana, Ind. 

Don't be fooled into buying a cheap paint. 
The Sherwin- Williams Paint covers most, 
looks best, wears longest and is by far the most 
satisfactory paint made. 

By W. F. Warning & Co., Blanchester, O. 

We refer you to Dr. F. M. Baldwin, whose 
house was painted ten years ago with The 
Sherwin- Williams Paints^ and to Mr. J. B. 
Starkey, whose house was painted seven years 
ago. Neither of these buildings have been re- 
painted. 

By Crowl & Fosnot, Alliance, O. 
Call and see us^ and let s talk over paint /or 
your house. 

By W. C. Lewis, Globe Village, Mass. 

Our faith in The Sherwin- Williams Paint 
grows stronger every day. Once used^ you 
would use ruf other. 



The Co-operative Supply Co., Toledo, O., 
recently issued a large eight-page circular ad- 
vertising the different lines they carry. The 
back page of the circular carried a good 



Sherwin - Williams advertisement 
from our book of electrotypes. 



selected 



A. Riltigstein & Co.. Oakland, Cal., arc 
handing out to their trade these days a fiancy 
carpenter's lead pencil. One side of the 
pencil carries the following inscription in 
gold letters: "Use only The Sherwin- 
Williams Paints." Rittigstein & Co. arc 
thorough S-W. agents. 

Green's Pharmacy, Colfax, 111., and Chas. 
C. Ten Broeck, Kingston, N. Y., were two 
S W. agencies that scored a point in their 
localities on the fact that the successful cup 
defender *• Columbia " was painted with 
S. W. P. Both had good leaders printed in 
the local papers of their respective towns 
mentioning the fact and at the same time 
working in some good S.W.P. talk. It was 
S.W.P. publicity that could not fail but make 
a hit and we congratulate Messrs. Green and 
Ten Broeck for their clever way in which 
they made the most of the "Columbia" in- 
cident. 

E. E. Kline, Osborne, Ohio, advertises 
S. W. P. very cleverly on the front of his 
business envelopes. The ads he uses for this 
purpose are selected from our book of electro- 
types. 

Received from Stephens & Hill, agents at 
Oneonta, N. Y., a photograph of a very good 
S.W.P. window display. The photograph is 
not clear enough to reproduce in the pages 
of The S. W. P., a fact we regret very much. 
It is one of the best dressed S.W.P. windows 
we have seen in some time and it ably dem- 
onstrates that our agents at Oneonta know 
well the possibility of the window for ad« 
vertising purposes. 
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A NEW YEAR RESOLUTION. 



T\ i TkHIS is the time of year for 
11 If "^^^^°g resolutions. We 
I i— I i ^^^^ 0°^ 'o propose to 

* ** S. W. P. agents. 

Resolve, that for the year to come 
you will let the lead and oil business 
take care of itself and put all your 
strength and energy into pushing the 
sale of S. VV. P. 

That resolution carried out, means 
money to you. If you've any doubt 
whatever about the fact, ask yourself 
the following questions : 

How can lead and oil help me win 
business ? 

Can it give me any advantage over 
my competitors? 

Can it pay me a good money profit? 

Can I build a reputation on it? 

Can I display any individuality in 
selling it? 

Can it supply me with unique and 
effective advertising material? 

Can I hold old trade with it when 
they can buy it from any dealer in 
town? 

Can it advertise itself so that old 
trade will bring new trade to me ? 

Can the sale of it help my trade in 
other lines? 

Can I give my customers the best 
value for their money if I allow them 
to buy lead and oil ? 

Will it cover as much surface dol- 
lar for doUar, will it wear as long, 
will it look as well as S. W. P. ? 

Answer these questions consci- 
entiously and your answer to each one 
will be an emphatic, '*No!" 

Ask them concerning S. W. P. and 
the answer is just as emphatically, 
**Yes!" 

The paint quality and selling meth- 
ods that are in S. W. P. produce the 
results that mean progress and success 



to the dealer. They are what make 
the paint business profitable. 

Did you ever stop to think how the 
paint business has grown and im- 
proved in the last ten years ? It is on 
an entirely different footing* than it 
used to be. Thousands of stores that 
never thought of handling paint are 
now devoting a great deal of their 
valuable time and space to it. Stores 
that used to keep it in the background 
now have it way up in front. In the 
hardware business, alone paint has 
made wonderful strides. 

What has been the cause of all this 
change ? Certainly not any increased 
profit or advantage in the sale of lead 
and oil. 

There has been an increased con- 
sumption due to the advertising of 
prepared paint makers. There has 
been increased convenience of selling, 
with the introduction of paint ready for 
use in sealed packages. There has 
been increased profit to the dealer 
who handles prepared paint. 

These points are suflficient to show 
why the business of paint has im- 
proved, and why it has kept pace 
with the advance in other lines. If 
lead and oil had continued to monop- 
olize the trade as it did in the old 
days the business would still be on its 
old footing. Dealers who are still 
tied to lead and oil are just where 
they were ten years ago. They're 
back numbers. 

The men who have taken advantage 
of S. W. P. and good prepared paint 
are the leaders and always will be. 

Resolve, therefore, to put ail your 
effort into S. W. P. and to discourage 
the lead and oil end of your paint 
business. It will mean more and 
better business for you. 
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An S. IV. P. House, 

Residence of JV. G. Smyser, Sterling, Kan, Body, 461 ; Trimmers y 

j/j and 462 ; Shingles and Gables, 3^4 ; Roof, j6y. Entire 

interior walls and ceilings finished with The S- W. 

Special Interior Colors, 

FAITH IN AN ARTICLE GOES A LONG WAY. 




often we hear people 
: ''Well, I always buy 

goods. It's 

kind I can rely on and 
know from experience to be right. 
It's sold everywhere and when I buy 
it I know I am getting the best, and 
am taking no chances." 

It's no new thing to hear popular 
goods spoken of in this way. It's 
going on all the time. When the 
manufacturer gets his products so well 
established that they become a house- 
hold word he has succeeded in giving 
the bulk of the people something of 
merit ; something that they can place 
faith in. 



It has always been the aim of The 
Sherwin-Williams Company to make 
only goods of the highest quality — 
goods of a kind that the people could 
learn to place faith in. Today the 
large and wide sale of our products 
leads us to believe that in no small 
measure we have succeeded in mak- 
ing, as far as paint is doncerned, the 
name Sherwin-Williams a household 
word ; a name that stands for good 
and genuine paint value. 

Paint differs considerably from most 
staple articles, and for this reason not 
many consumers can consider them- 
selves good judges of paint and var- 
nishes. The buying of these pro- 
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ducts roust needs be upon faith ; upon 
the reputation of the goods. 

The S-VV. Company products do 
all that is claimed for them. This 
fact has gone abroad. Wherever 
their products are known they are not 
questioned or doubted as far as their 
good qualities are concerned. The 
people have faith in them and know 
them to be right. 

Goods of the right quality will win 
the faith of the people every time. 
And goods in which the people repose 
faith are well backed up and are gen- 
erally the best. 

DRIVING S.W. P. THROUGH THE 
COUNTRY. 

On October i6th and 17th, last, 
there were some big S.W. P. * 'doings*' 
in Haverhill, Mass., and the country 
and villages lying in its vicinity. 

On these dates the S. W. P. agent 
at Haverhill, Mr. J. H. Sayward, did 
some very energetic work for S.W. P. 
out in the open, or as he termed the 
affair, "on a little drive through the 
country." 

Mounted on a handsome four- horse 
drag and accompanied by assistants, 
Mr. Sayward spent two days on the road 
taking in all the country lying within his 
territory. The drag and horses were 



attractively decorated with Sherwin- 
Williams advertising as shown by the 
photograph reproduced on this page. 
During the trip Mr. Sayward did not 
fail to distribute a good amount of 
S. W. P. advertising. 

Mr. Sayward believes in doing 
nothing by halves. During this drive 
his store windows at Haverhill were 
dressed for the occasion with the full 
S. W. P. line and were made to do 
splendid service. But the windows 
were not all. Mr. Sayward devised 
another bright feature in honor of his 
outing. It happened in the evening 
at the Haverhill opera house where a 
company playing ''Sag Harbor" in- 
troduced pails of S. W. P. during one 
of the scenes that called for a little 
painting. 

Mr. Sayward is a most enthusiastic 
S. W. P. man, and on several oc- 
casions before, his enterprising meth- 
ods for pushing S.W. P. have received 
favorable mention in these columns. 
On this, his latest novel effort in in- 
troducing S. W. P. to the public, we 
wish to extend to him our congratula- 
tions. As an S.W. P. advertiser he 
certainly knows his business for we 
know of no better way to push 
S. W. P. than that of taking it out in 




The four-in-hand used by J. H. Sayward of Haverhill ^ Mass. ^ for distributing 
advertising in his locality. 
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the open and driving it through the 
country so that all can learn of its 
good qualities. 

Mr. Sayward has only been selling 
S. W. P. for two years but he is one of 
our most successful agents. During 
his first year he sold over 1200 gal- 
lons; the second year he sold 2500 
gallons and for 1902 he is working on 
plans for a sale of 5000 gallons. He 
orders his stock by the car load. 
Mr. Sayward illustrates very forcibly 
that where there's a will and 
S. W. P. there's a way. As far as 
pushing the sale of S. W. P. goes, Mr. 
Sayward seems to know all about it. 



A CREDIT NOTE. 

The question of giving credit is a 
problem in business that calls for the 
very best of judgment on the part of 
the dealer. In refusing to hand over 
goods to those who have a reputation 
for poor pay or slow pay, the dealer in 
the majority of cases is not making 
much of a mistake. Of course, it must 
be admitted, that there are plenty of 
people who would rather "pay for a 
dead horse than a live one," as the 
saying goes, and they must be given 
some consideration. But as a rule it 
is safe to say that credit sales have 
been limited to the minimum by the 
dealers, who have become most suc- 
cessful. 



A merchant should be quick to 
read customers. No two people are 
alike. Nearly all can be turned into 
purchasers if the right methods are 
pursued. 

The past and future are forgotten in 
the conflict of the present. The past 
we are done with, the future we know 
nothing about; all we have is the 
present. "Do It Now." 



SOME ••DON'TS" FOR CLERICS. 

Don't forget that lying can only 
sell goods once. 

Don't forget that S. W. P. is the 
best paint in the world. 

Don't fail to learn all you can 
about the goods you are trying to sell. 

Don't let your idle moments go 
wasted. Study goods and methods. 

Don't forget that it is a good thing 
to induce your friends to give you 
their trade. 

Don't burn the candle at both ends. 
From every view point it's a bad 
thing to do. 

Don't forget that it is better to 
have disagreeable work than to have 
nothing to do. 

Don't forget that you have to make 
money for your employer if you want 
your salary raised. 

Don't let anything that comes up 
in business conquer you. Work it 
out if it takes all night. 

Don't forget that the cheerful and 
pleasant mannered clerk soon be- 
comes the most popular. 

Dont fail to remember the old and 
good maxim : "Work while you work 
and play while you play." 

Don't depend too much on the 
"boss" to help you. Think up all 
you can that may help the business 
on your own account. 

Don't go about your work in a 
lackadaisical any-old-time-will-do way. 
Do your best to give each customer 
active and correct service. 

Don't lose sight of the fact that a 
bright, intelligent clerk who does his 
work well is doing about as useful 
work in this world as anyone else. 
Hold up your head. 

Don't forget that hard work has 
seldom harmed anyone very serious- 
ly. It's worrying, foolish and mis- 
directed effort that causes all the 
harm in most cases. 
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Hardware. 



WINDOW CARD SUGGESTIONS. 

Drugs. 



HALT! 

And look at our Halter Straps for tie- 
ing up stock. A great line to show you. 



ARE YOU ALIVE 

to your own interests ? Then get rid of 
that cough. We've got something to 
cure it. 



Hardware. 



STAND UP STRAIGHT 

Have a pair of our Ice Clips on your 
shoes and you'll have no trouble. 
They're all wearing 'em. 



Drugs. 



LEFT OVER 

A few holiday sundries in Toilet 
Goods. You may Bnd a few things 
that you need. The goods are marked 
'way down. 



Drags. 



Wall Paper. 



GO 
SLOW 



When it comes to having your 
prescriptions filled. This de- 
partment of the drug business 
calls for great accuracy and 
we're accurate. 



General Store 




Of all the Soap we handle 


BEHIND 


there's correct manufacture. 


THE 


Try us for soaps. A trial 


BARS 


order will convince you of 




it's splendid value. 



TO FALL IN LOVE 

with our superb line of Wall Papers. 
This is something most ladies do when 
they see it. A variety of patterns sure 
to please. 



Wall Paper. 



THE HOME 

appreciated as it ought to be. We've 
got Wall Papers that will beautify and 
improve any home. All the correct 
and newest patterns. 



Hardware 



BACK TO 

THE TALL 

TIMBERS 



But before you go you'll 
need a good 

AX or AXHANDLE. 

Wc can supply you with 
the best makes. 



Qeneral Store. 



TOUGH LUCK 

Our holiday goods were delayed en- 
route. This is tough luck for us, but 
you get the benefit in greatly reduced 
prices. Don't miss this chance. 
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THE PAINTER AS A SPECIALIST. 




IJHIS is the age of speciali- 
zation. 

It's the age when a man 
aims to do one thing and do 
it well. 

It isn't the age of the "Jack-of-all- 
trades." 

The man who gets to the front to- 
day, and stays there, is the man who 
masters one trade, one profession, 
one art, or one science, and perfects 
himself in it. 

The man who -'dabbles" in a num- 
ber of things stays behind. 

Every branch of human industry 
has its specialists — men who devote 
all their time to doing one thing. 
It's the division of labor principle 
that has gradually spread all along the 
line, until now there is not a position, 
a job, or a single place of any kind 
where the human hand and mind are 
employed, but that there is a demand 
for a specialist to fill that place. 

It is the natural development of 
civilization and progress, and it's 
necessary for every man to train him- 
self to meet these demands, or he 
can't "keep up with the procession." 

It's simply a question of devoting 
your time to one particular thing, of 
getting as much out of each day, for 
that one purpose, as you possibly 
can, and of leaving everything else to 
the men who are specialists in the 
other things. 

The tailor who used to weave his 
own cloth, cut it and make the gar- 
ments has been superseded by a 
number of specialists: the woolen 
manufacturer (and in the factory there 
are hundreds of specialists who attend 
to only one branch of the cloth mak- 
ing) ; the cutter, who does nothing 
but cut the suits to pattern ; the coat 
maker ; the vest maker and the trous- 



ers maker. And each of these gets 
more work out of a day, does better 
work and makes more money than 
the old-time, all 'round tailor. 

This same idea should be, and to a 
great extent has been, carried into 
the paint business. 

This is the wrong age for one man 
to be both paint maker and painter. 

The two fields of labor are as dis- 
tinct and separate as those of the 
cloth maker and the tailor. 

The man who makes paint should 
do nothing else. If he means to 
make good paint, make it as good as 
it can be made, he'll have no time for 
anything else. It is a business by 
itself and requires skill and ability 
that come only through close applica- 
tion to that one thing — thorough spe- 
cialization. 

The great paint manufacturers of 
today are specialists, with hundreds 
of specialists in their employ — each 
man doing one thing all the year 
'round and becoming so proficient in 
it that the work he turns out is the 
best work that can be done. 

The manufacturers would not think 
of having a man work at the paint 
mills part of a day and at the varnish 
kettle the rest of the day ; they give 
each man his work and keep him at it. 

The painter should be a specialist. 
He should do nothing but paint. 
All the time he spends at other things 
is robbing him of some of his ability 
and usefulness as a painter. 

Painting is a business by itself, and 
it would be just as unreasonable for 
the paint manufacturer to go to paint- 
ing as it is for the painter to do his 
own manufacturing. 

The best paints that can be used 
today are prepared paints, made by 
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specialists, and made to be used by 
specialists. 

Every day sees more painters who 
are giving up the making of paint and 
attending strictly to the business of 
applying it. It means better paint, 
better painting and more money for 
the painter. 

The painter's client pays him for 
putting on the paint and every minute 
spent in breaking up lead, in mixing 



it with oil, and matching color is 
wasted and done without any com- 
pensation. 

To be the best specialist in painting, 
the painter should choose the best 
goods prepared for him by the paint 
making specialists — and these goods 
he can find, every time, in the pro- 
ducts of The Sherwin-Williams Co., 
who have devoted a lifetime to mak- 
ing nothing but good paint. 



ONE VIEW OF THE COST OF ADVERTISING. 



J T. 7 ^^^ expenditure for adver- 
\\ Kf ^^^^^S — ^^^^ is, the money 
1 li [ S^i^^S ^"^ ^^ ^^^ establish- 
^ ^ ment for this purpose, cuts 
but a small figure if it will open 
the way for a larger business," said a 
successful retailer in a New York 
town, speaking recently on the ques- 
tion of retail store advertising. 

It strikes us that this retailer's ideas 
on looking at the expenditure of 
money for advertising purposes are 
about correct. There must be a ven- 
ture in advertising if anything is to be 
won. The enterprising business man 
knows this and in proportion to the 
size of his business he is continually 
following up some sort of an adver- 
tising campaign. He knows, from 
experience as a rule, good returns can 



always be had from judicious adver- 
tising. 

Today there is no hope for the 
retailer who allows himself to get into 
a rut and conducts his business in 
such a way that he is cocksure that 
there is no kind of advertising that 
can help it. Under modern business 
conditions his prospects for making 
any kind of a success are almost nil. 

Clever window displays, newspa- 
per advertising, personal letters, cir- 
culars, booklets, and out-door display 
advertising embrace the more pop- 
ular methods of advertising. It is for 
the retailer to closely examine his 
situation and pick out what he thinks 
will help him and give him the most 
for his money. 

If he would remain in business 
today he must advertise in some way. 
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PLAIN FACTS. 

Resolve slowly and act quickly. 



S. VV. P. stands for intelligent paint 
service. 

Progress never digs one hole to fill 
up another. 

Hot water never made a hen lay 
boiled eggs. 



Destiny is not a matter of accident, 
a wish bone or a rabbit's foot. 

The S-W. Company anticipates 
the paint needs of the public. 

Success comes when the man and 
the opportunity are coincident. 



Big men can do hard work — ele- 
phants do not stagger under heavy 
'Tis but a short step between folly loads, 
and villainy. 

A deference to the hobbies of cus- 
S.W.P. is popular paint sold by Vomers wiU bring results when other 



popular dealers. 

A reputation is only lasting when it 
is based on merit. 



An unfilled promise is as bad as a 
downright untruth. 

Choose your paint maker before 
you choose your paints. 



methods fail. 

This certainly is a happy new year 
to us — S. W. P. leads where others 
cannot follow. 

The man who toasts his toes at the 
corner store seldom cuts the cordwood 
or the coupons. 



The care we exercise in our varnish 
^ . department is bringing forth good 

Courteous treatment m busmess ^^^^^^^^ The sale of The S-W. Var- 



matters goes a long way. 



nishes is rapidly on the increase. 



A hunter who is stingy with his 
shot gets but little venison. 



The right way to start the new year 

is by deciding to carry the full line of 

The S-W. Paints and Varnishes. 

It pays to sell only goods that hold What "the full line" has done for 

real value for the consumer. others it can do for you. 



WHEN YOU HAVE READ THE S.W.P. HAND 
IT OVER TO YOUR ASSISTANTS. IT IS 
FULL OF SUGGESTIONS AND ENTHUSIASM 
THAT CANNOT FAIL TO HELP EVERY ONE 
CONNECTED IN ANY WAY WITH AN S.W.P. 
AGENCY. "DO IT NOW." 
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'THE S. W. P." GOES ON. 

F we have ever entertained doubts regarding the value and use- 
fulness of The S. W. P., they have been banished forever by 
the responses we received on the postals of inquiry sent out with 
our last issue. 

We were greatly surprised and much delighted over the 
large number of replies that reached us. They were almost without exception 
favorable and complimentary. We feel very much elated and braced up in 
this work, for there is nothing like appreciation to spur one on in his efforts.' 

We are encouraged to find so many of our agents so much interested and 
so ready and anxious to avail themselves of the helps and suggestions we 
offer. It will be more and more our purpose and effort to make The 
S. W. P. a practical and valuable medium to the agent seeking to improve 
his business and working for a higher place in the commercial struggle. 

One thing particularly pleased us in the replies we received, and that 
was to learn that the monthly visit of The S. W. P. acts as a stimulant to 
stir up greater interest and more enthusiasm in pushing the sale of our 
products, and in the work of the store generally. That is one of the objects 
we aim to accomplish. 

There is nothing like genuine enthusiasm in work. It's a real power — 
it's a tremendous force. The business or man that lacks it is handicapped 
and is to be pitied. Without it, the snap and zest that make things go with 
a hum are missing, and the results cannot be the same. Enthusiasm con- 
vinces — it's contagious. 

If I were asked to state in a single sentence what has helped most to 
accomplish the remarkable success which our Company enjoys, I would say, 
''Pushing the sale of a good article enthusiastically.'^ We believe in our 
product — we believe in our methods and we believe in ourselves. We believe 
also in our agents, and the better we know them the more we believe in 
them. The S. W. P. helps us to get better acquainted, and so it goes on. 




General Mamiger, 
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PORTRAITS OF S. W. P. MAKERS. 

H. A. SHERWIN, President. 





V. wish to present through 
succeeding months the por- 
traits of the men who are 
directing and managing the 
work of The Sherwin-Williams Co. in 
all its various departments. We want 
the agents to know the makers of 
S.W.P., to see how they look and to 
learn a little of their business history. 
We shall in turn print portraits of 
the officers, managers, department 
managers, division managers and 
superintendents. What we have to 
say in connection with the portraits 
will always be brief, but we hope 
thereby to make you better acquainted 
with the Company and those at the 
head of affairs. 

We most naturally begin with our 
President, Mr. Henry A. Sherwin, to 
whose keen foresight, wise judgment, 
and indefatigable work the Company 



owes its inception and so much of its 
present greatness. 

What we are today is only the ful- 
fillment of the hopes and ambitions of 
Mr. Sherwin. From the start he saw 
the future we are now realizing. 
His principles and business integrity 
have been the backbone of all our 
work. 

The beginnings of the President's 
business career were as humble and 
unpromising as any could be. He 
was ''the boy'* around a country 
store, sweeping out, washing windows, 
running errands, doing the chores and 
sleeping in the little back room at 
night. But he had the Vermont grit 
in him, and an inborn sense of how to 
do things right. Coupling these with 
an honest American ambition to get 
ahead, there were no obstacles that 
could keep him down. 
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In i860, Mr. Sherwin came to 
Geveland and served his apprentice- 
ship in the employ of a small local 
dealer. He made a success of his 
work at that time, kept his eyes open 
and learned all he could from those 
above him. 

In 1866, he started out for himself 
and laid the foundations of this busi- 
ness in a small store at 118 Superior 
St., retailing paints, oils, varnishes, 
brushes and glass. 

The business grew steadily, expand- 
ing from the original store to larger 
and still larger quarters, adding new 
departments, entering the jobbing 
field, and finally beginning to manu- 



facture. Good quality was the ruling 
feature all the way along, while good 
advertising was never lost sight of. 
In summing up the reasons for the 
constant growth and the success of 
today Mr. Sherwin says: "I attribute 
whatever success has come to the 
Company to an unfailing loyalty to 
good quality in our products, to good 
advertising, business character and 
hard work. Good goods and good 
advertising stand side by side, neither 
could have won without the help of 
the other." 

Today, the President takes an ac- 
tive, untiring interest in the work and 
welfare of the Compajiy. His coun- 
sel and judgment guide us still. 



QETTINQ AFTER SPECIAL TRADE. 




tANY S.VV.P. agents confine 
their efforts to selling paints 
and varnishes to household- 
ers and to practical painters. 
Of course a great part of their trade 
hes in these two directions and they 
do well to push it along these lines as 
vigorously as they know how. 

But, as S.VV.P. agents, it is also 
true that they should be able to root 
up a good deal of profitable paint trade 
apart from the householder, and fur- 
ther increase their business with the 
practical painter. 

Agents will discover, if they give 
the matter careful thought, that there 
are oftentimes several carriage and 
wagon repair shops, sign painters, 
and small novelty manufacturing con- 
cerns in their towns that use paint 
and that there is no reason in the 
world why they should not be selling 
to this trade as well as supplying the 
householder's needs in paints and 
varnishes. 

The goods demanded by this spec- 
ial trade include. The S-W. Quick 



Drying Coach Colors, The S-W. Solid 
Rubbing Varnishes, The S-W. Car- 
riage Varnishes, The S-W. Body Fil- 
ler and Dry Vermilions and Greens. 

Agents will be surprised at the large 
amount of these goods they can sell 
in the course of a year if they look up 
the trade. 

The demand for The Sherwin-Wil- 
liams Q. D. colors should be very 
large in the carriage and wagon re- 
pair shop, and with sign writers and 
painters. Go after this business. 
Someone in your town is getting it if 
you're not. And yet there's no one 
who can offer them the line of goods 
you can. From every point of view 
you are in position to give the best 
arguments and show results that bear 
the arguments out, if you carry the 
regular goods we've just mentioned 
in stock. 

If you find the trade, the novelty 
manufacturers for instance, need spec- 
ialties, there's no paint or varnish 
maker in the country better able to 
supply their wants than we are. Let 
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us know what's needed and we'll put 
you in the way of making money. 

Ask the salesman to post you on 
Q. D. Coach Colors and these other 
specialties when he visits you. If in 
looking up this business, you run 
across something you don't quite un- 
derstand write to the Company. 
We'll be glad to furnish you with the 
desired information. 

The largest fine carriage, coach 



and railway car makers in the coun- 
try use our goods because it pays 
them. The smaller fellows can use 
them too, for the same reason. It's 
up to you to get most of them into 
line ; but you can depend on our con- 
stant help. 

Get after the special paint consum- 
ers in your locality. There's money 
in it for you. 

Look it up now. 



No. 



S. W. p. TALKS OVER THE COUNTER. 

I. — With the man whose first question is about the price per gallon 

The Customer — What's mixed paint 
worth a gallon? 

The S. JV. P. agent— Wh&t sort of 
work do you want it for? You know 
we have paints for different purposes, 
for houses, bams, floors, etc. and the 
price varies somewhat. 

Customer — I'm thinking of repaint- 
ing my house and am just looking 
'round a little before I place my or- 
der. 



Customer — (Taking paper from his 
pocket.) Got the dimensions down, 
somewhere. Let me see. Yes, here 
it is. Thirty feet across, fifty deep. 
I figure that it averages about twenty- 
five feet high without counting the 
foundation. 



Agent — Yes sir. (Picks up an 
S. W. P. sample folder and opens 
it.) Now, here's the paint we 
recommend — The Sherwin-Williams 
Paint, Prepared. It's the most eco- 
nomical and satisfactory article we've 
been able to find and has been used 
extensively here in town, with success 
every time. (As the customer takes 
the card.) Good line of handsome 
colors, is'nt it? 

Customer — Yes, what's the price of 
it? 

Agent — How much do you expect 
to use? 

Customer — Well, I don't know ex- 
actly. 

Agent — What's the size of your 
house ? 



Don't know as those figures are 
exact enough for you to estimate by. 

Agent — ^They'll do very well for an 
approximate estimate. (Begins figur- 
ing.) That makes about 4000 square 
feet of siding to be covered. Now 
S.W.P. never covers less than 300* 
square feet, two coats, to the gallon. 
You expect to give the house two 
coats, I suppose? 

Customer — I understand that's the 
best thing to do. 

Agent — Always. Two coats for re- 
painting, three for new work, is what 
we recommend. Well, then — if the 
surface is in fair condition it ought to 
take about — 300 into 4000, thirteen 
times and a third over — call it thir- 
teen gallons. It would take about 



*In Canada the Imperial gallon covers 
360 square feet two coats, being one-fiftb 
larger than the U. S. Standard gallon. 
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thirteen gallons for the body coats. 
Many cornices and trimmings? 

Customer — Not many. 

Agent — We usually find it takes 
about an eighth more paint for the 
trimmings and about a quart more for 
sash and doors on a house the size of 
yours. That would be a little less 
than two gallons more. We can safe- 
ly figure on fifteen gallons. You'd 
probably have to bring some of it 
back, but its best to figure on a little 
margin. There's one thing certain — 
if it takes fifteen gallons of S.W.P. it 
will take much more of any other 
paint. S.W.P. is ground so fine and 
mixed so thoroughly with the oil that 
it flows out perfectly under the brush, 
and gives you the greatest possible 
body. The painters say it stands 
more brushing out than any other 
paint they've ever used. 

A painter figured on sixteen gallons 
last year, on Dr. Brown's house down 
the street. He did the figuring him- 
self, aod when the job was finished 
he brought back five and a half gal- 
lons. By the way, if you want to 
know how Brown likes S.W.P., go to 
him. He's so pleased with the job 
that he tells me to use his name all I 
want to. 

Well, to get back to the cost of the 
fifteen gallons. We sell S. W. P. at 
S1.65; that makes ^24.75 for the entire 
job, if your dimensions are correct. It 
would undoubtedly figure up some 
less, because on the first coat the 
paint should be . thinned with a half 
gallon of raw linseed oil to each 
gallon of paint, which will bring the 
cost down somewhat, and then too, 
the paint will probably cover more 
than we've figured. 

Customer — Do you guarantee the 
paint? 



Agent — Yes, sir! Every drop of 
it. If it's properly used on a surface 
in the right condition to receive paint 
it will wear longer and look better 
than any other paint you can buy. 
I'll guarantee it to do so and The 
Sherwin-Williams Co. will stand back 
of me. I tell you, sir, there's not a 
paint on the market that will give you 
as good results and prove so economi- 
cal in the final cost as S. W. P. It 
turns out that way on every job we 
sell. I haven't had a single com- 
plaint yet and have been selling the 
goods for the last ten years. I've im- 
plicit confidence in the quality of 
S.W.P. and will stake my reputation 
on every gallon that leaves this store. 
Here's what the Company itself says 
on the label. (Takes down a can and 
shows label guarantee.) 

(After some further conversation 
on quality, the ease of application, 
etc., the customer takes a color card 
for consultation with his wife, and 
starts to leave.) 

Agent — If you get prices from any- 
one else, make them figure on the en- 
tire job, giving them the same figures 
you gave me. Remember that the 
economy of paint lies in the amount 
of surface it will cover to the gallon, 
the length of time it will last in good 
condition, and the ease of applying 
it. If you take those things into con- 
sideration, I know there isn't any- 
thing that will paint your house for 
less money than S. W. P. You'll 
find other paints at a lower price by 
the gallon, but they always figure 
higher by the job, because they cover 
less surface to the gallon and cost 
more for the labor of applying them. 

Customer — Well, I think you'll see 
me again. It looks as though you 
had the right proposition. 
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Hardware. 



WINDOW CARD SUGGESTIONS. 

Drugs. 



WIRE AT ONCE 

one of your fields with XX Fencing. 
Nothing looks so neat as a wire 
fence. Our's will last a life time. 
Plain, barb or patent. 



Hardware. 



Drugs. 



CAN KILL IT 

No matter how severe your cough, 
we can kill it. Sure relief with 
our cough cure. 



Drugs. 



PERFECTION POINTS 

We use every precaution in filling 
prescriptions and never make mis- 
takes. You can also depend on us 
for absolutely pure drugs. 



LIKE A CHARM 



This is how the furniture polish we 
sell works. Try it. 

It's the best polish on the market 
for polishing up the piano and fine 
furniture. 



Hardware 








EASILY 


BROKEN 


in 
in 
in 

3ur 
ire 
en. 


All previous records of our sales 
Cutlery. Before they all go get 
on some of these splendid values 
table knives, razors and scissors. 

By the way — < 
lamp ch'mneys ] 
not easily hrok 



Wall Paper. 



POPULAR WITH THE LADIES 

Our line of wall paper has always 
won favor with the ladies. Thev 
know if they buy wall paper here it 
is always right. Right in style and 
right in price. 



Wall Paper. 



HAVE 
A LOOK 
AT 'EM 


Something that all need 
at one time or another 
is a good screw driver. 
We carry a large stock 
of only the best grades. 



A CORDIAL INVITATION 



is extended to all to look over our 
window shade fabrics, curtain poles, 
line of wall paper, &c. The smart- 
est stock or these goods in town. 



General Store. 



Mid- 
Winter 
Bargains 



In winter clothing, un- 
derwear, shoes, gloves 
and mittens we've cut 
the price. We want to 
clean out these lines to 
make room for spring 
goods. Many genuine 
bargains. 



General Store 



LARGE ORDERS 

In groceries, dry goods and staple 
lines of general merchandise we can 
handle the largest orders. Closer 
prices on large orders. Only the 
best goods. 
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A fine display designed and used by James S. Neill at the Provincial Fair, 

Fredericton^ N, B, 



LET S. W. V. CROWD OUT ALL 
OTHER VARNISHES. 

In recently looking over a large 
number of testimonials received from 
agents in regard to their experiences 
with The Sherwin-Williams Varnishes 
our eye lit on the following, and we 
could not refrain from picking it out 
for publication : 

The Shervi'in-Williams Co. 

Gentlemen: — Your varnishes have given 
us the very best of satisfaction. We have 
^liscarded all other varnishes and expect to 
handle yours exclusively the coming season. 
Our painters are very well pleased with 
them and say they are first-class. 
Yours truly, 

Welford & Mack. 
Spenccrville, O., Dec. i6, 1901. 



We can't expect all our agencies to 
act as Welford & Mack have done, 
but it is nevertheless our hope that 
we may so impress you with the ac- 
tual worth of our varnishes that you 
will make them your leaders — put 
them beside S.W.P., way up in front. 

ItMl pay you to do so. The var- 
nishes can win business for you. 



Every good article you sell in your 
store is an advertisement for you — 
the very best you can have. 

Every />oor article is also an ad- 
vertisement for you — the very luorst 
you can have. 
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READ WHAT A FEW OF OUR BE 

T r-7 ^N January we sent a postal card out with every copy of The S. W. 
y [ -ji you think of it/ What would you suggest to make it more helpful ti 
] Li « J Replies have been pouring in on us ever since. We have rca 

^ "^ the work. Out of all the replies only seven said they did not read 
of them all we've had to be content with printing the few that follow. Read 



E. H. Davis, Ohiopylc, Pa.— Best trade 
paper I get. 

Panneton Sc Blouin, Three Rivers, Quebec- 
It's the most useful review we have had so far. 

B. F. Osbom, Rippey, Iowa — The most 
helpful thing for the retailer I have ever seen. 

A. J. Walker & Co., Truro, N. S.— We 
would not like to be without it. We all read 
it through. 

A. N. Patriarche, Marlette, Mich.— It is the 
best wav you can make valuable suggestions to 
agents m regard to goods. 

F. P. Van Hoesen, Rochester, N. Y.— I 
hand it to my clerks and it certainly helps to 
keep up their enthusiasm. 

The A. B. Whiting Paint & Glass Co., To- 
peka, Kan. — Would subscribe and pay for it 
if you did not send it free. 

Gordon & Hcustes, Robinson, 111. — We do 
read The S. W. P. I think it caused us to 
quadruple our sales in 1901. 

G. W. Spaulding, Lexington, Mass. — It's 
an inspiration to read The S. W. P.; never 
fail to get some good points from it. 

A. L. R. Gardner, Dennysville, Mame — 
Think well of it. It's full of good ideas and I 
ought to look it over more carefully. 

The E. B. Purcell Tdg. Co., Manhattan, 
Kan.— Of course we read The S. W. P. It's 
the best thing for you to do for the trade. 

J. M. Naylor & Son, Garland, Texas — We 
read it with great pleasure and think it of in- 
estimable benefit to those who sell S.W.P. 

Geo. Smith, Gardner, III. — The best I ever 
saw. It is good paint talk and will put a man 
on the right track if he will read it and act. 

Louis E. Bigler, Wadena, Iowa — I find it 
helpful in selling paint, also other goods. It's 
a good tonic if used as directed each month. 

Gleason Bros., Brougham, Ont. — We read 
The S. W. p. before we read our daily paper 
on the day it comes, because it pays us better. 

H. H. Dryden, Sussex, N. B.— The S.W.P. 
magazine is read regularly by all and we can't 
do other than give it our hearty endorsement. 



S. W. Crawford, De Soto, Mo. — It cn^ 
and strengthens our confidence in S. V 
Keeps an agent pushing forward, not lif 
behind. 

Morse Bros., Cabot, Vt., — Many vali 
suggestions and helps. Causes one to < 
more of his paint business and especial! 
The S-W. Co. 

Smallpage Bros., Eagle Grove, Iowa- 
read The S. W. P. thoroughly for its \ 
practical suggestions. It will help anyom 
reads it through. 

H. M. Hitchcock & Co., Redwood, \ 
— It cannot help but stimulate the inter 
the dealer in his paint business. We vah 
suggestions very highly. 

Chas. J. Fix, 808 Main St., Buffalo, N 
—Sure, we read The S. W. P. It's all t 
A nice, newsy magazine and the man thai 
it aside misses a good thing. 

W. F. Warning ic Co., Blanchester, 
We read every word of The S. W. P. and 
by following the rules laid down in it, it 
great help to our paint trade. 

C. S. Royce, Malvern, O. — A good mags 
that helps to keep up my enthusiasm for S.\ 
It's to the point and up-to-date. Would 
it if you discontinued publishing it. 

M. B. Weaver, Centreville, Kan.— W 
read it and like it. The clerks think a I 
it. One thing in our store we are proti 
and that is The Sherwin-Williams Paint. 

Jno. Lutes, Atwood, Ind. — I like it 
much, because it is* sent out by a compan) 
I have every confidence in. Anyone may I 
on what The Sherwin-Williams Co. says. 

Chas. Underhill, Hopewell June, \. 
Do I read The S. W. P.? Yes, Sir! and 
all right. It has a spirit of "hustle*' i\ 
contagious. I have received much help fra 

G. J. Wilson, Cumberland. Ont.— Y« 
read The S. W. P., for it is filled with j 
ideas. It is the most systematic and persi 
form of advertising that has come un' 
notice. 
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lENCIES THINK OF "THE S. W. P.'' 

b asked these questions: Do you read '*The S, W, P.'* magazine? What do 

ds and hundreds of cards full of the greatest encouragement for us to continue 
le or that it was of no use. The rest were enthusiastically in favor of it. Out 
ec if you're getting as much good out of these monthly pages. 



f. C. Kcnowcr, Harvard, Neb. — I read The 
(^.P. thoroughly. My greatest aid in mak- 
isales of S.W.P. I learn from its pa^es 
By things which otherwise I would be ig- 
aint of. 

rbeo. Hauck, Columbus Grove, 0.~Yes, I 
d The S. W. P. and so do the clerks. We 
like it and it*9 well worth reading even if 
I had no paint at all. Good business ideas 
any line. 

\iron Child 8c Son, Gravenhurst, Ont.— 

t read it and are proud of it. It helps us 

^ much in selling S.W.P. k helps us ex- 

to custonscrs why S. W. P. is better than 

aints. 

AJB. Francis Sc Co., per C. O. Anderson, 
r. New Ca^Ie, Neb. — Yes, we do read 
S.W.P. and keep them all. A splendid 
We read it from cover to cover and 
our time well paid for. 

Hamilton Paint U Glass Co., 345, 347 Elm 
., Dallas, Texas— The S. W. P. is a good 
iag for every man to read whether he handles 
W.P. or not- It ought to make every clerk 
any kind of a store more useful to his *^ boss.'' 

McNeal, Ewing ic Shandy, Tarkio, Mo.— 
^f read every hne of it. It gathers ideas 
m people interested in paints from all parts 
the world and distributes them again with 
Kgndons that mean much to its careful 

Donahue & Ballou, Worcester, Mass.— We 
id every word in The S. W. P. It is the 
» magazine that comes in the store, as it 
lows us what other folks are doing with your 
iods. It also helps us a good many times in 
aking a sale by showing and reading it to 
IT customers. 

Hoover Bros., Milroy, Pa.— We read every 
BcofTHES. W. P. Value it very highly 
' its breezy suggestions and general wide- 
^ke tone. It is one of the best trade journals 
"Pget. It gives us just what we would get 
we we to take a trip out among the other 
ttJers, only in a better way. 



Brief Extracts from Some off the Postals. 

It's O. K. 

It's all right. 

It's instructive. 

Think it's great. 

It's a good stimulant. 

Makes me enthusiastic. 

It's very valuable to us. 

Look for it every month. 

There's not enough of it. 

Read it two or three times. 

Just what live agents want. 

It's enthusiasm is catching. 

Read every word and file it. 

I hand it out to the painters. 

Cannot afford to lay it aside. 

It gives us lots of good hints. 

Keeps one from getting rusty. 

Would not like to be without it. 

It's a good thing; push it along. 

Anxiously look for each number. 

We all need it from start to finish. 

It's a good schooling for the agent. 

It helps us every way to sell goods. 

Worth any dealer's time to read it. 

Helps to keep salesmen brushed up. 

It keeps us in touch with each other. 

It helps me to write an adv. quickly. 

It helps me to display and sell S.W.P. 

Infuses ginger and presents useful hints. 

Get many good points out of every issue. 

It hammers home the right kind of facts. 

Better than any other trade journal we get. 

Hand it over to customers after reading it. 

Read every word in it and eager for more. 

Inspires new vigor into our paint business. 

It's a great help to us as well as our clerks. 

Gives one new thoughts and rules to follow. 

I open it and read it before I do my letters. 

Know more about paint every time we read it. 



Digitized by VjOOQIC 



26 



TMES. W. P. 



S. W. p. ADVERTISERS. 

What the Agents Are Doing In the Way of Special Advertising. 

^r. ■ TtHIS is a page that should interest all S.VV.P. agents. It is devoted 
in p / to the special advertising S. VV. P. agents are doing in news- 
papers and by other methods. From this page agents should be 
^- ■* able to get a number of good ideas — ideas that will help them ad- 
vertise their own business. That's what the page is for, and it's kept up by 
agents sending in to the editor of The S. W. P. samples and descriptions of 
their S.W.P. advertising. 

We want all our agents to remember this and not leave us out when they 
are doing any advertising. Getting together on this advertising question is 
one way we can assist one another ; it's one way we can make the most of our 
opportunities in trying to give S. W. P. the right kind of publicity. 



Good Phrases Used 
S. W. P. Ads. 



by Agents in 



By Montgomery Paint and Glass Co., 
Montgomery, Ala. 

S, IV. P. stands for Sherivin-fViliiams 
Paint— purity, covering capacity, lasting 
qualities. 
By Cashner & Miles, West Milton, O. 

The Sberivin-fVilUams Paints are made 
for painting anything paintable. A special 
paint for each surface, not one slap dasb 
mixture for all. 

By Chas. C. Ten Broeck, Kingston, 
N. Y. 

The Sher-win-lVilliams Paint ts made in 
one quality only, the very best. There is 
no second grade. 

By J. H. Sayward, Haverhill, Mass. 

Do you <want to shine f If so, just re- 
member that I have the best all-round var- 
nish that is made, and the name ts Kopal. 
It is made by The Shervuin-fVilUams Co., 
which is a sufficient guarantee of its quality. 



A blank account book, substantially cov- 
ered in magazine form, was recently issued 
and sent out complimentary to all their 
friends and patrons by P. M. Kempster & 
Co., S.W.P. agents at Prophetstown, 111. 
The size of the book is 11x19, ^nd is called 
the Farmer's Journal. In addition to the 
ruled blank pages, with respective head- 
ings, the book contains a page or two of 
tabulated information, covering a wide range 
of practical subjects, relating to farmers and 
their work. Fhe inside of the back cover 
contains an excellent Sherwin-Williams ad- 
vertisement, well written, cleverly displayed 
and illustrated. There is certainly nothing 



wrong with Kempster 
Farmer's Journal. 



Sc Co. and their 



We reproduce on this page a two-column 
newspaper advertisement used by the Wake- 
field Hardware Co. of Greensboro, N. C, 
the day their stock order of S. W. P. 
reached them. This is the sort of advertis- 
ing that creates talk and wins business. 



In the way of outdoor display advertising 
one of The Sherwin-Williams Company's 
24-sheet posters did good service recently in 
New Hampton, Iowa. In a central part of 
the town building alterations presented a 
splendid dead wall for advertising display, 
and our agent in New Hampton, L. L. 
Briggs, secured without delay the best space 
on the wall for S.W.P. It is doubtful if 
any of The S-W. posters ever did better 
service than the one put up by Mr. Briggs, 
and he is to be given every credit for know- 




A CAR LOAD OF GOO) PAINT 

A car load shipment from PUot Nuoi 
ber Four of The Shcrwin-WiUiams Co. 
"* ha* just been received by u». 

litis means that we shall have this 
\car ait immense stock of 

TH£ SMEffWt/t-IVtLLIMItS Pi I NTS 

THE SCST MtINT VALUE ON THE MARKET 

Ilicy are made for all kinds of good pftindng and 
will save you money on every can you buy. Lei us 
f}\Q yoti color cards and full information 

WAKEFIELD HARDWARE CO. 



A newspaper ad. of the IVakefield Hard- 
iL-are Co., Greensboro, N. C. 
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ing how to take advantage of a good thing 
in advertising when the opportunity pre- 
sents itself. 



One of the best S. W. P. agents in the 
Maritime Provinces in Canada, is James S. 
Neill, of Fredericton, N. B. At the Fred- 
cricton fair he had an S. W. P. exhibit (il- 
lustrated on page 23.) that was a revelation 
along the line of paints and varnishes to all 
who saw it. The full S-W. line in both 
paints and varnishes was exhibited and the 
display was so large and attractive that it 
created no end of favorable comment. One 
of the leading Fredericton papers wrote the 
exhibit up to the extent of half a column, 
from which we append the following extract : 

Mr. James S. Neill, the bar diva re mer- 
chant, has been selling The Sberivin-Wil- 
liams Paints for several years, and each 
year tbey gronv more and more into popular 
favor. A conspicuous example of ivbai ex- 
cellent results are obtained by the use of 
this paint is shoivn on Mr. Neiirs oivnfine 
residence. The sales of tbis famous paint 
are increasing season by season and not 
»nly has it enormously the largest sale of 
any one make of paint in this city but, as 
ivell, Mr. Netirs sales of Sherivin-Wil- 
liams Paints are among tbe largest in 
the Maritime Provinces. He noiv buys it 
by the car load, and the exhibit made at 
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the Fair is taken from his regular stock. 

The Morse Hardware Co., S. W. P. 
agents at Swan River, Manitoba, write in : 
*^ We are acting on your hints re-advertis- 
ing, both in the press and in our store win- 
dows. We are after the paint trade here, 
and intend to have it." 



Carter Bros., S. W. P. agents at Picton, 
Ont., send us the following: 

"A Toronto jobbing house placed the 

Paint, a short-measure paint, with a 

tinsmith in this town, and we thought per- 
haps you would like to know how we 
fought it. The tinsmith opened up his 

paint, Friday night, and the next 

Monday morning we had the Government 
Inspector of Weights and Measures here 
from Belleville, to look after the case. The 
inspector thoroughly frightened the party, 
telling him that to offer such paint for sale 
would be an infraction of the law. We 
followed it up by putting a local notice in 
the papers next day. The notice reads: 

* ' A firm is putting a brand of paint on the 
Canadian market done ut> in 1-2 pints, 
pints, quarts and half gallon cans, U. S. 
Standard. As U. S. Standard is one-fifth 
short of our measure it ivill be ivell for 
parties in buying paint to see that they get 
good Canadian measure.** 




Fourth of July fioat used by J. H. StcTcns, St. Helena, Cal. 
it folloivs a suggestion made in the June '* The S. IF. A*." 
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A NEW LINE ADDED TO THE FLOOR FINISHES. 




kE have strengthened our 
Floor Finish line by adding 
to it a Crack and Seam Fil- 
ler. 

This new Crack and Seam Filler is 
a tough, elastic composition for filling 
unsightly cracks in floors and seams 
in decks of vessels. 

On old floors, where the grain of 
the wood has cracked or the boards 
have shrunk apart, The S-W. Crack 
and Seam Filler is used to produce a 
smooth, uniform surface for finishing. 

It is also used on new flooring that 
does not come together completely 
and on decks of vessels. It seals up 
the cracks thoroughly and prevents 
them from clogging with dust and 
dirt. It is elastic and will not dry up 
and shrink as putty does. 

In cracks of kitchen floors and 
base-boards, in cupboards and around 
sinks, it will be found especially good 
to prevent the gathering of grease and 
dirty water, bugs, roaches and disease 
germs. It is uninjured by water and 
will withstand any usage that a good 
floor finish is subjected to. It is very 
easy to apply and will cut down the 
cost of finishing by giving a belter 
surface for the paint or varnish. 

The S-VV. Floor Finish line is now 
very complete, including, as it does, 
the following list of products : 

For Inside Floors— r^£ 8-W Inbide Floob Paint. 

Al&o Floorlac. (Imiutes natural woods.) 
For Porch Floors — The S-W Pouch Floor Paint. 
For Varnished Floors — 

The S-W Durable Floor Varnibh. 
For producing a wax finish— fwf S-W Floor Wax. 
For unsightly cracks — 

The S-W Crack and Seam Filler. 

With the present full line of The 
Sherwin-Williams Floor Finshes it 
should be an easy task for the dealer 
to round up a good trade in these 
products. 

He's master of the situation for 



The S-W. Floor Finishes for their re- 
spective purposes cannot be surpassed 
by anything of their kind on the mar- 
ket. All that he will have to do is to 
first find out the nature of the floor 




A Good Floor Finish Window, 

Hang a dirty piece of carpet beside a 
nicely patnted section of floorings luitb a 
sign that reads: '\lVhtcbf A dirty car- 
pet or a clean, painted floorf^^ 

and he can advise the customer as 
to which is the right kind of finish for 
him to use. 

For old or new, rough or fine floors, 
he can supply the right finish with 
every confidence that the goods will 
give the very best of satisfaction. 

One of the greatest advantages you 
have in carrying these Floor Finishes 
is, that you don't have to scatter your 
buying among a number of manufac- 
turers. You get facility in keeping 
up your stock. 
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POINTERS FROM WARD.^ 




^OWN in Texas they are 
hustlers. They have a big, 
growing state, full of good 
business at present and the 
promise of more in the future. They 
know how to advertise and are con- 
stantly at it, taking advantage of all 
opportunities. I find some of the 
most progressive dealers I come in 
contact with down there, and every 
S.W.P. man is pushing the paint for 
all there is in it. 

At Dallas we are represented by 
the Hamilton Paint & Glass Co. 
They are doing good work for S.W.P. 
in nearly every kind of advertising. 
The only thing Til speak about here 
is the original and very attractive 
window display they used recently. 
In the center of the display was a coat 
on a stand. In the collar they placed 
a can of S.W.P. with a brush on top 
of it. On the floor a few more cans 
were carefully arranged, with a card 
in the foreground reading : Try one 
coat and be convinced. 



A Texas carpet store had a few 
rugs in one of their windows with a 
little black-and-tan dog shut in with 
them for an hour or two, off and on, 
each day. Sometimes he would be 
running about, sometimes barking at 
the passers-by and sometimes curled 
up asleep. But all the time he car- 
ried out the wording on the card at 



*Mr. James W. Ward is the traveling ad- 
vertising representative of The Sherwin- 
Willianis Co. He is a practical painter 
and a practical advertiser of much experi- 
ence. His trips take him all over the Ameri- 
can continent, and he is constantly brought 
in contact with ideas that should prove sug- 
gestive and helpful to all S. W. F. agents. 
Mr. Ward will contribute something each 
month. 



the side of the window — ''''Dog on 
Good Rugs.'' 

Why not adapt this to S.W.P. Fill 
the bottom of the window with cans 
of S.W.P. and let the dog in on top 
of them. Let your card read : Dog 
on Good Paint, 



Our agents at Fort Worth, Texas, 
Brown & Vera, have a novel idea in 
selling wall paper. Instead of the 
paper in their racks numbered as is 
usual, they have given names to the 
choice patterns, selling them as the 
select patterns from some school of 
design. 

The result is that ladies come in 
and ask for wall paper by name, hav- 
ing seen it in some friend's house. 
Should a customer go to any other 
dealer and ask for paper by these 
names Mr. Dealer is "up a tree." 

Here are a few of the names they 
use: 



Rex Heurie Tapestry. 
Colonial. 

Bayeux Tapestry. 
The Wilton. 
Josephine Stripe. 
French Roco. 
Empire. 



Louis XIV. 
Rose Arabesque. 
Conventional. 
Renaissance. 
Empire DeNign. 
American Beauty. 



A Texan, who is a novel advertiser, 
told me that he had good results from 
the following idea : 

He made a dummy man for each of 
the roads coming into the town, by 
stuffing combination suits of under- 
wear with excelsior and dressing them 
up in old clothes. He hung them up 
in trees near the road-side, with this 
sign on each: "Don't hang on to 
your money when you can get bar- 
gains at Brown's Paint Store." The 
dummies were placed at night, and 
were the talk of the town next day. 
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An S. W. P. House. 
Residence of E. K, Teivksbury, Winthrop, Mass, 
Trimmer, 4.62; Blinds, J62. 

BECOME A NAME SENDER. 



Body, 363; 




^N order to get business now- 
a-days, we have to go af- 
ter it. 

There was a time when 
trade was largely drawn from personal 
friends and acquaintances, but that 
day has passed. Conditions are dif- 
ferent; we have larger areas to draw 
from, stronger competition to meet, 
and if we expect to make more than 
an ordinary success, we must do some 
good, strong hustling. 

On the whole, we're a level-headed, 
people. Sentimentality does not cut 
much figure in our buying. Using 
a slang expression, most of us are in- 



clined to say "Show me," before we 
arc ready to invest our hard earned 
dollars. 

Sometimes the work may seem hard 
and the pace too hot. Working alone 
it is hard and at times very discourag- 
ing. It seems foolish to push and to 
work year in and year out selling 
some manufacturers' goods without 
the slightest help from them. Looks 
like all work and very little pay. 

The Sherwin-Williams agents never 
labor alone. We are constantly 
working, thinking and planning for 
them. Our entire forces are organ- 
ized to give them the best helps; to 
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make it profitable to them to sell 
S.W.P. Our advertising system is so 
thorough and our personal help sys- 
tem so effective, the agent who makes 
constant use of them may rest assured 
of success. 

But our work and efforts to win 
business for our agents lose half their 
force if the individual agency does 
not co-operate heartily with us. We 
are prepared now to go right in and 
hustle with you and for you to make 
the spring season of 1902 the banner 
season for you. Are you with us? 

Working together w6 can down any 
opposition. Let us stand side by side 
then, shoulder to shoulder, pushing 
and working one for the other. Use 
our personal letter system, display 
our advertising, use newspaper space, 
keep us in touch with your local con- 
ditions so we may concentrate forces 
when necessary. 

We have a department organized 
for the express purpose of helping 
you. It's there for you to use it; to 



write letters for you to property own- 
ers, to painters, to contractors and 
builders, to architects. These per- 
sonal letters are bringing in orders 
every day to those agents who send 
us the names. 

The best co-operation you could 
give us would be to send us tioiu the 
names of all intending paint users in 
your locality. Keep in touch with 
the painting outlook and just as soon 
as you learn a man is going to paint 
let us know. Send one, two, three or 
a dozen names a week. We will 
write to all of them without cost to 
you. 

It will pay you, and pay you well, 
to test the pulling power of our ''per- 
sonal letters." And it will pay you 
particularly well to "Do it now.'* 

Note. — Do not confuse names intended 
for ** personal letter" work with your spring 
mailing circular list. For personal letters 
send us only the names of those ivhom you 
knonv ijuiii positi*vely patnt some property 



BACKBONE. 



^ 1 7 )kHAT'S what is needed in 

1 Ll I Backbone to build up 
trade on a solid, sure foun- 
dation. 

Backbone to raise it high above the 
ordinary. 

Backbone to stand up behind the 
counter and talk the highest grade of 
paint against so much trash that is 
offered. 

Without back-bone a man might as 
well be a jelly fish, for any solid good 
he can do himself or anybody else. 
He*s not fit for the hard battles of life. 

Backbone pays. If you have it, 
count it in as one of your best and 
biggest assets. It'll keep you up- 
right in business affairs when the 



jelly fish fellows are stooping to low 
and underhand methods. It'll help 
you hold your head high at all times. 

In the time of panics and business 
depression it's the men with backbone 
who stay on top and weather the storms. 

Backbone, you see, that makes you 
stick to good quality and right 
methods, gives you a reputation and 
brings you a class of trade that panics 
cannot materially effect. You get the 
solid people on your side — people 
with backbone themselves. 

Stand rigid, therefore, firm and un- 
bending toward the cries of '-cheaper, 
cheaper. ' ' The /)esf is none too good. 
The truest economy lies in the hest. 

Stand up for it, then I 

Have backbone! 
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PLAIN 

Particular people purchase S.W.P. 

The agent can if it's an S. W. P. 
can. 

Perseverance oftener wins than 
loses. 

Fortune favors those who know how 
to work. 

It is labor that gives a relish to 
pleasure. 

The paint that wears is the one 
that wins. 

Trust what you know ; and know 
what you trust. 

Words are a lot, but actions are 
the whole thing. 

There can be no good painting with- 
out good paints. 

Move with the times if you would 
enjoy good times. 

Get ready to spring S.W.P. on the 
public this spring. 

We advertise to secure trade ; and 
make goods to kee/f it. 

Work with consumers always 
strengthens the dealer. 



r p. 
FACTS. 

To have and to hold a good varnish 
trade, sell only S-W. Varnishes. 

In the paint trade the dealer selling 
S. W. P. is "miles away from thin 
ice." 

An energetic persistence in a cer- 
tain course sooner or later leads to 
successs. 

In commercial affairs those who 
stand still play right into the hands of 
adversity. 

S. W. P. for the World and the 
World for S.W.P. That's what we're 
all working for. 

A successful business is not pro- 
duced by chance but by intelligence 
persistently applied. 

The Sherwin-Williams Products are 
known by the people. And the more 
they know of them the better they 
like them. 

If a wide and general sale of an 
article is a conclusive test of its mer- 
its, S.W.P. is in every sense highly 
meritorious. 

"Good courage breaks ill luck to 
pieces. ' * Don't lose courage because 
the opposition is active. Meet it with 
its own weapons. Better still, use 
our weapons. 



WHEN YOU HAVE READ THE S.W.P, HAND 
IT CVCR TO YOUR ASSISTANTS. IT IS 
FULL OF SUGGESTIONS AND ENTHUSIASM 
THAT CANNOT FAIL TO HELP EVERY ONE 
CONNECTED IN ANY WAY WITH AN S.W.P. 
AGENCY. ''DO IT NOW.*' 
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A PAVING COMBINATION. 

HIS is an age of combinations and consolidations. 

The principle of combining for larger results is sound. 
It's the same idea as is expressed in the old familiar saying, 
"Two heads are better than one.*' 

The strongest combination is a combination of brains. 
There is greater advantage in bringing together ability and 
concentrating it all on one object than there is in combining mere business. 

Brains count for more than capital. A combination of ability beats a 
combination of money all to pieces. Money without ability cuts little figure. 
Capital needs ability. Ability can take care of itself. 

We believe in, and are working for a combination of ability. We want 
to combine all the brains and all the energy that exist in our entire organiza- 
tion, which includes besides our own staff, our agents and their staffs. We 
want to bring together this great and powerful force and apply it to the ex- 
tension and improvement of the business of all. 

We believe we can do it. We're working to it through The S. W. P. 
Let everyone do his share by helping with suggestions and ideas and 
also adopting the ideas and suggestions offered by others, and the combination 
will work. All will benefit by it. 

We know we can help our agents and we know you can help us. We 
ought, therefore, to get together closer than ever before. 

It's our aim to concentrate more and more all our efforts on one agent in 
a district, as we believe we can get better results than by dividing it. We feel 
also that our agents in return will make no mistake in concentrating all their 
energy on one line instead of dividing it. By complete co-operation we can 
both get better results. 

Our goods are superior, our methods far in advance of any others yet 
adopted. We supply the two essentials to business success — ^good goods and 
good methods. In addition, we offer you the advantage of sharing in a 
combination of ability drawn from our own staff and thousands of the brightest 
paint dealers in the world. 

It's a combination that has real force in it. The agent who is sincerely 
anxious to increase his business can get help from it by working in harmony 
with it and adopting its methods. 

The painting season is at hand. Make ready for it. Go at it in earnest. 
In it there are great possibilities, especially in this year of plenty. You will 
not make the most of it unless you do more than ever before. The largest 
«hare in the paint trade in your town ought to be done by you. You have in 
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our goods the best paints ever made, you have in our methods the most 
effective system ever devised for selling them. Use them. 

Throw into your work all the force and ability you are capable of and 
you'll get returns just as sure as the sun rises and sets. 




GenertU Manager. 




YOUR PROSPECTIVE 
PERSONAL 

How You Can Combine Them so 

HE paint harvest is in the 
spring time. It is the log- 
ical and natural time of the 
year to house-clean. 

After the crops are planted and the 
future looks bright and promising, the 
farmer and the house owner say to 
themselves: ''A coat of paint would 
make the house look better and the 
barn needs it, too." 

Are you planning to help these men 
decide to paint now, and with S.W.P.? 

Have you their names in your 
*' prospective orders*' book, and have 
you advised us so we can help you 
land their orders? 

It is the farmer who carefully plants 
his seed and who constantly tills his 
soil who reaps the largest and most 
profitable harvest — who is best repaid 
for his labor. 

So it is with paint orders. It is the 
agent who is constantly in touch with 
the intending paint buyers in his 
locality, who is always watching for 



Note— Do not confuse names intended 
for "personal letter" work with your spring 
mailing circular list. For personal letters, 
send us only the names of those whom you 
kno<w luiii tositively paint some property 
soon or whose property needs painting 
badly. 



ORDERS AND OUR 
LETTERS. 

as to Reap a Bior Paint Harvest. 

and making the most of his oppor- 
tunities, and who does not hesitate to 
ask us to help him, who sells the most 
paint. 

We cannot expect paint orders un- 
less we keep track of them and go 
after them. The best way to keep 
track of them is to have them in your 
"prospective orders" book, and the 
best way to go after them is to use 
our "personal letter" system. 

Our "personal letters" are most 
effective in keeping prospective cus- 
tomers in line. They cost you nothing 
in money — just a little time — but they 
are worth much. No other advertis- 
ing helps we can give you will do 
more good. They are the carefully 
planted seeds that bear fruit. They 
are faithful messengers that carry 
S. W. P. tidings right straight to the 
homes of your customers. They 
never grow weary. They never shirk. 
They are always at work, doing your 
bidding and doing it well. 

They will help you down that 
"competition" paint. They will 
keep your name and your store con- 
stantly before the buying public. 
They will sell paint for you ; they 
will stimulate your other sales. They 
will help make your 1902 spring paint 
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harvest profitable and entirely satis- 
factory to you. 

If you have not started your 
"prospective orders" list, ''do it 
now." 

If you haven't the time, let one of 
your clerks make a list of the property 
in your locality that will be painted 
this spring ; have him also list those 
houses that need painting. 

Do not wait until the list is entirely 
completed. Send us the names of 
the owners day by day, one, two, 
three or a dozen at a time. 



Do not fear that you will over-work 
us or impose on us. As long as your 
list is properly compiled, we don't 
care how large it is. • We'll write to 
every name on it. That's what we 
are here for. Your interests are our 
interests and by helping you, we help 
ourselves. 

Stnd us a few names by return 
mail. Use the blank we inclose with 
this copy of ** The S. PV,P/' Do not 
stop there ; if you want more blanks^ 
write for them at once. 




larvM. 
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S. W. p. TALKS OVER THE COUNTER. 



No. 2 — With the man who asks for the 

The Customer — What's the price of 
white lead, now? 

The S. IV. P. Agent— Six and a 
half a pound. 

Customer — And pure linseed oil? 

Agent — Seventy cents. 

Customer — That's your lowest on 
both? 

Agent — Yes, the regular market 
prices at the present time — that is for 
the separate articles. But I can give 
you better lead and better oil ready 
mixed than I can in the unmixed 
state, at a price, results considered, 
that can save you money. 

Customer — I don't want anything 
to do with "patent paints." 

Ageni — ^This isn't patent paint that 
I refer to. It's simply pure lead 
ground finer and pure linseed oil, 
clearer, whiter and better refined, 
mixed with enough oxide of zinc to 
off-set the chalking features of the 
lead. There's not a bit of secret and 
nothing patent about it. 



best white lead and pure linseed oil 

You see with the lead and linseed 
oil that you would buy, even if you 
get the best that's on the market, you 
have to take them just as they come, 
whereas in the prepared form both 
articles have had further preparation 
that gives greater durability, greater 
covering capacity and consequently 
greater value for your money than the 
regular commercial articles. 

Customer — I've had experience 
with these mixtures and they're no 
good. 

Agent — Some of them aren't, that's 
very true. But there's lead and lin- 
seed oil that's no good, too. You 
asked me for prices on the best and 
purest, but I could get you lower 
priced lead and cheaper oil. Good 
prepared paint has had to suffer a 
great deal for the sins of the "cheap" 
stuff, yet it's no different with pre- 
pared paint than with shoes, or cloth- 
ing or straight lead and oil — you can 
get good and bad in all of 'em. 
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Customer — I suppose that's so. 
But how do I know that the paint 
you have is any better than the stuff 
I got fooled on*t)efore? I know what 
the best lead and oil can do, and I 
don't mean to take any more chances. 

Agent — No, of course you don't, 
and if you use The Sherwin-Williams 
Paint, ril take all the chances myself 
and guarantee you good results. I 
couldn't do that if you bought lead 
and oil. S. W. P. is the safest paint 
that can be made, safer than lead and 
oil even. There's always a risk in 
buying lead and oil, even the best of 
it, and unless you have a chemist to 
analyze and test every purchase you 
make you can't be sure of the purity. 
Now, that's just what a big paint 
manufacturer like The Sherwin- 
Williams Co. can do. They analyze 
everything they buy and know pos- 
itively that the lead is not off color, 
that the oil is absolutely pure and 
that the turpentine isn't '*fixed." 

Customer — But you sell lead and 
oil that you say is pure and I should 
think you could have as much faith 
in the people you buy these articles 
from as you can in The Sherwin- 
Williams Co. 

Agent — Well, I have found from 
experience that The S-W. Co. take 
more care in the selection and buying 
of their raw materials than it's pos- 
sible for you or me to do ; and the 
lead and oil you asked me for arc 
nothing more nor less than raw ma- 
terials which your painter is going to 
manufacture into paint. Now, sup- 
pose that the lead and oil I sell you 
are absolutely pure. There are still 
chances for mistakes to enter into the 
paint before your painter's ready to 
use it. In the first place he follows 
no exact formula, and the quantities 
of the different materials he uses. 



such as the turpentine, dryer, color- 
ing pigment, etc., are apt to be 
wrong. The S-W. Co. on the other 
hand follow with accuracy the formula 
that has been proved by experience to 
give the best results. It's a case of 
guess work against absolute certainty. 

In the second place your painter 
has to do his mixing with a stick or 
paddle, whereas The S-W. Co. use 
powerful machinery, which not only 
mixes the pigments and oils together 
more thoroughly, but also does addi- 
tional grinding that the painter can't 
do. This time it's a case of crude 
hand work against modem machinery. 
The mixing and grinding of paint is 
a mighty important factor — one that 
three-fourths of the paint buyers lose 
sight of. Every time you use hand 
made lead and oil you're cheating 
yourself out of the extra spreading 
capacity and durability that comes in 
good prepared paint through the 
machine work. 

Besides all this, you get, in S.W.P., 
the right proportion of oxide of zinc 
to counteract the chalking of the lead 
— the "lead soap" that you know so 
well, if you've ever rubbed your hand 
over a lead painted surface after the 
atmosphere's been at work on it. 

Customer — Your arguments certain- 
ly seem sound and convincing, but — 

Agent — But you're afraid to trust me 
and The Sherwin-Williams Co. ? Just 
stop to think a moment. The Sher- 
win-Williams Co. is a largef concern, 
backed by honest men who have spent 
a life time in building up a big busi- 
ness. Would it be reasonable in them 
to offer you something that would 
injure the splendid reputation they 
enjoy? Would it be good business 
policy for them to make claims your 
experience couldn't bear out? They 
want your future trade and good will 
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as well as your single purchase of 
today, and so do I. If the paint 
were worthless you'd never come to 
me again, just as you'll never go 
again to the dealer you bought the 
''cheap" paint from. But if you're 
not satisfied I wish you'd talk with 
some of the persons in town who have 
used S.W. P. Here's a big list of 
them. (He goes into particulars re- 
garding the experience with S. W. P. 
of some of his best customers, prom- 
inent townsmen. After still further 
talk on the economy of S.W. P., its 



uniformity of consistency and color, 
the ease of selecting and matching 
colors, and the guaranteeing of re- 
sults, the customer gives up his lead 
and oil purchase and takes S. W. P. 
instead.) 

Customer — (as he is leaving). Af- 
ter all I don't see why I should have 
set myself up as knowing more about 
paint than you do, unless it's the fact 
that I never before struck a dealer 
who seemed to understand his busi- 
ness thoroughly and have the right 
confidence in his goods. 



A NEW DEPOT IN THE NORTH-WEST. 




BOUT 

t h e 

first of 

April 
The Sherwin- 
Williams Co. 
will be estab- 
lished at Min- 
neapolis, Minn., 
with offices and 
depot for the 
distribution o f 
our products 
throughout the 
North-west. 

A building is 
now being 
erected at 119 
and 121 Second 
Street, North. 
Two stories will 
be put up at 
first, though the plans call for a five 
story structure. 

Our trade in the North-west has 
been growing to such an extent that 
we find it necessary to make this 
move. But with the increased facili- 
ties we want to still further increase 
our business connections in the North- 
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The Minneapolis '^Depot, noiv in course of erection. 



west, and to help our present agents 
to make still greater gains. 

When the flag goes up on the Min- 
neapolis Depot it will be flying in 
eleven cities of this great continent in 
which we operate our own manufac- 
turing and wholesale distributing es- 
tablishments. 
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A GOOD EARLY SEASON WINDOW. 

The sign should be lettered on a board or sheet of paper two feet square, 
and surrounded with quart cans of S.W. P. If you let this stand in the window 
by itself without crowding in other things it will attract attention and sell paint. 

Our new booklet, ''Store Windows,** contains many suggestions as good 
as this. Do you own a copy? If not, send for it today, and use the displays 
throughout the season. 

Paint should have a monopoly on your windows for the next two or three 
months, if you want to get all that's possible out of the paint business. 
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PAINT ADS FOR BUSY AGENTS. 

These suggestions are simply "copy" to be turned over to the printer, 
and can be adapted to any style of display you choose. 



OUT FOR BUSINESS 

We're oul for business in earnest 
tbis season. 

We have a better and larger stock 
than ever before. We're prepared 
to uke care of all the trade we 
can ^ct. 

But It's not quantity alone that we 
offer you. We have the quality, too. 
Our agency for 

The SherwiU'Wilumms Paints 

insure you good quality. Better 
paints cannot be made. 

Let us talk paint to you. No 
matter how small or how large a 
quantity you need, we can sell you 
best. 



PAINT FACTS 

The best paints on the market 
today are prepared paints, made 
ready for use from white lead, zinc 
and linseed oil. 

White lead and oil alone powders 
and chalks — the zinc is put in to 
correct that fault. 

The SherwiN'Wiluahis Paint 

it made in the best prof>ortion of 
lead, zinc and oil, from exact for- 
mulae, by the finest machinery, 
with the greatest skill and care. 

It is the best painting material 
because it is the best prepared 
paint. 



PAINT MISTAKES 

If you want Co avoid mistakes 
in painting come to us. 

We have the right paint for 
every purpose. Each paint is 
made suitable for certain sur- 
faces, and best results depend 
upon getting the right paint in 
the right place. 

THE Sherwin-Williams Paints 

are all good. Each one is the best 
for the purpose that can be miide. 
The best of men, materials 
and methods are in every can. 



PAINT ECONOMY 

One of the best paint author- 
ities in the world says that paint 
economy is ^Uhe sum total of the 
cost of the material and its ap- 
plication, divided by the number 
of times you have to repaint in a 
given term of years." 

S. W. P. gives thai sort of 
economy. 

You'll also find that your cost 
of material and application fig- 
ures out best with S.W. P. 



PAINT BUYERS 

Whether you arc going to ap- 
ply the paint yourselfor are buy- 
mg it for someone else to apply, 
you ought to take great care to 
get full value for your money. 

It's not the paint that costs 
the least per gallon that is cheap- 
est. It's the one that covers 
most surface, wears longest and 
is easiest to apply. 

That paint is 

THE Sherwin-Williams paint 



PAINT ADVICE 

Our advice is often asked on 
paint questions and we've made 
a point of giving intelligent an- 
swers. 

We've studied every side of 
the paint problem and long ago 
came to the conclusion that the 
best paints are good prepared 
paints, and that the best prepared 
paint is S.W P. Use 

THE Sherwin-Williams Paint. 

That's the best advice we can 
give. 
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S. W. p. ADVERTISERS. 

What the Agents Are Doing in the Way of Special Advertising. 

HE only way to know anything about advertising is to advertise and 

study advertising. This page gives you the opportunity to study the 

S. W. P. advertising of other agents and to show them what you 

yourself are doing. 

Vou can help make the page interesting and helpful by sending us samples 

or descriptions of your newspaper ads, your circulars, your novelties, and in 

fact any and all the means you are using to push S. W. P. to the front. You'll 

be doing a great deal of special advertising this spring — let us know about it. 

from the photograph it was a cleverly 
gotten up S. W. P. outdoor display. 
Exhibited on the float were many lines of 
The S-W. Paints and Varnishes, presided 
over by a number of practical paint- 
ers in bright uniforms. The float was 
drawn by four gaily decorated horses, and, 
we learn, from other sources than from our 
agents at Odebolt, that it was by far the 
most striking turnout in the parade. S.W.P. 
floats and wagon displavs in line on gala 
day parades are good advertising. 



Received from Frank A. Bogart, S.W.P. 
agent at Vallejo, Cal., a business envelope 
cleverly illustrated with an S.W.P. package. 
The design is in the left top corner of the 
envelope. Two ruled lines cross the face 
of the envelope on which the address can be 
written. Underneath these lines is printed 
in small, neat type, "From Frank A. 
Bogart, the Hustling Hardware, Paint and 
Stove man, Vallejo, Cal." The envelope 
is printed in red and it illustrates one way 
of making the most of ordinary business 
stationery for advertising purposes. 

From Payne's Pharmacy, J. R. Burton, 
manager, Kingsley, Iowa, we received an 
attractive calendar, 10x12, dark gray card- 
board, printed in two colors and a photo- 
graphic illustration showing a good view of 
the interior of the pharmacy. The Sherwin- 
Williams Paints are given prominence 
among the wares advertised on the calendar. 
It is a good advertisement. 



An up-to-date vest pocket memorandum 
book comes from C. V. Ferguson, S.W.P. 
agent at Chatfield, Minn. The second 
page of the book carries a good S. W. P. 
advertisement. It should prove a profitable 
advertisement for the Chameld agency. 

At Byron, Mich., S. W. P. receives con- 
siderable publicity through the press. The 
S.W.P. agent at Byron is Mr. E. E. Kohler. 



We reproduce here a large 
folder used by Wm. Siniger, 
Galena, 111., during last year's 
busy painting season. The test- 
imonials are from practical paint- 
ers, contractors, merchants and 
property owners, well known in 
Galena. 

Why not make a similar circu- 
lar for your own use this spring? 



A photograph we would like 
very much to reproduce in The 
S. W. P. is one showing an 
S. W. P. wagon exhibit which 
was gotten up for a street parade 
by The Selby Drug Co., S. W. P. 
agents at Odebolt, la. We can't 
do it, however, as the photograph 
is not clear enough for reproduc- 
tion. From what we can sec 



TESTIMONIALS 
SHERWIISI.WILLIAA1S PAINTS. 



wm SINICER. Sole Ag«nt. Ootena. Wtryoi* 



A goodiuay to con<vtnce your prospective customers. 
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who is a great believer in newspaper adver- 
tising and in other ways is an enthusiastic 
worker in the interest of S. W. P. From 
samples received it is quite plain that Mr. 
Kohler knows how to write good newspaper 
ads. He illustrates his ads freely with S-W. 
electrotypes. 

There's always novelty in the advertising 
sent out by the S. W. P. agents at Laporte, 
Ind., Messrs. Hildebrand & Schultz. The 
latest received from them is a circular printed 
and gotten up to imitate a telegram. The 
envelope and circular are a fac-simile of an 
ordinarjr telegraphic envelope and blank 
and at first sight would deceive the wisest. 
It's an advertisement that must have com- 
pelled the attention of those who received it. 



We have received from W. G. A I win, 
S. W. P. agent at new Ulm, Minn., a 
large wall calendar printed in two colors. 
The Sherwin-Williams Paints are given a 
prominent position at the top of the calendar. 
Mr. Alwin is a thorough S. W. P. man. 



The Bluntzer Hardware Co., S. W. P. 
agents at Corpus Christi, Texas, are not 
alow advertisers; they're very much up-to- 
date. They recently sent out a type-written 
trade circular enclosing with it a check for 
4c. payable in goods or cash at their store. 
The circular, besides mentioning the goods 
the firm were selling, stated that it valued 
the receiver's time at $3,774.00 per year or 
2c. per minute. They wanted two minutes 
of his time and were willing to pay for 
it. When you set a good price on a man's 
time and offer to pay him wbll for a 
couple of minutes of it you can't help but 
win him. It's easy to surmise that this 
novel and original circular did successful 
work for The S.W.P. agency at Corpus 
Christ!, and made a hit all along the line. 



\5m'^of\ 




A no'vel store sign used by J. H. Trippers 
SonSy Canton, Pa. 

S.W. P. One of their latest novelties is 
the large wooden sign illustrated on this 
page. The top is turned out of wood, and 
an empty S.W. P. gallon can fastened se- 
curely to it. The sign stands out in front 
of their store in a prominent position. 

A coat of Kopat over the label protects it 
from the weather. 



J. H. Trippe's Sons, Canton, Pa., are 
constantly doing something new to push 



A budget of clever S. W. P. newspaper 
ads are to hand from the Montgomery Paint 
Lnd Glass Company, S. W. P. agents at 
Montgomery, Ala. The advertisements are 
very clever and talk the merits of S. W. P. 
straight out from the shoulder. They are 
undoubtedly the kind of ads to pull tiade. 
One reads: "The minute you are persuaded 
that it's 'just as good' as S.W.P. then it is 
settled — a second grade paint goes on your 
house. No paint as good as S. W. P. can 
be sold for less money." 
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ANOTHER CALL FOR MAILING LISTS. 




IE want ez^ry agent on our 
books to furnish us this 
year with a spring circular 
mailing list. Not one should 
fail to do so. 

The circular is your paint season 
announcement. It goes directly into 
the homes of the persons whose trade 
you want and need. It advertises 
your entire business, and if your list 
is right will bring you direct returns. 

The agent who doesn't send us a 
good list misses one of the best ad- 
vertising opportunities of the year. 

We are now in urgent need of these 
lists. The busy painting season is 
almost upon us, and we still have 
many hundred thousand circulars to 
be printed and addressed for which 
no lists have been received. 

It is important to get your list in 
early. If you send it now it will 



surely go out on time ; but further 
delay may bring it too late to receive 
as prompt attention as it deserves. 

The circular will bring you greater 
results if it goes out on time. It is to 
your own interest as well as ours to 
send the lists now, and we feel sure 
you will appreciate the need of im- 
mediate attention. 

Let us have carefully selected names 
of house owners, mill and factory 
owners, real estate agents and all 
other desirable paint consumers in 
your locality. The calendar-circular 
will land business from them — and the 
only cost to you is the time spent in 
making out the list. We pay all the 
rest. 

If you have mislaid the blanks sent 
you some time ago, write for more 
today. 




The igo2 Calendar-Circular . 

The tnlcndar runs /or a year 
frotn tilt- date of utailing. Jt's 
a year s advertising that goes 
free o/chafge to your prosf>ec- 
tiz'e trade. 
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PORTRAITS OF S. W. P. MAKERS. 

E. P. WILLIAMS, Vice-President. 

r 





HR. E. P. Williams, the Vice- 
President of The Sherwin- 
Williams Co., formed a 
partnership with Mr. Sher- 
win in 1870 and added his name to 
the sign above the little retail store. 

*'VVe sUrted together," Mr. Wil- 
liams says, "with very little capital 
from a money standpoint but with an 
unlimited capital in energy and de- 
termination to make a success of our 
venture. What success we have won 
is the result of industry and a strict 
adherence to the fundamental laws 
governing the field of good business." 

The two men were equally am- 
bitious and equally capable of fighting 
hard to win. They fitted together 
perfectly in the scheme of success 
they had mapped out for themselves. 
It was an exceptionally fortunate and 
well matched combination in every 
way. 



Besides keen insight and good 
judgment, Mr. Williams brought to 
the business a personality that wins 
and holds fast friends. To his in- 
dividual efforts the Company owes 
many of its largest and best business 
connections. In the early days he 
was the "outside man" who went 
after business — and he usually got it, 
you may be sure. 

Mr. Williams graduated from col- 
lege in the early sixties and enlisted 
in the 85th Ohio Volunteers. After 
the war he began the manufacture of 
glass at Kent, Ohio, where he built 
up a successful business. But in 1 8 70 
he decided to return to Cleveland, 
his old home, and identify himself 
with its growing business interests. 
It was then that he joined forces with 
Mr. Sherwin. He was one of a group 
of now successful men who foresaw 
Cleveland's future possibilities and 
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who have ever since been the back- 
bone of the community. 

Mr. Williams is one of the active 
workers in the Cleveland Chamber of 
Commerce, and as its vice-president 
has recently been engaged in some of 
the reform movements that have given 
this body of business men its splendid 
national reputation. 

He is always a valuable co-worker 
in the management and affairs of this 
Company, and until very recently 
managed personally the department 
of our business that sells to the great 
railroad companies. 

THE BIQ ORDERS. 

Make up your mind this season to 
go after the big orders in your locality. 

Make up your mind to get them. 

Don't be satisfied with selling 
S. W. P. in quarts and half gallons. 
I^ok for the business that requires 
five gallon packages. S. W. P. is 
" made to paint buildings with," as 
we say on our advertising, and every 
agent should sell it for that purpose. 



Our most successful agents are 
those who make a specialty of selling 
S.W.P. for houses. One of them, in 
a town of thirty-five thousand, had" 
placed orders for forty houses up to 
February first — fully six or eight 
weeks before the actual painting sea- 
son will open in the town. 

The best business you can handle 
is the large package trade. 

Get after it now. 



MAKING THE DELIVERY BOY A 
PAINT SALESMAN. 

Do you run a delivery wagon? If 
you do try the plan of one of our New 
England agents who has his delivery 
boy solicit paint orders at every house 
he visits. 

The boy's invariable, ''Good morn- 
ing, are you going to need any paint 
this spring?" has become as well 
known in that town as "Good morn- 
ing, have you used Pear's Soap? " 

It has brought direct orders many 
a time. 



MAKE IT A RUNNING START. 



r-|(;^lT'S an old homely saying, 
I ''If but nevertheless a saying 
W S| just as true today as it ever 
was, that "the early bird 
catches the worm." 

A few more days and we'll be in 
the midst of the busy painting season, 
and the S.W.P. agents who have pre- 
pared best to meet it are the ones 
who will reap the biggest harvest. 
This is the day of the paint dealer's 
opportunity. Make the most of it. 

Make it a running start, this season. 
Get into the field before the other 
fellow. Get out early to hunt up the 
prospective trade. 

Display your paint stock early, and 
to the best possible advantage. Give 
your entire store a paint air. 



Use your windows for paint. Use 
your newspaper space for paint. Use 
the fences and dead walls for paint. 
Use your counters and show cases for 
paint. 

Talk S.W. P. in your papers, talk 
it in your stores. The people will be 
wanting lots of it during the coming 
weeks so make it your business to 
see that they get it from you. 

All indications point to a big season 
for S.W. P. We have prepared for it 
early with an immense stock of goods. 
Four big factories are running to their 
full capacity. We mean to have paint 
to supply all demands made by you. 

There's lots of business to be had. 

Go after it early. 

Go after it now. 
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Hardware. 



WINDOW CARD SUGGESTIONS. 

Drugs. 



MUSIC INSIDE 

the bird cage. In our cages birds 
sing. They live long in *em, too. 
See these handsome cages. Popular 
prices. 



Hardware. 



HERE AT LAST 

A shipment of delayed quick meal 
stoves. No soot or odor with these 
stoves. They're the latest out. All 
sizes. You'll want one. 



Hardware 



THE RIGHT LENGTH 

Keep your grass the right length. 
O. K. Mowers at low prices. 



Drags. 



ALL OVER TOWN 

we* re known as sellers of only honest 
and reliable proprietary - medicines. 
Get these gixxls here and you get 
them right. 



Drags. 



YOU TAKE NO RISK 

on drug quality in buying here. 
Our reputation for selling good 
drugs is high enough to protect 
you. 



THE ONLY WAY 

to cure a cold is to cure it. 
We've got a cure for colds that 
never fails. 



Wan Paper. 



TRAILING BEHIND 

the times. This you can't possibly 
do if you buy your w^ll paper here. 
Always welcome to inspect whether 
you want to buy or not. 



WaH Paper. 



HOMELESS 

you're not in need of wall paper. 

With a home you are. Let us start 

you right in wall paper. All grades. 
Latest patterns. 



Wan Paper. 



DIRTLESS W^ALI^ 



are possible with Wall Paper 

Cleaner. 

Takes the dirt off; leaves the paper on. 

A ten cent box cleans*one room. 



Qeoeral Store. 



DON'T USE THE MAIL 

Come to us instead. 

We are quicker. 

We arc cheaper. 

We can get you better goods. 

We are better in every way than 

mail order houses. 
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DEADLY DULLNESS. 

How to Keep it Away From the Retail Store. 




^KEP everything that is dull 
away from the store. 

Industry and intelligence 
on the part of the head of 
the eiitablishnient and his clerks are 
\trry essential. 

let the storeys furnishings and 
^xhhIs on display be always kept as 
tm^hl as a new pin. 

M\\ a lot of thinking in all the 
\x\Mk done in and out of the store. 

Tp-lurned cracker boxes located 
urrtr I ho stove have a tendency to at- 
hrtol ttnd encourage the specie known 
;^^ the store lounger. Diplomatically, 
\\\\\ nevertheless firmly, wipe out the 
bovcs and those who fall easily into the 
\\\\\\\ ul holding them down. A store 
\% f iituiUished as a place of business. 
It hrtK WW other office. 

j ,t*l r^ erybody employed in the 
o^lnlilifihnicnt be wise and even clever. 
\\y\\\\ hesitate to pay to bright salesmen 
n lUtlr lar^'cr salary than that paid the 
H^t^tM^c salesman. If the store's staff 
itin't br wise and clever let 'em be 
1 .tniliil. lo know how to handle and 
I,;/ It I) who come into the store is a 
1il^ UiiuK- Sizing up the different 
1 M^tnhkfMK so as to have the right kind 
1(1 \AV *or them is an endless study. 
Shmu* ni?<l()mers prefer salesmen of 
\\^\\ wtinl»t: other customers like yanls 
\\\ Irilk with a joke thrown in. The 
t|H N to learn to ))lease all. 
I Im' ^^iit* merchant and salesman 
«ktiiilv tlif* f(>i))les and hobbies of all 
\\\\\\ Ihitir. They get to know them 
titl Ukr* w book. When they do get 
(,i iii.*h^ them it's as easy as rolling 
tkll I* |n^ to sell *em. 

I III niinv anil stormy days when it's 
ilH|iit*iiiiblr lor niMlonuTs to get out, 
\\\\\\*\ ^iikf* lo the mood of despair. 



Take to the books. Straighten 'em 
right up-to-date. Study your system 
of collections and see that it is not 
slipping a cog anywhere. Have your 
assistants, on these days, working in 
the stock, cellar or storage rooms, 
painting window cards, etc. These 
quiet days, when few customers are 
about, are ideal occasions for the 
merchant to overhaul and examine 
everything so that he can tell just 
where he is at in more ways than one. 

The store windows should never be 
neglected. Keep them clean and 
change their dress frequently. In 
making window displays don't over- 
crowd the windows. Display one 
line at a time. Simple, effective 
window displays are acknowledged 
the proper thing these days. They 
do not confuse those who are attract- 
ed by them and in this way they 
make their point. Try and originate 
a novel window display occasionally. 
If you can't originate, take a good 
window display out of The Sherwin- 
Williams window dressing booklet. 
The booklet is gotten up to help you 
with your windows. 

l\)n't be slow with your advertis- 
ing. 'Tis not true business economy. 
Advertise in the newspapers and in 
every legitimate way you can. Watch 
the seasons closely in this work. 
Keep your advertising seasonable 
and up-to-date. Vour business will 
warrant a certain amount of adver- 
tising, and advertise to that extent. 
Kee|> posted. Take a glance over 
your best local papier every day and 
see what the others are doing. 

Anii never lose sight of the front 
you show the public. On all occa- 
sions make it the best. Let all the 
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establishment give a little attention to 
their dress and practice cheerfulness. 
Aim at all times to try and gain for 
your store a reputation — a reputation 
for honest and fair dealing. It is 
only this kind of store that the pub- 
lic tie to and that in the end has any 
weight in the community. 



SIGNS ON BARB WIRE FENCES 

This method for fast- 
ening tin or wood signs 
to barb wire fences 
should be useful to 
agents in whose terri- 
tories the barb fences 
are numerous. It has 
been adopted by E. C. 
Abdill & Son, S. VV. P. 
agents at Danville, 111. 
They punch three or 
four holes along the 
top edge, using the 
common hog ring to 
fasten the sign to the 
wire. 

Where wood signs 
are to be hung, screw eyes may be 
inserted in the top, the eye or ring 
opened with a pair of plyers, slipped 
over the wire and then closed again. 

Few merchants place their signs in 
this manner and consequently the 
agent who does, will find that he gets 
practically the exclusive use of very 
valuable advertising space. 

Put this down on your list of out- 
side work for this spring. 



their own business, earn yearly salaries 
close to eight and ten thousand dollars 
a year, all agree that a pleased cus- 
tomer is one of the best adveitisements 
a retail establishment can possibly 
have. 

The man who can always send a 
pleased customer out of his store is 
nothing less than a business genius. 
He's one who can reach any success 




that he thinks it is worth while going 
after. He's master of the situation 
through and through. 



THE PLEASED CUSTOMER. 

It's often the case that one old 
customer is worth two new ones. 
Once you have a chance to make a 
regular customer don't throw it away. 
Top notch advertising and business 
experts whose advice on business 
matters is in demand, and, who in 



A SILVER STORE FRONT. 

If you want to make your store 
front an effective advertisement, paint 
it with The S-W. Aluminum Paint. 

It will make the finest looking store 
in your town and will prove to your 
trade the adaptability and durability 
of one of the best selling specialties 
on the market. 

Try a silver store front this year. 



They that reverence too much old 
times are but a scorn to the new. — 
Bacon. 
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PLAIN FACTS. 



When in doubt — work harder. 

Spread paint while the sun shines. 

** Cheap" paint chips; 
Good paint grips. 

Good advertising is the spurs of 
business. 

Those who are young in spirit never 
grow old. 

Everything that's good is promised 
to those who are diligent. 

**Cheap" paint brings trouble; 
(}ood paint pays double. 

Paint troubles can be headed off 
with S. W. P. 

A gallon on the house is worth two 
on the shelves. 

S-W. shelf goods are used because 
they are useful. 

In the paint world S. W. P. is the 
betit kilt J wv I) and known to the best. 

If you IjL'licve in the motto, "Do 
[I Naw/'' you'll Kt:t S. \V. P. adver- 
liiing out tfjday. 

In the ipHTig ^^^ intelligent, in- 
diuirinufl painter works overtime 
dj/^eadirijc S. VV. \\ 



Followers and those who don't keep 
up in the procession have to take the 
dust of those up in the front. 

"Constant dropping wears the 
stone," — never let up talking S.W. P., 
it will wear away the opposition. 

In this age of abundant talent, emi- 
nence in any one line of business is 
to be won only by unusual effort. 

A full line of The Sherwin-Williams 
Products on the dealer's shelves rep- 
resents a paint stock that will win. 

Tongue-tied salesmen would have 
trouble pushing the sale of the best 
article ever made. S.W. P. sells best 
where talked best. 

There isn't any guesswork in selling 
The S-W. Varnishes. They're made 
to add to the reputation of their 
makers and of those who sell them. 

Drive hard in business, but know 
what and where you're driving. In 
the paint business S. W. P. is a com- 
modity that can be given full rein 
with absolute safety. 

There's paint that is. 

And paint that "ain't," 
And paint that used to be ; 

But there's only one that comes 
to stay, 
And that's S. W. P. 



WHCH YOU HAVE READ THE S.W.F, HAND 
IT OVER TO YOUR ASSISTANTS. IT IS 
rUULOrSUaOESTIONSAND ENTHUSIASM 
THUT CANNOT FAIL TO HELP EVERY ONE 
COI^NCCTED IN ANY WAY WITH AN S.W.P. 
AGENCY. "DO IT NOW." 



> 
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LEADERSHIP. 

||T should be the aim and ambition of every man to /ead in his line 
of work. He should never give up trying until he gains the 
place. The man at the top possesses immense advantages. Once 
there his opportunities increase ten-fold. The public delight in, 
and patronize the successful, which makes true the saying, "Noth- 
ing succeeds like success. * ' Establish your reputation and the rest will be easy. 

Gaining the reputation is the test. It's no easy thing. But you've got 
to win it before you can amount to anything. You've got to prove your 
worth before the world will accept you. It's a slow, hard, uphill process at 
the start. It means the sacrifice of ease and comfort and many attractive 
things. It means the overcoming of obstacles and opposition, beating down 
competition, fighting your way clear to the top. 

But it's worth while. The prize is worth the struggle. It's a fine thing 
to stand at the top, to be the leader in your line. Every man should aspire 
to it. Since the first day this business was established it has been the aim 
and ambition of the management to lead as p^int makers — to be the very first 
concern of the kind in the world. That great purpose steadily and un- 
swervingly persevered in has stimulated, encouraged and influenced all our 
work for more than thirty-five years. The same spirit permeates our entire 
organization to-day. We go in to win at everything we undertake. 

We set so high a value on leadership and reputation that it has become a 
policy with us to place our goods only with the leaders in their localities, or 
those whom we believe will become such. We want the most successful to 
work with us. We recognize that their reputation and standing will help us 
and ours will help them — a representative concern with a representative line 
is a combination that will win. 

If you are in the lead, remember in order to retain the place you must 
keep in training. There are a lot of others after the place, looking eagerly 
for an opening. No man is invincible. There's only one thing to do: 
keep up to date and hustle. 

If you are one of those still struggling back in the crowd, don't give up; 
stick to it, get your training down a little finer. Keep a stiff upper lip — 
your chance will come. Be ready for the spurt. 




General Manager, 
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LETTERS THAT GET ORDERS 







LALF the battle in selling 
paint is to get the intend- 
ing buyer to come into the 
store and ask for the par- 
ticular brand you sell. When you 
succeed in doing that, the sale is as 
good as clinched. 

Our *' personal letters" make the 
talc of The Sherwin-Williams Paints 
easy, because they bring the prospect- 
ive buyer right into the agent's store. 

There is nothing, positively noth- 
ing- that will help you more to make 
this 1902 paint season the best pay- 
ing season — the most satisfactory 
paint season — you have ever had. 
U'c are not preaching high ideals, nor 
arc wc theorizing when we say this. 
\Vc arc telling you solid facts based 
on our own experience and on the 
exj>cricnce of many of our agents. 

It needs but a glance at the accom- 
j/aaying illustration to show you what 
ojf "f>crsonal letters" will do. They 
h:i.\K brought the same splendid re- 
t-.t* to hundreds of S.W. P. agents 
» vy have used them. They will do 
jt* 4'/f you. 

'/!> want all of our agents, each 
*,'/: ifv^fryone of them, to close this 
)*4' »;th their paint sales far ahead 
V i vrevious years. S.VV^ P. is the 
/ \A '/• y^'A that will double its sales 
;4 , * v> v*rar. It's a " win-in-a-walk" 
v« ' * ''C^A Jt Ixriongs in the front. 

;>,» vy '.',attcr how good an article 
Uf/ 'A, ;t need's to be pushed to 
v. ty^ '. %^..\ ^^st. Vou can push 
.; »> y ^.t\ \,y using our *' personal 
J/ .A't . ' V.*'.^,\t UH busy writing them 



for you. They will help every de- 
partment of your business. 

Now is the best time for paint or- 
ders. It's the man who goes after 
them who gets them. Our ''personal 
letters" will go after them for you in 
the best way. We couldn't do any 
better advertising for you, and we 
want you to use them. 

Make a firm resolution to send us 
some "personal letter" names every 
week for the next four months. It 
should be your most important work 
now. Nothing should be allowed to 
go ahead of it. Vou may be sure it 
will pay you well. 



Property Owners Lisr. 







m nu wTMSi 



r viu aatr vwiMU ■■ 



This record ^was sent in ivith many simi- 
lar ones by agents ivbo used our ** personal 
letters** last spring. It sbo*ws nvhat splen- 
did results the '^personal letters** ivill bring. 
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List all the persons in your locality 
who are going to paint this spring, 
and send us their names on the blank 
you will find enclosed with this num- 
ber of the S.W. P. Send us also a 
list of those who oug/i/ to paint their 



property. S^^nd us a few names at 
once. Don't put it off until tomor- 
row. Do it today. ^*Do it nou*.'* 
And when you have used all your 
blanks, send for more. A postal card 
will bring you a supply by return mail. 



S. W. p. TALKS OVER THE COUNTER. 

No. 3 — With the man who has to paint but doesn't know what he wants to use. 

The Customer — I've got to paint 
my house this spring, Mr. Agent, 
what would you recommend ? 

The S. IV. P, Agent— The best paint 
that's ever been put on the market : 
the Sherwin-Williams Paint— S. W. 
P., that you've probably seen us ad- 
vertising so much recently. 

Customer — Well, is that a good 
paint; is it all right? 

Agent — It certainly is. In all my 
experience I've never known anything 
that would give as good service and 
as great satisfaction in every respect. 
Not only that, but there's nothing 
you could use that would do the work 
at so small a cost. 

Customer — That's what I want, of 
coarse — something that will do the 
work cheaply. 

Agent — Yes, everybody does, but 
the trouble with most paint buyers is 
that they think they must put as little 
money as possible into each gallon of 
paint they buy in order to keep the 
cost down. Now, I'll tell you frank- 
ly that S. W. P. costs more by the 
gallon than almost any other paint you 
can buy. But it covers so much more 
surface that you don't have to buy as 
many gallons as you do of the others, 
and it lasts so much longer that you 
don't have to repaint as often. After 
all, you know the paint itself is only 
about one-third the expense of paint- 
ing — the labor is always two-thirds of 
it or more. So the man who tries to 



"skimp" and cut down his cost by 
reducing the one-third alone isn't go- 
ing to save much. It costs just as 
much to spread poor paint as it does 
good paint — more, in fact, for any 
painter can work faster with good 
paint than he can with the poor stuff. 

But even if your first cost on two 
brands of paint were exactly the same 
— both in material and labor — ^it's the 
one that lasts the longest that is really 
cheapest, and that's the point you 
want always to keep uppermost when 
you're buying. 

Customer — There's not much doubt 
in my mind about that. I'm pretty 
sure that the fewer times I have to 
paint the better off I am. I don't 
want to get fooled on what I use, 
that's all. 

Agent — I can thoroughly appreciate 
that, and I'll tell you frankly that I 
was fooled a good many times before 
I found out that S. W. P. is the best. 
It's a serious matter for a dealer to 
stand back of a paint and make big 
claims for it, but I'll risk my reputa- 
tion and the chance of your future 
trade on S. W. P. It will bear out 
everything I can say about it, and I 
guarantee it to do so. The Sherwin- 
Williams Co. is a big concern, with a 
splendid reputation, and it can't af- 
ford to offer goods that aren't right. 
If you knew them and their methods 
as well as I do you'd be easily con- 
vinced that there is no chance of be- 
ing fooled on S. W. P. They've had 
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thirty-five years experience in mak- 
ing nothing but the best paints it's 
possible to make, and have built 
themselves up from a little one-story- 
building-concern, until today they're 
the largest paint makers in the world. 
They couldn't have done that if they'd 
been fooling people all the time, or 
any of the time. 

The Customer — You talk as if you 
believed what you say, and I'm will- 
ing to accept your judgment in the 
matter. I guess you've a reputation 



to keep up as well as The Sherwin- 
Williams Co. 

(It is always easy to convince the 
man with an open mind that S.W.P. is 
best — ^if you, yourself, believe it is, 
and can show your confidence by your 
words.) 



Talk to the property owner at his 
home. Let his wife and family 
hear your arguments. Use the 
postal cards described on page j8. 



PORTRAITS OF S. W. P. MAKERS. 

Walter t1. Cottins^ham, General Manager. 




HE growth of The Sherwin- 
Williams Co. went on at 
such a pace during the 
years of ninety-seven and 
eight that it was deemed advisable to 
create the position of General Man- 
ager, entirely separate from the office 
of President, Mr. Sherwin having 
always acted in the double capacity. 
Mr. Walter H. Cottingham, at that 
time managing director of our Cana- 
dian business, received the appoint- 
ment and entered upon his duties in 
the fall of 1898. 

Mr. Cottingham is a young man, 
full of the hustling energy and push 
that is characteristic of the successful 
young men of today, and with the 
fine judgment and wisdom that are 
absolutely necessary in managing a 
large organization. He is a manager 
who leads, rather than drives, who 
keeps himself in close touch with 
every detail of the business, whose 
temperament and training fit him 
splendidly for carrying on this busi- 
ness along the lines of good (juality 
and good character laid down by the 
founder. He believes implicitly that 
the best paint sells best, and that 



good advertising is inseparable from 
good business. 

He is tireless, fearless and pro- 
gressive. Hard work never dis- 
courages him. The methods and ac- 
tions of competitors never swerve 
him from doing what he believes to 
be right and best ; he is always look- 
ing forward for improvement and ex- 
pansion. 

Mr. Cottingham 's early business 
training began when he was fifteen 
years old, as an under clerk with 
McKee & Davidson, hardware mer- 
chants of Peterboro, Ont. — at present 
one of our best S. W. P. agencies. 
Although it was necessary for him to 
leave school in order to go into busi- 
ness at that early age, he did not 
leave his studies, and continued to 
perfect himself in his books as well 
as in his business capacity. 

After a year at Peterboro he went 
to Montreal to seek larger opportuni- 
ties, serving for a while in a whole- 
sale dry goods house and finally en- 
tering upon a five years' engagement 
with a commission merchant in hard- 
ware and paints. 

It was here that his first actual 



Digitized by CjOOQIC 



THE S. W. p. 



53 




knowledge of paints and varnishes 
was gained. Five years' training in 
selling the goods gave him the in- 
sight into painting needs that led 
him into manufacturing later on. 

In 1887 Mr. Cottingham decided 
to face the business world alone and 
branched out for himself as a manu- 
facUirer of gold paint and other 
specialties. It was a very small be- 
ginning. He was manufacturer, 
salesman and general utility man, his 
only assistant being a small boy. He 
made the paint himself and sold it 
himself. 

But he had the faculty for hard 
work and the spirit of progress, and 
soon the business developed into a 
good sized wholesale paint and var- 
nish house, acting as agent for many 
well known lines of goods as well as 
manufacturing. 

From the beginning Mr. Cotting- 
ham was a believer in high quality 
paints. When he started, Canada 
knew little about true paint quality in 



prepared goods. The country was 
tied to lead and oil. Prepared paint 
for buildings had practically no stand- 
ing at all. But Mr. Cottingham felt 
that the same quality of goods sold in 
the States could win their way in 
Canada, and so in 1895 formed a 
connection with this Company by 
which he became Canadian maker 
of The Sherwin-Williams Paints, un- 
der the name of The Walter H. Cot- 
tingham Co., Limited. 

His competitors all prophesied his 
speedy failure. They laughed at the 
idea that S. W. P., at a much higher 
price than any other paint in Canada, 
could make headway. The outlook 
certainly was discouraging — unless 
one had the unbounded faith in him- 
self and his goods that Mr. Cotting- 
ham possessed. He gathered around 
him a number of clever, hustling sales- 
men who shared his views, and together 
they began a fight which inside of a 
year proved he was right, and inside 
of three years placed S.W.P. way at 
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the top of the ladder. He had demon- 
strated that Canada wanted good 
paint. 

In 1896 The Sherwin-Williams Co. 
ftl)Horl)ed The Walter H. Cottingham 
Co., and Mr. Cottingham was ap- 
pointed manager of the Canadian 
l)n»ineH» and made a director of the 
Company. 

IIJN Hiircess continued. The busi- 
ncNM in the Dominion made rapid 
HtridcH and gave him an opportunity 
to nhow his decided talent as an or- 
gttni/cr and manager in such a way 



that in 1898 he was made General 
Manager of the entire business, with 
headquarters at Cleveland. 

The growth of the Company in later 
years is very largely due to the 
General Manager's progressive spirit 
and his ambition to hold first place 
and reach out still farther. He is a 
man who does things. 



Our ^* personal letters'' Ufill help 
you land the big orders. See 
page so. 




FOUR NEW ONES. 

Newspaper Electrotypes Specially Made for the Spring Campaign. 
^ lOWSPAPER advertising is a 



Mign of the progressive mer- 
chant. It marks the orig- 
Mijil ui:in — I he active man — 
I Mil 11 who JK K^^i^g to keep on get- 
ting rthciid in his liusiness. The best 
HAW W "genta arc great newspaper 
mlvrrtUrrn. 

Niiw In the time to hegin to ad ver- 
ier* vIgonjuMiy 111 the newspapers. 
*1 li*' |irrHf*nt [mint ?^oason will be the 
iniml |MfJH|n-rc)UH puinl season we have 
rwt krju^vn. jnKt now, the property 
iMviirr Ipi tH-giryriin^ tt' think of paint. 
nt**i w<iii<li*rinK whfther he'll paint 
111 not. lirinK tl>^* advantages of 



ItotihlpH 

*rtiM> *nk (WM ))«<■•■ ^'** rMiM N mt troM tktM wltayM 

fat iftinwrn-Wnuius nmr 

II IP nivU fct^^oiHni IM nihifnTm Ji^mul* from \mn Im4, 

IHI alltl I'tfl^ tkllir.tl tiL( TV (mniHOiVon Ol llt|:TV4l*ttl» ii 
iHll llUinil MMMt tborcMifii. 






rliiJM 






Were 

Pushing 

Paint 

We'rr doing it «U the yew 
'round, but harder than ever aow, 
becauae U't l^e beisbt ol the punt- 
•Of Kaaon. 

U'e have everything that good 
painting rcqairca. There are no 
better painu oiade than 

The SHeRwiH'WiLLiAus pumts 

They ha«T a wider lale than any others oa the uMrkn. be- 
cauie they are the ben. 

No matter »hat yoa have to puat. talk ir ov»r with hh &r^ 




» SOLO 8v I 



J 



Nh. 



i»* i1e«p 



4H inches wide by i^ deep 
Order by No. 157 

S.W. P. before him. Help him to 
decide. Next to our personal letters, 
you could not adopt any better means 
than a good stirring newspaper cam- 
paign. 

We have prepared a series of four 
strong special paint advertisements 
for S.W. P. agents. They are illus- 
trated here and electrotypes of them, 
two newspaper columns (45^ inches 
wide) by 3'8 inches deep, will be 
furnished free for the asking. 

Not an agent, not one, should miss 
ordering the entire series. The 
ads are written to fit in particularly 
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If you nop to fifutc out 

wbrrv the true ccoeowy 

in paint bajtng comes, 

you'll toon wc tlul the 

beat paiot k chcapcvl. 

T»o-thinb the coM of paiotiog is the Ubor. It 

coMa just M ranch to put on poor paint as it doe* 

good paiot — more in fact becanac the poor paint 

But the poor paiot won't 

last as loog; it makes you repaint sooner. 

Even the apparent saving in coat per gallon 
i« eaten up by the fact that it takes more gallons 
of ihc k>« priced paint. 

rbc truest economy is good prepared paidt. 
I> lru«4 prepared paint is TlH SMliWU'WlLUSat PiMT. 




4iri inches wide by 3H deep 
Order by No. 158 



They will 
your other 



with your spring work, 
go hand in hand with 
advertising. 

If your regular newspaper space is 
not large enough to care for these 
special ads it will pay you to con- 
tract for a larger space to carry you 
through the busy paint months. Or- 
der these special electrotypes by num- 
ber, please. 

We have also a large number of 
other paint electrotypes. They are 
fully illustrated in our book of elec- 
trotypes. If you haven't a copy of 
it, write asking for the '*X Y" book- 
let. If you have a copy, order such 
electrotypes as you may need. 

Good "copy" is two-thirds the 
value of newspaper advertising. Our 
electros are good "copy." 

POINTERS FOR HUSTLING CLERKS. 

The 1902 spring paint season is 
going to be a big one. It's up to you 
to help make it the biggest season 
your employer has ever known. Go 
into it with vim and vigor. 

Begin to do things now. "Git up 
and git," before the "other fellow's" 
clerks have fairly realized their op- 
portunity. Here are some things you 
can do: 

See that the paint stock is properly 
arranged. 



See that each line is placed by 
itself. 

See that the paints you are selling 
most of are nearest at hand. 

See that S. W. P is kept in front 
where the customers can see it. 

See that each number of S. W. P. 
is in consecutive order. 

See that the stock is always nicely 
dusted and in good condition. 

See that you have plenty of color 
cards of all our lines. 

See that you have a counter card 
of each line you are selling, and that 
each counter card is tastily displayed. 

See that the counter book is kept 
where the customers can look at it. 

See that you have a list of all the 
prospective paint buyers in your 
locality. 

See that we have a list of them. 

See that your windows are attrac- 
tively dressed throughout the paint- 
ing season. 

See that they are changed often. 

See that you have a copy of our 
window dressing booklet. 

See that all outside advertising is 
properly displayed. 

See that you do what you can to 
follow out all the suggestions offered 
in this number of The S. W. P., 

See that you sell et^ery inquirer. 



Paint 
Buyers 




Whether yo« are going to apply 
the paiot yonrscit or are buying it 
fot soneooe else to apply, yon 
ought 10 take great care to get full 
value (or your money. 

It's not the paint that cosu the least per gallon that is cheap> 
e«l. It's the one that covers roost surface, wears kmgMi and i»- 
easiest to ap|dy. That paint is 

The SMERWiH'Wiumis faimt 

We win famish yoo a choke of three diflereiit color combma- 
tions free of charge, if yon give na a photograph, drawing or de- 
scriptioa of your honse, whether yon buy paint of na or not. 



4Vi inches wide l»y 3H deep 
Urder by No. 159 
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WINDOW CARD SUGGESTIONS. 

P«lfits. Paints. 



BAC KACH E 

and other house-cleaning aches arc 
iiaved by using 

The Sherwin-Williams Family Paint. 
Comes in small cans. The girls 
can apply it. 



Hardware. 



R 
A 

K 
K 

S 



We have big rakes and 
little rakes and all kinds 
of garden rakes. A price 
to fit every pocketbook. 



PalnU. 



HKMEVE IN PROTECTION? 



House paint protection. 

S. W. P, 

U the best house paint protection 
you can buy. Color cards inside. 



Wall Paper. 




H K n r FFERENT 

hfim vi"if ntrighhor in your house 
A*yiHtkiun\. Our w^ll papers are 
*l*Hrfriir, Knriu^H) patterns to make 
i^fiy liiHinf \\\ tiiwa liKik different. 



I'Klrilft. 



fiNfA ONK PLACE 

Mr »l(i» umh ivln-rr smi ran buy 
fm HHtHwtN-WiiiiAf^s Paint 
t^Hi\ \\u%\\ u^\\\ hrrp. Come i 



$ DOLLARS $ 



Big, round dollars are what you 
save when you use 

The Sherwin-Williams Paint. 
Saves in first cost and saves in last 
cost. 



Drug:s. 



FINISHED HOUSE- CLEAN ING? 
Then clean your system with 



Tonic. Gives new strength. Makes 

red blood. Price, for a quart 

bottle. 



Paints. 



DO IT NOW 

Come in now and get a color card of 

The Sherwin-Williams Paint. 
The paint that sticks and gives best 
satisfaction. 



Qenerai Store. 



THEY GROW 



Our seeds are always productive. 
Give a good crop every time. All 
kinds. One quality— the best. 



Paints. 



GOIN G TO PAIN T? 

Be it house, bam, hay mow, chair, 
table or anything else you'll get best 
value and greatest satisfaction if 
you use 
The Sherwin-Williams Paints. 



\ 
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No one could miss seeing this cie'ver ad, used last fall 
by "B ay less & Moody , Athens , Tenn. 



KOPAL WINS. 

We're pushing "Kopal" varnish 
with all the force and energy of our 
immense organization. 

"Kopal" is entirely too good a 
varnish to stay in the background. 
There's nothing at anywhere near its 
price that will do such good work, 
that will give such general all-around 
satisfaction. 

**Kopar' only needs a trial to 
prove its worth, to make fast friends 
for itself. It's the painter's varnish 
— the one he likes best and uses most. 

Get your painters to use it and 
you'll gain their support. 



Is "Kopal" selling in your town? 
Have you it on your shelves? Have 
you got the painters to give it a trial ? 

If you are not selling ''Kopal", 
better write us about it. Ask for the 
B-219 booklet. It tells what '^Kopal" 
is and how to sell it. 



A few minutes' time and a post- 
age stamp is all it costs to send 
us your '''prospective order^^ 
blank well filled out. It will be 
titne well spent and money profit- 
ably invested. See page jo. 
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A PAINT-SELLING "FOLLOW-UP" PLAN. 

Free Electrotypes that Make It Possible for Every Agent to "Follow-up" the 
Spring Mailing Circular at a Snnall Cost. 




E suggested last year a 
series of postal cards for 
the agents to use to follow 
the Spring mailing circular. 
Many agents ^^caught-on" and put 
the plan into effect with very good 
results. We have designed a new 
series of three electros for ''follow- 
up*' postal cards for this spring. 

This follow-up system will bring 
you orders at a small cost. 

Send today for the electrotypes offered 
here. 

Get your printer to run them off on 
government postal cards. 

Send the cards out e7'ery ten days 
to the same list of names we sent the 
calendar circular 
to. 

B Then 7vatch for 

the orders. 
In every local- 
ity there are a 
number of per- 
sons who are 
slow to act . 
They are the 
cold-hearted 
kind, and do not 
readily reach the 
buying point. It 
takes something 
more than t h e 
spring mailing 
rin uIh Ui mdine them to buy. 
Thry r»rt'<t nuin^ than one reminder, 
riif * iritHnnt?*! pigmentation of S.W.P. 
^!ln*'lifriiir^-H*hcfore-thcm-all-the- 

thriP I* nn TMrtiy. 

IIm* [nmUtl vtwAn will follow the 
iitiiltlnx 1 iMulnr in nat'iral order. 
Thrv wMi he ihrMnding links in the 
t li^iMi r-MUK'i llMK iHe property owner 
iiUli llir iitfriiL They will be the 



LOADS 
Tut tiinwHi'Wiuiimi Niht 



PmUii CnrJ '*.(:* 



Money Saving Paint 



Tm t0tamm-mnLuia» Pun 



parting shots in the early spring cam- 
paign. 

In order to carry out this plan it 
will be necessary for you to have a 
copy of your mailing list so you may 
keep tab on those persons who buy 
their paint and not address them the 
second time. If 
you did not keep 
a copy of your 
list, let us know 
at once and tue 
will return the 
original. A good 
thing to keep 
close watch on 
every name on 
your list would 
be a ''tickler." 
The "tickler" 
was described in 
the November, 
1901, issu e of 
"TheS. W. P." 

If you don't know what it is, write 
us and we will inform you. 

By all means adopt the postal card 
"follow-up" plan. It will bring you 
splendid results. It's the persistent, 
intelligent presentation of the merits 
of the goods you have to sell that 
gets the orders. We find it so in our 
business. Every business man would 
find it so. 



Postal Card ''B. 



Tbc Sign of the Good Paint 



•#4 iftn< h k 




Tmc SmmmWuMm Hm. 



Postal Card *'6'.'* 



A J 
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These sugcestions are simply "copy" to be turned over to the printer, 
an<r can be adapted to any style of display you choose. 
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PROTECTION 

against the winter's storms, against 
the hot summer sun, against the 
action of the elements, and against 
the troubles arising from the use of 
cheap-by-the-gallon paint is what 
you put on your house when you put 

THE SHERWIN-WILLIAMS PAINT 

on it. S. W. P. is paint protection 
in every sense. It protects your 
pocketbook by saving you money 
in the first cost of the job and by 
^..••:~^ ^tr e^- ^u^ i » .: ..v' 



putting off for the longest time the 

need for re-paintin| 

your good nature by giving you 



need for re-painting. It 
your good nature oy gi> 
perfect satisfaction. 



protects 



GOOD MATERIALS, 

good men, good grinding, good 
mixing, good machinery and 
good methods are what make 

THE SHERWIN-WILLIAMS PAINT 

the best paint in the world— the 
only really safe paint to use. 
S. W. P. means greatest satis- 
faction and economy in paint- 
ing. It's the paint for you to 
use. 



PAINT SENSE 

It's not reasonable to expect a hand 
mixed lead and oil paint to be as 
good as a machine made paint like 

THE SHERWIN-WILLIAMS PAINT, 

Besides good materials it takes fine 
grinding and thorough mixing to 
make a paint look well and wear 
well. You can't grind or mix paint 
by hand as well as it can be done 
by machinery. S. W. P. is ground 
to the last degree of fineness by 
powerful and exact machinery. No 
paint is better mixed. It is there- 
fore the best paint and the most 
economical paint for you to use. 



IT'S NOT EVERY YEAR 

that you paint your house. And 
when you do paint you expect 
' the pamt you use to wear well 
and look well for a reasonable 
length of time. 

THE SHERWIN-WILLIAMS PAINT 

wears longest and has best ap- 
pearance. We know it to be 
the only paint that is absolutely 
certain to give good results. We 
bank on it every time. We sell 
it. Call and get color cards. 



THE WISE MAN 

before he puts a paint on his house 
finds out something about it. He 
wants to know if it's the best paint 
for him to uke. 

The Sherwin-Williams Co. 

have been making paints for over 
thirty years. They are the largest 
paint manufacturers in the world. 
They have built up their business 
and their reputation by making 
good paints only. S. W. P.. their 
house paint, is the result of thirty 
years experience and effort. It is 
a thoroughly good paint. We know 
it. Color cards for the asking. 



PIN YOUR FAITH to 
THE SHERWIM-WILLIAMS PAINT 

and you'll make no mistake. These 

arc some of the reasons why it's best: 
I. It is a pure lead, zinc and linseed 

oil paint. 
a. It is finely ground and thoroughly 

mixed by powerful machinery. 

3. It is made by men who have been 
making good paint all their lives. 

4. It is a guaranteed paint— guaran- 
teed to cover most, look best, wear 
longest, prove most economical and 
be full measure. 



J 
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An S. W. P. House. 

Residence oj Mr. H. M. Kelsey, Toledo, O. Langdon & Hohly, Architects. 
1st story, 462; 2nd story, 4q8; Trimmer, 462; Sash, black; Porch Ceiling, 
464; Porch Floor, ^o. Interior H^oodivork: ist floor. Oak and Cherry — The 
S-H^. Filler ivith three coats of Kopal rubbed; 2nd story, Georgia pine — The 
S-H^. Filler ivith tivo coats of Kopal gloss finish. Hardivood floors finished 
ivith The S-fT. Floor ffax. 



00 AFTER THE BIO ORDERS. 

This is house painting time, and 
house painting time is the big order 
time — the time to sell S.W. P. and 
S.VV. V. in large packages. 

There's a whole lot of satisfaction 
and good profit in selling the large 
trade. It's the kind of trade that 
pays best. There is least trouble 
with it. 

Every S.W. P. agent ought to know 
the name of each person in his lo- 
cality to whom there may be a pos- 
sible chance to sell paint and var- 
nish in large packages. He ought 
to have a list of them. 

Are there any new buildings going 
up in your locality? How many 



houses in your town are to be re- 
painted this spring? There's where 
your best chance for large sales lies. 
Is your outside solicitor at work? 
Has he made a note of every build- 
ing in town that looks as if it needed 
painting? Is he ''getting next" to 
all possible large package buyers? 

It is through the house and big 
building jobs that the large packages 
move. It is through these channels 
that your best paying sales are made. 
The more houses in town there are 
painted with S.W. P., the easier it 
will be for you to sell it and the better 
it will be advertised. 

Go after the big orders. 
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MORE HELPS FOR S. W. P. HUSTLERS. 



jt i 7 )iHE spring mailing circulars 

11 r^f *^^ °^^ goJ^g out by the 
I li ij thousands. 

Everything is being done 
by us to have them reach each 
territory at the right time. We have 
just installed a new automatic press, 
with a printing capacity of 10,000 cir- 
culars an hour, and we have a big ad- 
dressing force at work. For fear 
there might be delay at the postoffice 
in getting the circulars off promptly, 
we have our own mailing department, 
with two government postal clerks in 
our own building constantly sorting, 
cancelling stamps and putting things 
in shape for quick delivery. 

This year's mailing circular has a 
postal card attached to it which the 
property owner is to use for writing 
to us if he wants information about 
paint. We expect this feature to be a 
great order winner for S.W.P. agents. 
No stone will be left unturned at this 
end of the line to make it so. 

We have a carefully planned system 



of caring for all these postal card in- 
quiries. When a postal card is re- 
ceived we will immediately send the 
writer the information asked for, re- 
ferring him to our agent ; at the same 
time we will notify the agent of the 
inquiry. 

The S.W.P. agent's greatest paint 
selling opportunities lie in closely fol- 
lowing these postal card inquiries. 
Inquiries mean orders, but unless 
they are immediately and closely 
followed, they lose half their value. 

Whenever we send you information 
about inquiries coming from your lo- 
cality, we trust you will go right after 
them. Don't put it off until "tomor- 
row," for " tomorrow " the man may 
have bought elsewhere, or his interest 
may have waned. If there is any 
danger of the order slipping through 
your fingers, let us know; we'll go 
after him again through the mail. We 
are here to help you, and to work for 
you and with you. Follow up every 
name we send you. 
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S. W. p. ADVERTISERS. 

What the Agents Are Doing in the Way of Special Advertising. 

LHIS page is the S. W. P. agents' advertising exchange. Here you 
learn how other agents do it and tell them how you do it. Here 
you receive suggestions and give ideas. 

Keep on letting us know what you are doing. Send us sam- 
ples of your newspaper advertising. Whenever you do any special work, let 
us know about it. When you have a particularly good window display, don't 
forget to send us a photo of it. 

We're all one big organization anyway, and we ought to get lots of 
good out of helping each other. The closer the agents get to one another, 
the better it will be for all of us. This is your page. Use it. 




•'What Has Been Said in Criticism of the 
Drug Business of Hutchinson & Swan, 
Troy, Mo.," is the title of a very small 
booklet issued by Hutchinson & Swan, 
agents in Troy, Mo. On the first page of 
the booklet the criticism is given: "Should 
sell more S.W. P. Very truly. Customer." 
The P. S. is added, "Best paint on earth." 



J 


»^ 


1 p- f • 

Iwuron 

1 LuMim 




1 Co, 



The inscription is hand written in black 
ink, the letters S.W. P. and the P. S. being 
in red ink. 



Ward Jemison, Connersville, Ind., is an 
original newspaper advertiser. His ads 
usually take the form of "heart-to-heart'* 
talks. • • Have Them Talking* ' is the head- 
ing of one of his latest. Here are some of 
the things he says: "The more people talk 
about you, the better they advertise you. 
The more competitors talk against S.W. P., 
the more we will sell of it." Mr. Jemison 
is selling more S.W. P. 



One of the most original and effective 
ads weVe seen in a long time is one 
used recently by Bayless & Moody, illus- 
trated on page 57 of this number. It is a 
"brownie" dummy pushing a wheelbarrow 
full of S.W. P., with the sign, "We arc 
pushing paint." This ad was placed right 
m the middle of the sidewallc, and as 
people had to walk around it to get by, 
they couldn't help seeing it. It certainly 
helps to push S.W. P. in Athens, Tenn. 



The accompanying illustration is of a 
striking costume ad worn during the Mer- 
chants' Carnival held recently in Medford, 
O. T. P. T. Walton Lumber Co., our 
agents there are always doing things 
' 'brown . ' ' The costume was voted the best 
ad at the show. 



larf>/^'iif ''/ %tfJlr,rJ, (ikhi., f^r The 



At their recent spring opening Hughes 6c 
Curtis, Naperville, 111., celebrated with 
music, a good programme, and free refresh- 
ments. Every hour during the day they 
had practical demonstrations of the goods 
they sold. Here's part of the S.W. P. pro- 



Lii 
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gram: *' 11:00 A. M. — The Sherwin- 
Williams Paints; practical demonstration of 
paint ready for the brush." *'5:30 P. M. 
— Sherwin-Williams Paint exhibit; how it 
covers, etc.** They also gave to every lady 
at all interested in paint a small can of our 
goods. The ladies now are talking S.W. P. 
in Naperville. 

The Pierce Hardware Co., Taunton, 
Mass., sends us newspaper ads illustrat- 



ing their recent S. W. P. advertising cam- 
paign. Almost every line of S-W. pro- 
ducts is advertised. The Pierce Hardware 
Co. believe thoroughly in the maxim, "good 
goods well advertised are half sold.** 



R. C. Bazemore, Windsor, N. C, be- 
lieves so thoroughly in S. W. P. that he is 
usin^ "S. W. P.*' as his trade mark. He 
has It printed on all his letter heads, etc. 



A PAYING SUQQES- 
TION. 

In last month's issue 
of The S.W.P. we sug- 
gested the painting of 
the store front with The 
S-W. Aluminum Paint. 
Curry & Co., our agents 
in Gastonia, N. C, fol- 
lowed the suggestion , 
and here is what they 
write us : ' ''Please add 
to our order, given your 
Mr . Sp aim a n, 24 
quarts of Aluminum 
Paint. Sold all our 
stock after painting our 
store front with it to- 
day,'' 

A great many hard- 
ware dealers have hot 
water tanks in front of their stores to 
advertise their plumbing business. 
The S-W. Aluminum Paint is the best 
thing in the world for hot water tanks. 
It will stand any degree of heat, and 
is not affected by any kind of grease 
or soot. 

If there's a hot water tank in front 
of your store, paint it with Alumi- 
num Paint, and then go right in and 
see that it's used on all the hot water 
tanks in town. 




** Goods well advertised are half 
sold.'* Order the electrotypes 
illustrated on pages 34-33. 



If you use a hot nvater tank in front of your store tike 
this, paint it ivith The Sherivin-WiUiams Aluminum Paint. 
IV U help sell the goods. 

DRESS YOUR WINDOWS. 

There is no time of the year when 
there is more need for attractively ar- 
ranged windows than the present. If 
you are going to make the most out of 
your paint department this year, you 
must do everything in your power to 
keep it before the public. Good live 
windows will be a big help. 

Nicely dressed windows are order 
winners. They attract the passer-by, 
and tell him the story of your store in 
a forceful and convincing way. Store 
windows are characteristic of the store 
owner. They tell whether he is aggres- 
sive and out for business or slow- 
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going and behind the times ; they tell 
whether to expect new and up-to-date 
goods or shop-worn and out-of-style 
stuff, and they are a pretty sure indi- 
cation of business ability. 

Our booklet^ "Store Windows/* 
will give you many new and good 



ideas. It is full of live suggestions. 
It is very helpful in designing new 
windows. Every window shown is 
practical, in fact, is a reproduction of 
an actual window display. Each and 
every agent should have a copy of the 
booklet. Have you one? If not, write 
for it immediately. 



PLAIN FACTS. 

S. W. P. is best by every test. 



*' Nothing is denied to well directed 
labor." 

Incompetence never gains a com- 
petence. 

A good name is easily lost ; it takes 
an age to build it up. 

S. W. P. is a leader sold every- 
where by paint leaders. 

Keep S. W. P. on your shelves and 
S. VV. P. will keep you. 

S. VV. V. working qualities work up 
the agents' varnish sales. 

The man who follows never does 
the business of a leader. 

Good advertising used to advertise 
good goods gets the business. 

It's better to have the friendship of 
your clerks than their enmity. 

Nothing helps more to give a house 
a good name than selling good goods. 



Lost wealth is sometimes brought 
back, lost health seldom, but lost time 
never. 

A stock of S. W. V. once on your 
shelves, the varnish orders soon 
follow. 

Results in business are the gener- 
ous fruit of ** keeping everlastingly 
at it. " 

Think, speak, act, push and sell 
S. VV. P., and S. W. P. will never 
fail you. 

Put a coat of S. W. P. on an old 
house and you'll come close to having 
a new house. 

The painter who contracts the habit 
of brushing S. W. P. soon brushes by 
his competitors. 

Never let the main chance escape 
you. When there's a house to paint, 
put S. VV. P. on it. 

An acknowledged successful and 
popular paint like S. VV. P. is the 
most profitable paint to sell. 



WHEN YOU HAVE READ THE S.W.P. HAND 
IT OVER TO YOUR ASSISTANTS. IT IS 
FULL OF SUGGESTIONS AND ENTHUSIASM 
THAT CANNOT FAIL TO HELP EVERY ONE 
CONNECTED IN ANY WAY WITH AN S.W.P. 
AGENCY. "DO IT NOW." 
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MAKING HEADWAY. 

j^N ANOTHER part of this number of The S. W. P. will be found 
illustrations and a description of our Linseed Oil Plant. 

I am sure all our readers will be interested in this very 
important addition to our already extensive manufacturing 
facilities. It's another step forward — a strengthening of our 
position. 

We have gone into the linseed oil business because our consumption of 
this article has become so very large and has such an influence on our entire 
business, we did not care to be dependent upon others for our supply. As 
far as we can find out we use more linseed oil than any other concern in 
this country, and this probably means in the entire world. Our Linseed 
Plant is of the most modern type and we believe is the best equipped in existence. 
Nothing has been spared to make it such. 

We expect to have some surplus oil over our requirements which we will 
scU through our representatives. Due notice will be given when we are ready 
to enter the market. 

In building this linseed oil mill we are carrying along our policy of 
controlling as much as possible our important raw materials. We aim to be 
as far as we can first hands. 

We recognize the changing conditions of business, which have to be 
met with the most economical cost of production and distribution. All our 
efforts are directed toward the accomplishment of these objects, and in addi- 
tion, preserving and where possible improving the high quality of our products. 

Our aim is to make economically the best paint in the world. Our 
policy is to meet competition by giving better value — more for a dollar — than 
any one else in the business. We are striving to make the volume of our 
business large by the superiority and real cheapness of our products. We 
depend upon merit alone for continued growth. 




General Manager, 
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QO AFTER THE ORDERS. 




RE you getting your share of 
the early spring paint or- 
ders? 

Are you using our "per- 
sonal letters" in going after them? 

Have you a prospective order 
blank, and are you letting us know 
the name of every prospective paint 
buyer in your locality? 

We want every S.W.P. agent to 
enjoy during the present season the 
best paint business he has ever had, 
and we stand ready to place our 
shoulder to the wheel in order to 
bring about that end. 

We have a large force of clerks and 
typewriters in every one of our offices 
ready to write order-bringing letters 
for you ; to help you sell more paint ; 



to enable you to go after the slow 
buyers ; to get them to come into your 
store. 

Our "personal letters" are the very 
best advertising we could do for you 
at this time of the year. They will 
go right to the homes of your cus- 
tomers and sell paint for you while 
you are busy doing something else. 
They are bringing orders every day to 
those agents who use them. 

If you haven't used our "personal 
letters" before, try them this lime — 
fi// out the prospective order blank 
and mail it to us at once. 

If you have, it shouldn't need any 
further urging on our part to get you 
to send us the blank, well filled out, 
by return mail. 



A SPECIAL FOR CLERKS. 




tOUR paint opportunity is 
now, and if you're a live, 
hustling clerk, you'll make 
the most of it. 

Now is the time the property owner 
is looking for paint. Make sure that 
he finds it in your store. 

Remember the "other fellow's" 
clerk may be just as active as you 
are and fishing for orders just as hard. 

Strive to keep ahead of him. 

Dress your windows attractively 
and change them often. Use the 
suggestions on page 71 of this num- 
ber. You can probably turn some of 
them to good account. 

When a man inquires for paint, 
don't hand him the S.W.P. color card 
in an I-don't-care-whether-you-buy- 
or-not sort of way. Hand it to him 
with a cheery smile and a good rous- 
ing talk on S.W.P. Let him see that 
you are anxious to make the sale. 
Tell him what you know about S.W.P. 



Be confident in your manner and 
you'll instill confidence into him. 

The writer a short time ago drop- 
ped into a paint store — thank good- 
ness not an S.W.P. store — and asked 
for a house paint color card. The 
clerk sized him up with an indifferent 
air, never opened his mouth or cracked 
a smile, went behind the counter and 
pushed the color card at him, just as 
much as to say — "There! now you 
have it, are you satisfied? " 

That's not salesmanship. That 
clerk didn't do his duty to his em- 
ployer. He didn't try to make a sale. 

Don't let an inquirer go out of the 
store without selling him. If he's a 
hard nut, take a postal card and send 
us his name; we'll work with you. 

Put up your posters if you have 
any. If you haven't and you'll use 
them sure, write for a supply. 

Place an S.W.P. inclosing slip in 
every package that leaves the store. 
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TO MAKE OUR OWN OIL. 

A New Linseed Oil Plant Nearly Completed at Cleveland. 




BOUT June 15th, we 
shall begin to make, 
treat and refine our 
own linseed oil, hav- 
ing just erected in 
Cleveland a modern 
linseed oil mill for the 
purpose. We will also 
sell in the open mar- 
ket our surplus pro- 
duction of oil over and 
above our own requirements. 

For many years we've been the 
largest individual buyers of linseed 
oil in the country, and probably in 
the world, using more oil annually 
than the big oil cloth manufacturers 
who consume enormous quantities, 
and it has been a serious matter for 
us to be dependent upon others for 
our supply. 

We have our own steamship, the 
A. G. Lindsay, which will be em- 
ployed for carrying the flax seed 



down the Lakes from the Northwest, 
and we shall therefore be perfectly in- 
dependent of outsiders for everything 
connected with our oil supply. We 
shall go direct to the farmer for the 
seed and be able to make certain of 
good oil from the foundation up. 
We shall be sure to produce the best 
oil it is possible to make. 

The new linseed oil plant will 
greatly strengthen our position as 
paint makers, and will make it pos- 
sible for us to go after business with 
greater vigor than ever, giving to our 
agents greater opportunities and wid- 
ening their field for the sale of our 
products. It will mean much to all 
of us. It will enable us, if such a 
thing be possible, to manufacture 
better, purer, more satisfactory goods ; 
it will give you winning arguments 
with the property owner and it will 
serve as an entering wedge with the 
painter; it will give added force to 




The Linseed Oil Plant htst completed at Cleveland. 
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every argument you 
use to sell our goods ; 
it will advance your 
position as our agents 
and will strengthen your 
paint department in 
every way making it 
possible for you to 
reach out for the trade 
with greater confidence 
in our products and 
more assurance in the 
results. 

The plant is located 
on the Cuyahoga River, 
a short distance from 
our main factory, Plant 
No. I, and is admirably 
situated with fine ship- 
ping and receiving fa- 
cilities both by water and rail. 

The marine tower or elevator where 
the flaxseed is first received rises to a 
height of 130 feet at the water's edge. 

From here the seed is conveyed 
into the large storage tanks at the 
right of the tower. These tanks are 
immense steel structures and afford 
not only absolute protection against 
fire, but also keep the seed fresh, re- 
taining its oil-giving qualities for the 
longest time. In most mills the flax- 
seed storage is provided for in wooden 
tanks. 

As the seed is needed it is drawn 
from the storage tanks and taken to 
the cleaning and press room, just to 
the right of the storage tanks, where 
it is cleaned, heated and formed so it 
will readily enter the presses. 

Our presses are very large and 
powerful and will enable us to secure 
a maximum crushing capacity and an 
exceptionally large yield of good oil. 

The oil that has been made in and 
around Cleveland in the past has been 
manufactured by what is known as the 




The S-fT. Co.'s steamship, the ''A. G. Undsay'\ to 
be used for carrying seed. 

"new process," a method which does 
not give best results, consequently the 
oil made here has not enjoyed a very 
good reputation. We will crush en- 
tirely by the old process of hydraulic 
pressure and will employ the best and 
most approved methods. 

After the oil is extracted from the 
seed it is passed into the Altering 
room where a part of the purifying 
process takes place and from there to 
the storage or aging house. Linseed 
oil, when first manufactured, contains 
a certain percentage of foreign matter 
which is removed by filtering and by 
allowing it to settle or age, mainly by 
aging. In cold weather, linseed oil 
thickens and will not settie readily, if 
outside storage is used. All our stor- 
age tanks are housed in a building 
specially provided for the purpose, 
where the temperature is always uni- 
form. Consequently the oil settles as 
readily in winter as in summer. Our 
oil storage tanks are also of steel and 
are so designed as to insure well aged, 
pure linseed oil. We will never rush 
the aging process. 
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We have also erected a boiled oil 
house which is finely equipped with 
apparatus for making good, old fash- 
ioned, pure, kettle boiled oil. 

The flax seed that remains after the 
oil is crushed out of it is known as 
linseed oil cake, and is mainly used as 
fodder. If it is economically handled 
it is a large factor in keeping the ex- 
pense of manufacture down to the 
lowest point. Our cake room and 
press room are on the same floor as 
the shipping and receiving rooms. 



There is only one handling of the 
cake necessary and we are able to 
dispose of it to the greatest possible 
advantage. 

The plant is under the direct man- 
agement of Mr. J. W. Daniels, a well- 
known, old time linseed oil man, who 
has been in the business since 1878. 
Before his connection with The Sher- 
win-Williams Co., he was a director 
in the American Linseed Co. and 
manager of their plant at Buffalo, 
N. Y. 



ADVERTISING POINTERS FROM WARD.* 




liANGLER Brothers & Todd. 
S. W. P. Agents in Water- 
loo, Iowa, had a very at- 
tractive window display a 
short time ago. They made a paint 
man by piling five half pint cans of 
Family Paint, one on top the other, 
io a pair of shoes for the legs; 
then took two gallon cans of S. W. P. 
for the body. They laid a board 
cross-wise on these to make the 
arms, and for the neck used a 
pint tin of Family Paint. For the 
head a quart can of S. W. P. was 
made to do service. A mask for the 
face, a painter's jacket and a half 
gallon can of S.W. P. hung at the end 
of each arm completed the make-up. 
The figure was upheld by a cheese- 
cloth covered box. I want to tell 
you that the window showed up fine 
audit attracted a great deal of attention. 



*Mr. James W. Ward is the traveling ad- 
vertising representative of The Sherwin- 
Williams Co. He is a practical painter 
and a practical advertiser of much experi- 
ence. His trips take him all over the Ameri- 
can continent, and he is constantly brought 
in contact with ideas that should prove sug- 
gestive and helpful to all S. W. P. agents. 
Mr. Ward will contribute something each 
month. 



It's good advertising to cut out 
your newspaper ads and paste them 
on your windows. In that way you 
catch those who fail to read the par- 
ticular paper you advertise in. 



Get a picture of a lion, stand it in 
your window and place S.W. P. 
around it with the card, ''Two 
Kings." 



Here are a few good advertising 
phrases : 

Don't ruin a good house with poor 
paint, use S, W. P. 

Better buy S, W. P., you cannot buy 
better. 

You can buy this Freezer cheap, but 
not free ^ Sir/ 

What we say S, W. P, will do, it 
does do. 

For a cigar or tobacco ad : Smoke 
here, not hereafter. 



A short time ago a merchant told 
me of a good advertising plan he'd 
been using. He opened all his mail 
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with a very sharp knife, saved the 
envelopes, placed enclosing slips in 
them, and in the evening when driv- 
ing around town he would drop an 
envelope here and there, but not too 
thick. He said a great many people 
brought them back to him thinking 
they were letters he had lost, while 
others spoke of the scheme and re- 
marked that he came near fooling 
them. 



Fill your window with garden hoes 
and rubber hose and use a large card 



lettered: Ho: Ho! look at our hoes 
and rubber hose. 



Paint your store front now — it may 
start your neighbors and help you 
sell more paint. Aluminum Paint 
trimmed with black makes a splendid 
combination. 



If you are using the ''Pushing 
Paint" window, and your window is 
large enough, put in two wheel- 
barrows the second week and use the 
card, ''More push this week." 




An "6\ H\ P. House*" hutlt 9f cans. A spring minJoix; 
used hy Thos. "Dunn ^ Co., lanc^u^er. 



Digitized by VjOOQIC 



The s. w. p. 71 

WINDOW CARD SUGGESTIONS. 



DANGER 



in using cheap paint. 
BE SAFE 



and buy 

. w. p. 



HELP THE BLIND 

and the other parts of 
the house with 

s. w. /». 

It gives greatest satisfaction. 



FULL 


MEASURE 


When you 

s. 

you always 
no shortage 


buy 

w. p. 

get full measure — 



WE'RE READY 
with 

s. w. p. 

if you* re ready to paint. 



NO MORE PROTECTION 

from wind and rain in poor 
paint than in a poor um- 
brella. Best protection in 

*. w. p. 



BRIGHT AND RIGHT 



are the colors of 

s. w. p. 

They shine and last. 



A FEW PAINT WINDOW SUGGESTIONS. 

Take an ordinary lantern, tie a piece of red gingham or red tissue paper 
around it, light it and hang it in the window about half way up. Display 
nicely a few cans of S.W.P. and use the card "Danger," shown above. 

Place in the window a balance scale. On one side put a gallon can of 
S.W.P. , on the other a standard gallon measure filled with sand or any other 
heavy material until it balances the gallon of S.W.P. Keep the material in 
the gallon measure below the top so it won't show. Use the card "Full 
Measure," shown above. This window was successfully used by W. A. 
Gutelius, S.W.P. agent in Bluffton, Ind. 

Get an old umbrella, cut it into shreds, and hang it, opened out, in the 
window. Arrange tastefully a small assortment of S.W.P. and display the 
card "No More Protection," illustrated above. 

On top of an old weatherbeaten house-blind stand a can of S. W. P. 
Don't have anything else in the window at the time. Use the card " Help 
the Blind," designed above. This window was originated by S. W. P. 
agents Hildebrand U. Schultz, La Porte, Ind. 
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SUCCESSFUL S. W. P. AGENCIES. 

Hunt, Roehrisr & Noah, Detroit, Mich. 

UNT, Roehrig & Noah, six months that their purchases from 

us during that time are double the 
amount of their orders for the entire 
twelve months previous. 

The main factors in the success of 
Hunt, Roehrig & Noah are good, 



wholesale and retail hard- 
ware dealers, Detroit, Mich- 
igan, are a trio of young 
who deserve a great deal of 



men wno deserve a 

credit for the splendid success they 




The Store of Hunt. Roehrig ^ Noah, Detroit, Mich. 



an op- 
sell a 



have made in selling The Sherwin- 
Williams Products. 

A little over three years ago 
they became convinced that even 
in Detroit there was 
portunity to successfully 
high grade paint like 
S.W.P,, and having the 
courage of their convic- 
tions they started with a 
small line of our goods. 
They succeeded from the 
very beginning, their 
business with us increas- 
ing 80 rapidly that they 
continuet! to add line 
after line of our gootis 
until today they t arry in 
stock almost everything 
we make in points and 
varnishes. Thcv h«ve 






ilone so well in the past ,i/^hha,' *»' r^:nf r^r/^fhnmr 



forceful newspaper advertising, and a 
persistent following up of every paint 
inquiry. They have the knack of 
injecting strong individuality into 
their newspaper ads, and not content 
with the ordinary campaign, in 
going after the German 
trade they use consider- 
able German literature 
and run some of their 
ads in German, one of 
which is reproduced. 

Here are a few of 
their advertising catch 
phrases : 

*' Where the rug leaves 
off, there's where tht 
floor needs attention . ' ' 

**Make the house 
bright and cheery by the 
use of a little paint, ' ' 



*A little fresh paint 
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fui in the right place 
will act like a charm on 
the little things about the 
house." 

It is, however, to a 
well defined policy of 
keeping closely in touch 
with every prospective 
buyer, and of following 
them up through the 
mails that Hunt, Roehrig 
& Noah give most credit 
for the big gains they 
have been able to make. 
As they say themselves, 
'*We derive a large share 
of our trade from per- 
sonal interviews with 
prospective customers, 
keeping fresh in their 
memory that S.W.P. is 
the only really satis- 
factory paint to use. 
We make it a point to 
sell every one who makes 
inquiry about paint, and 
once a name gets on 
our prospective list, we 
follow it persistently un- 
til we either make the 
sale or are certain it's an impos- 
sibility." 

They are constant and large users 
of our '^personal letters." They 
keep a ''prospective order" book, 
and never fail to record and pass on 
to us the name of every paint in- 
quirer. They are about the most 
persistent "personal letter" agents we 
have on our books, and their ex- 
perience should prove a great stimu- 
lus to our other agents to make a 
larger use of our personal letter sys- 
tem. 

Hunt, Roehrig & Noah's success in 
the hardware line is also phenomenal. 
Sixteen years ago they began business 




A Hunt, %oebrig & Noab fFindoiv Display. 

in the small building shown in the left 
of the picture. Today they have a 
floor space of more than 20,000 
square feet and occupy the three 
buildings illustrated. Even with their 
present space, they are cramped for 
room and are perfecting plans to erect 
a fine four story building to cover 
their entire ground space. 

Mr. Noah, who looks after the ad- 
vancement of the paint department, is 
a young man of exceptional push and 
is known throughout Michigan as one 
of the most successful and popular 
salesmen traveling in the state. 

Hunt, Roehrig & Noah are distri- 
buting agents for The Sherwin-VVil- 
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Hunt, Roehrig & Noah, 






!■■■■■■■■< 



/# sample German neivspaper ad used 
this spring. 

Hams* Products in Michigan and as 
they carry a large stock of our goods, 
they are in position to give prompt 
shipment and perfect satisfaction and 
save much time in the filling of rush 
orders to those of our agents who 
want to avail themselves of their 
services. 



JUST A REMINDER. 

How many suggestions given in the 
April issue of Thk S. W. P. have you 
adopted ? 

Have you put the postal card 
**follow-up** plan into effect? 

Have you ordered any of the news- 
pAprr clcrirotypes described on page 
54 oi that issue? 

It's the agent who pushes and 
works* who avails himself of every 
opportunity, who uses every help we 
l^uc him who sells the most paint — 
who nmkrs the most money out of his 

U V\*^* hi^rti't yv\ adopted the pos- 
lAt I fM\\ ''\i\\\\s\\A\\\** plan do it now. 
ISmt voin n\y\\\\ nhoi into the homes 
<*! \\%\\\ tuMiiiiM*t^ and prospective 
i'H»l*iihtM* s\\\\\v I Ik- breach made 
\^\ *hi* * 4lri\d<M rirrular is still 
*>|WM, ISiij'l >tl\T lhe*U)thcr fellow" 
t^^hiiMt- Uv \\\*\ i\ word in edgewise. 
k^l* rvrilHMin^lv -W it and you Ml be 



surprised at the splendid results you 
will get. 

And don't forget the four new elec- 
trotypes described on page 54 of the 
April S. W. P. 

These electrotypes are the best 
"copy" you could use and we are 
very sure they will help make your 
newspaper space pay you well. They 
will give itindividusdity, make it more 
prominent and more attractive. 

If you haven't retained your copy 
of the April issue and would like to 
have another, write us and we'll send 
it. 




Push it — push it strong. 

Put all your varnish energy into it. 

There's no varnish that has ever 
been made that takes hold so quickly 
— that makes such fast friends. 

<cr|£^^> is strong with everyone — 
dealers, painters, architects and prop- 
erty owners. 

It's a varnish to talk about — a var- 
nish that won't belie any claims you 
make for it. 

It's a varnish it pays to push, for 
it's well advertised and easily sold, 
and there's good money in it for you. 

<i^?f^^^^is good for inside and 
outside use. It will stand anywhere 
that varnish can be used. Around 
the water sink, in bath rooms, or 
boats — for any hard, trying work 
Kopal is the varnish. 

We're making a special drive on 
Kopal ourselves and are prepared 
to help you push it vigorously in your 
town. 

If Kopal isn't selling fast enough 
to suit you, or if you haven't it on 
your shelves, write us and we'll tell 
you a way to work up a big trade on it. 
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S. W. p. ADVERTISERS. 

What the Agents Are Doing in the Way of Special Advertising. 

tT pays to exchange ideas. It broadens a man, gives him a greater 
insight into things, makes him more practical, and increases his 
capacity. It enkindles a degree of fellowship, too, that is wonder- 
fully helpful and makes a man more in harmony with his fellows. 
Every S.W.P. agent ought to take a pride in passing the "good things" 
on to the next one. When you've gotten up a particularly good newspaper 
ad, send us a copy of it so we can tell the others about it. When you've 
dressed an especially attractive window, send us a photograph of it so we may 
reproduce it, or when you do special advertising of any kind, let us know and 
send us samples, so we may encourage other agents to do likewise. 

Good Phrases Used by Agents in 
S.W.P. Ads. 

Byjas. S. Ncill, Fredcrickton, N. B. 

We Ho*w get The Sberiuin-IFilliams 
Faint by the car-load, so great is the 
demand for this best of all paints. 

By Cashner & Mills, West Milton, O. 

We haa/e tiuo good things in this touun — 
g99d people and The Shernjuin-fVilliams 
Paint. 

By L. £. Miller, Anaheim, Cal. 
The cost of painting is lo^west if you use 
S. W. P. 



A very clever and attractive circular is 
that used by Green's Pharmacy, Colfax, 
111. An attractive envelope is made from 
a wall paper sample and is printed on the 
face with an S.W.P. cover the earth border. 
In this envelope are enclosed a circular, 
printed on another wall paper sample, 
setting forth the completeness and exclusive- 
ness of their wall paper stock, together with 
a very strong S.W.P. talk, and a general 
circular advertising their drug business. 



By Apple Plumbing and Heating Co., 
West Chester, Pa. 

The Sbervfin-ff^illiams Paint tuears like 
steel — inside or outside. 

By J. H. Trippe's Sons, Canton, Pa. 

E'very trust can be placed in S. W. P. — 
actual experience has proved the truth of 
this. 

By H. W. Rider, Tempe, Ariz. 

The Sherivin-fTilliams Paint is the 
acknowledged standard of excellence in 
paint value, and vjeathers not only tbe 
attack of tbe elements, but even of time 
itself 

By F. P. Van Hoesen, Rochester, N. Y. 

Tbe Sherivin- Williams Porch Floor Patnt 
is made specially for porch floor service, 
ftr exposure to vueatber, avalking and 
hard usage. 



By Lawrence 

N. Y. 



Paint Co., Binghamton, 



We knovv that S.W.P. gives better satis- 
faction, is more economical, and vuears 
Unger than any other paint. 



A pocket wallet made out of good, tough 
paper stock, containing a strongly worded 
and appropriate S.W.P. advertisement, is 
a p:ood feature now being used by M. W. 
Divine &c Co., Wilmington, N. C. The 
talk on S. W. P. sets forth the fact that 
S. W. P. is really the only paint that saves 
money, and as the advertisement must be 
seen every time the wallet is opened, it is 
sure to be doubly effective. 



" Paint Facts" is the title of an interesting 
leaflet used by J. H. Cameron, Parrsboro, 
N. S. The paint talk is good and forceful 
from start to finish and is one of those 
homely, refreshing chats that carries con- 
viction to the reader's mind. 



Not content with the card, "Agents for 
The Sherwin-Williams Paint," which is 
printed on all the envelopes they use, A. 
Rittigstein & Co., Oakland, Cal., have 

f)rinted on the back of their envelopes the 
amous "cover the earth" design in a 
bright red color. It is about the strongest 
ad of its kind we've seen for a long time, 
and it is surely doing the work Rittigstein 
&c Co. intended it should do. 
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PORTRAITS OF S. W. P. MAKERS. 

S. p. Fenn, Secretary and Treasurer. 

r 





|T is no small source of grati- 
fication to the Company that 
the men who shaped its 
• policies at the start have 
been able to follow it through all the 
years of growth and to be still actively 
engaged in the work, holding to the 
original principles and enjoying the 
success they so well deserve. 

It is now about thirty years ago that 
Mr. Fenn, at present Secretary and 
Treasurer, first cast his lot with 
Messrs. Sherwin and Williams, at the 
time when their little business had 
grown large enough to require the 
services of a book-keeper. Since then 
he has been part of the strength and 
backbone of this organization and has 
devoted all his energy and ability to 
help place the Company at the top. 

To his sound business methods we 
owe much. The high character of 
our customers — who are in fact the 



life of our business — ^is due to his 
splendid judgment and wise credit 
policy. He combines justice and 
liberality in his dealings with a firm- 
ness that is wise and fair, and that 
always appeals to the man who believes 
in honest, clean, straight-forward busi- 
ness methods. 

Mr. Fenn's guiding principle 
in business has been not simply to 
make money, but to make it honestly, 
not simply to sell paint and watch the 
business grow, but to sell honest paint 
and have the business grow on an 
honorable basis. The integrity and 
honor of the Company are of much 
more importance to him than the 
amount of our sales. 

Mr. Fenn was a country boy, bom 
in Tallmadge, Ohio, who sought the 
wider opportunities of the city early in 
life and started to make his own way. 
His first business training was obtained 
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in one of the railway offices in Cleve- 
land, and it was while he was there 
that he attracted the attention of Mr. 
Sherwin and was given the position of 
book-keeper. 

Inside of five years he had proved 
his worth and was made a member of 
the firm of Sherwin, Williams & Co. 
with the title of credit man. When 
the Company was incorporated he 
was elected Treasurer, and in 1890, 
on the retirement of Mr. J. F. Weare, 
became Secretary also. 

Mr. Fenn is an active worker in all 



PUSH FLOOR FINISHES NOW. 

It will pay you well to push Floor 
Finishes now. You couldn't select 
any better time to do it, for house- 
cleaning time is Floor Finish time. 
There's a whole lot of satisfaction and 
good profit in selling The Sherwin- 
Williams Floor Finishes for every ar- 
ticle in the line is good and will give 
perfect results. 

Make a special drive on Floor Fin- 
ishes now and they'll prove an enter- 
ing wedge for S. W. P. later on. 

Here's a good suggestion for boom- 
ing them. String a clothes line clear 
across the window and hang on it a 
piece of old, dusty carpet and display 
in the window a complete assortment 
of Floor Finishes, together with color 
cards of the entire line. Open out 
some of the color cards and leave 
some folded. Use the window card : 



that represents the best in Cleveland's 
life. He is president of the Y.M.C.A. 
of this city, and is closely allied with 
the work of the Association through- 
out the state and country. 

His interest in the welfare and suc- 
cess of The Sherwin-Williams Co. 
never flags, and we who know how 
valuable his council and guidance are 
hope to see him at his desk for many 
years to come. His services as direc- 
tor of the credit department are in- 
valuable in so large a business, con- 
ducted as ours is, and with as many 
accounts as we have to handle. 



BEAT THE CARPET 

with 
Th£ 8herwiN'William8 Floor Fin/shes 

They beat the carpet every time. 
Are more healthful, more easily 
kept clean and much tidier. 



A GOOD ONE. 

Here's a good window card and 
one you can easily work up yourself. 
It's very appropriate, too, for this 
time of the year. 



P/ace one of these m dn//? 
each ear when anyone talks 
to you about any Paint except 

SWP 



Take two small corks, and with a 
bag needle insert a string through each 
one, tying a knot at the end of the 
cork, so the string won't slip through. 
In like manner attach them to the 
card. 

It won't take you long to make up 
this card, and it's an attractive one. 



Push Floor Finishes good and strong 
-they'll stand up for you every time. 



No man is down in the world unless 
he consents to stay down. 
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PAINT ADS FOR BUSY AGENTS. 



These suggestions are simply good "copy" to be turned over to the printer 
and can be adapted to any style of display you choose. 



BEST RESULTS 

in painting, no matter what you 
have to paint, are obtained 
through the use of 
THB, SHERWIM-WlLUAItS PAINTS 
They are made for good results. 
They are economical, give per- 
fect satisfaction, wear long and 
are easily applied. They are 
bright and attractive in color 
and are put up in convenient 
sized packages. Come in and get 
color cards — no matter what you 
have to paint. 



NO WONDER 

It's no wonder that 

THE SHERWIM'WiLUAItS PAINT 

gives such genuine satisfaction. 
There's so much care used in mak- 
ing it, the materials it is made froin 
are so good, and the men who make 
it are so thorough and so well 
trained in good paint making, it 
could not be otner than good. 
There'* no paint that will give 
such perfect results You make 
no mistake in using it. 

It's for the outside and inside of 
buildings. 



GOOD VARNISH 

is the result of three things, good 
material, proper appliances, skill 
in making. 

The Sherwin - Williams Varnishes 

are made from the best material it 
is possible to buy. The varnish 
kettles, filters, storage tanks, etc., 
used in making them are the newest 
and best, and the men who make 
them are trained varnish experts 
who have grown up in the varnish 
business. 

They are the varnishes we rec- 
ommend you to use. 



SAVES IN FIRST COST. 

The Sherwin-Williams Paint 

saves money in first cost of paint- 
ing because it is made from the 
best materials, pure lead, pure 
zinc, and pure linseed oil and 
being thoroughly mixed and finely 
ground it covers more surface to 
the gallon and by spreading easily 
saves the painters' time. 

For the same reasons, it wears 
best and puts off for the longest 
time the need for re-painting. 
Sold in only by 



SAVE YOUR BONES 

Don*t grow old before your time. 
Save your bones — use paint more 
and the scrubbing brush less. 

The Sherwin-Williams Family Paint 

is made for the little things 
around the house. It dries with 
a good gloss, is easily applied 
and can be cleaned with soap 
and water. Use it this year, 
and house-cleaning won't be so 
hard next year. Color cards for 
the asking. 



AWONDERFULGROWTH 

The Sherwin-Williams Co., 

makers of The Sherwin Williams Paint, 
started business over thirty years ago 
in a small one-story building. Today 
they operate four large factories and 
have warehouses and offices in eleven 
cities. Their goods are sold all over 
the world, and they are now the largest 
paint and varnish makers in the world. 
Only good goods, upright dealing, and 
continued improvement could have en- 
abled them to attain such a growth. 

Their paints and varnishes always 
give satisfaction. They are the best 
paints and varnishes made. We sell 
them. 
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An S. IV. P, House, 

Summer home of Dr. J. E. Seymour y ^' Mourland Park*' 
Canton y Pa. It has stood the test of time for t'wel've years. 
Aprils iSgOy and is apparently in as good condition as efver. 
mer JQJ. 



ttwo miles east oj 
It ivas painted in 
Body 4j6. Trim- 



No. 

The 
house 
bad, I 



S. W. p. TALKS OVER THE COUNTER. 

4 — With the man who says he's not going to pay for advertising. 



Customer — Mr. Agent, my 
is beginning to look pretty 
guess rii paint it. 

The Agent— ThsiVs right, Mr. Cus- 
tomer, it's wise forethought to paint, 
just the minute your house needs it, 
and I've got a paint here (hands the 
customer an S. W, P. color card) 
that'll help you do the job at less 
cost and with greater satisfaction than 
any paint I know of. 

The Customer — O h , yes, The 
Sherwin-Williams Co. are the people 
who do so much advertising. I see 
their signs almost everywhere. I re- 
member when I lived in Posey County, 
they must have heard I was going to 
paint, for they wrote me letters and 



sent me all kinds of booklets and 
printed matter. What's the price of 
their paint? 

The Agent quotes price of S. IV, P. 

The Customer — How much did you 
say? 

The Agent quotes price again. 

The Customer— "^'^dil That seems 
pretty high to me. I can buy the 
A. B. C. paint from Mr. Smith down 
the street for a much lower price. 
Of course, you don't hear much about 
the A. B.C. brand, and it isn't adver- 
tised so widely as your paint. I guess 
the S.W.P. people charge you for the 
advertising they do and, of course, 
you in turn have to charge me for it. 
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The Agent — No, that's not the way 
to look at it, Mr. Customer. It's a 
mistaken idea that some people have 
that because an article is advertised 
extensively, a higher price must be 
asked in order to make any profit out 
of it. Now I'll tell you, it's just the 
other way. The more widely an ar- 
ticle is advertised and the greater sale 
it enjoys, the lower the price it can be 
sold for. Do you think for one 
minute that if S. W. P. isn't worth 
every penny I ask for it, if the cost of 
advertising had anything to do with 
the price, I could continue to sell it 
and increase ray sales year after year? 
Don't you think that the people around 
here and in all other sections of the 
United States would find out sooner 
or later that they were paying for ad- 
vertising and not for honest, good 
quality, money-saving paint ? Let me 
give you a little example. Suppose 
you were doing a business of 1 100,000 
a year and your expenses were ^25,- 
000, 25 per cent of your sales. You 
wanted to increase your sales and you 
decided to advertise to the extent of 
^7,500. That brings your expenses 
up to 132,500. By spending that 
much money, supposing you are able 
to sell $130,000 worth of goods in a 
year. With the added cost of adver- 



tising your percentage of expense to 
sales remained the same, 25 per cent, 
and if your net profit is 5 per cent, 
you have earned $1,500 more without 
a corresponding increase in your ex- 
pense. 

The Customer— -Oh, well! That's 
all supposition. 

The Agent — No, indeed: It's a 
proven fact that good advertising, 
such as The Sherwin-Williams Co. 
is doing, actually cuts down the ex- 
pense of doing business. I've found 
it so right here, and I know what 
I am talking about. S. W. P. is 
worth the price I ask for it ; I know 
it from long experience, and if you 
don't want to take my word for it^ 
just ask Mr. Johnson, Phelps the 
painter, in fact, anyone around here, 
they all know what S. W. P. is, and 
they'll tell you just what I've told 
you. I couldn't afford to make the 
mistake of overcharging you or of 
making exaggerated statements just 
for the sake of selling a bill of goods. 

TTie Customer — ^Your talk has a 
true ring to it, Mr. Agent; you 
may put me down for enough paint 
for my house, and I'll take the color 
card home so my wife and myself 
can select the colors. 



WHEN YOU HAVE READ THE S.W.P. HAND 
IT OVER TO YOUR ASSISTANTS. IT IS 
FULL OF SUGGESTIONS AND ENTHUSIASM 
THAT CANNOT FAIL TO HELP EVERY ONE 
CONNECTED IN ANY WAY WITH AN S.W.P. 
AGENCY. "DO IT NOW." 
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A GREAT SEASON. 

URING the past few years we have made tremendous progress. 
We have gone forward with leaps and bounds, we have led 
the way at an unheard of pace, quickened with each new 
month's experience. 

But this season has been the greatest of them all. All 
our past proud achievements have been eclipsed, and new 
high records have been made all along the line. 

Well it was, that a year ago we erected new plants and made extensive 
additions to those already established . Even these liberal preparations have been 
inadequate to meet the demands of this great season, and many of our orders, 
we regret to say, have not been dispatched with the promptness required, and 
which we aim to secure. 

We felt sure we had planned big enough. We know the importance of 
prompt, accurate service, and strive ever to provide it. 

And, one would think, with our four large, completely equipped plants, all 
worked to the limit, we could meet all demands upon us, but it seems not, so 
great has been the call for our products. 

Already we are busily engaged in plans for important extensions to all 
our works, at Cleveland, at Chicago, at Newark, and at Montreal. Work will 
begin within a few weeks, and many new buildings will soon be under way. 
Our machine shops are already employed on the equipment for them. 

There will be no let up in our campaign of expansion. The work will be 
continued with all the vigor and all the ability we can command. Our faith 
in our products, in our methods, and in our agents grows with each year's ex- 
perience, increasing our confidence and stimulating our energies, and giving 
us the courage and determination to go forward to still greater achievements. 

We most heartily thank and congratulate you, our agents, on this season's 
great work, and well do we understand how largely our success has been the 
result of your splendid co-operation, which we shall ever strive to hold and 
deserve. 




General Manager, 
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SUCCESSFUL S. W. P. AGENCIES. 

J. H. Sayward, Haverhill, Mass. 




J. H. Sayward 

When he began 
three years ago, 
took on a new 



-JAVVVARDsellsit." 

That's the 

phrase that has 

pushed many a 

good article to the 

tront for J. H. 

S a y w a r d , the 

Hardware man of 

Haverhill, Mass. 

using it, some 

for S. VV. P. it 

meaning for him 



and he has since been thinking, 
talking, and living for S. W P. with all 
the enthusiasm and push at his com- 
mand. 

We have before had frequent oc- 
casion to tell of some of Mr. Say- 
ward's methods, and as long as he 
continues to furnish so many new and 
original ideas we shall continue to 
devote more of our space to him, and 
pass them along to the rest of the 
Agents. His campaign of the present 
season is of special interest and should 
prove especially suggestive, because it 
was so well planned and cleverly 
carried out. 

He began his work for the year 



last October. It was then that he 
fired the first guns in his active cam- 
paign for spring orders by getting out 
in the country and opening up nego- 
tiations with the farmers and property 
owners. He made a two days trip of 
about forty miles through the sur- 
rounding country and nearby towns 
in the fine four-in-hand turn-out il- 
lustrated on this page. He distrib- 
uted advertising plentifully and, be- 
sides getting better acquainted with 
many prospective customers, made 
out a list of all property that would 
need painting this spring, to which 
we have since sent our '* personal 
letters" with good results. 

His next big move in the campaign 
was an S. W. P. banquet held on 
January 27th, complimentary to his 
employees, a large number of the 
painters of Haverhill, and the news- 
paper men. Everything at the ban- 
quet, except the food, was S.W.P. — 
the menu card, the songs, the speeches, 
the enthusiasm, and the motto, "Do 
It Now." It was a fine success, 
thoroughly advertising Mr. Say ward 
and S. W. P., as well as making firm 




J, H, Sayward* s four-in-hand used in distributing advertising through the 

country. 
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Menu card of the 
S.fF.P. banquet 



orders before the "other fellow** were 
shown by the fact that before the first 
of February Mr. Sayward had placed 
orders for forty houses on which 
S. VV. P. would be used. 

Early in February his first car load 
shipment of the season arrived from 
our Cleveland factory, and he made 
this the occasion of his third strong 
bid for Haverhill's attention. He se- 
cured six big sleighs, loaded the en- 
tire order onto them, and paraded 
through the principal streets of the 
town. Of course the sleighs were 
plentifully decorated with S.VV.P. ad- 
vertising and made a splendid show- 
ing. At noon of that day he un- 
loaded part of the order on the walk 
in front of his store with the other 
sleighs pulled up alongside. A big 
crowd gathered and delayed traffic at 
that point for the rest of the day — all 
to the further glory of Sayward and 
S.VV.P. Before the shipment reached 
Haverhill, he had used his newspaper 
space and windows to good advantage 
in announcing the arrival. 

His spring campaign was now fully 
launched and the regular work of the 
season was sufficient to keep up the 
interest and bring in the orders. 

But Mr. Sayward 's regular work is 



on a most liberal and wise basis. He 
never lets Haverhill and vicinity for- 
get S.VV.P. One window is a/ways 
devoted to paint, and a good sized 
space in the newspapers carries an 
S. W. P. ad all the year *round. In 
the early spring he increases the size 
of his newspaper space and devotes 
both windows to paint. He has the 
reputation of having the best dressed 
windows in town. The two illustrated 
with this article are only samples of 
many of the frequent changes he 
makes. Posters and fence signs 
come in for their full share of pub- 
licity in the work done outside the 
store. 

Inside nothing is left undone. 
S. VV. P. and S. VV. P. advertising 
monopolize every point of vantage, 
because they pay best. The first 




The ivindoiu de'voted to S. W. P. all the 
year Wound. 
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thing you 
^ e e on 
entering is 
one of the 
oil cloth 
banners. 

Everywhere you turn, on the counters, 
hanging from the walls and shelving, 
near the ceiling, and at your feet are 
display cards, posters, and signs — all 
bearing the name of The S-W. Co. 

The paint stock is a model in ar- 
rangement. All new stock is placed 
at the back of the shelves with the 
old stock in front, so that the old al- 
ways moves first and is never allowed 
to remain long enough to become 
dingy and unpresentable. 

But probably the most striking 
evidence of S. W. P. in the whole 
store is the splendid force of sales- 
men — Mr. Sayward's right hand staff. 
They all wear, throughout the working 
hours, uniform caps bearing the letters 
S. W, P, in gold above the visor. 



They are all carefully posted on the 
paint question. They are all as en- 
thusiastic and as interested in S.W.P. 
as Mr. Sayward himself. In a recent 
letter to the Company, Mr. Sayward 
says, "I endeavor to have all my 
salesmen in the store keep posted in 
regard to the entire line, so that if a 
customer comes in and wants to learn 
about paint, he is sure to be taken 
care of, no matter who waits on him. 
All my employees are interested in 
their work and fully believe what they 
talk." That this is true there can be 
no doubt, for even the young lady 
cashier, in the center of the group in 
the photograph reproduced, sells paint 
when the occasion requires and has 
taken some good orders for large 
property; the delivery boy when 
calling on customers always greets 
them with, "Good morning, need any 
S.W.P. this season?" He's known in 
Haverhill as the **S. W. P. Boy" and 
has sold many good sized orders. 




J. H. Sayiuard and his loyal staff of S, W, P, hustlers. 
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This big window was used in the early spring campaign at the 
time Mr, Sayward^s car load shipment arrived. 



The whole store and everyone in it 
is pushing for S.W.P. all the time, and 
you may be sure no customers get 
away. A record is kept of all sales 
of S. W. P., showing by whom pur- 
chased, what for, quantity of each 
shade, date of purchase, and, where 
possible, the actual number of feet of 
surface covered. This is a valuable 
book of reference and also helps ma- 
terially in landing many a doubtful 
customer. 

Mr. Sayward's reputation in Haver- 
hill is his best capital. He has always 
been known to stand back of his goods 



and any statements he may make re- 
garding them. He has the confidence 
of the entire community. One reason 
he is so enthusiastic in pushing S.W.P. 
is because he has found it never be- 
trays that confidence. 

We believe we have said and shown 
enough to explain why and how Mr. 
Sayward has been able to double his 
sales of S. W. P. every year, with a 
record of $5,000 worth to his credit 
so far this season. 

Hard work, intelligent salesmanship, 
and persistent advertising never fail to 
build up business on a good article. 



A STRONG FINISH. 

Many an exciting race has been 
won by a strong finish. 

It's the man that stays to the end, 
and keeps up the good fight without 
wavering that usually wins. 

It pays well in business to have the 
finish as strong as the start and even 



stronger, and it pays particularly well 
in selling paint. 

Don't be a quitter ; don't get dis- 
couraged because there are a few 
property owners who, it seems, will 
not be convinced. 

Have the courage of your convic- 
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tions, and show them that you have. 
Don't let up on them. Keep your 
guns trained, and continue to shoot 
into their homes our ''personal let- 
ters," the bombs that explode in the 
family circle, and that bring the 
orders. 



Many a time it's the parting shot 
that does the most execution. 

Wind up your spring campaign then 
with a strong finish. If you don't 
happen to make the sale this spring, 
you'll probably plant seed that will 
be productive in the fall. 




An Elastic Paint for Protecting Metal Surfaces. 




tETALASTIC is the new name 
we have adopted for our 
paint for metal surfaces, 
formerly known to our 
agents as ' * P . M. 5 . " We were led to 
change the name, because we have 
always felt that "P.M. 5" was not 
distinctive enough, and did not 
rightly convey what the paint really 
is — an elastic metal paint. 

It is our intention to push Metalastic 
vigorously. A new trade mark de- 
sign, the one shown at the head of 
this article, has been adopted for it ; 
we are advertising it vigorously in 
some of the trade journals ; an ag- 
gressive campaign is being inaugurated 
to boom the sale, and we are going to 
use the full resources of our immense 
organization to make Metalastic a 
winner. 

Metalastic is a paint it pays to have 
on your shelves. There is no better 
paint made for all metal surfaces. It 
prevents rust and preserves iron and 
steel. It is used in enormous quan- 
tities by the large ship builders, con- 



struction companies, railways, etc. 
There is no paint that can compare 
with it for excluding air and water 
from all exposed metal surfaces and 
preventing rust. 

Metalastic is a well made paint. 
It's the result of years of experience 
and effort on our part. Metalastic is 
a right combination of good graphite^ 
good carbon, and specially refined 
pure linseed oil. Neither carbon, 
nor graphite alone makes the best 
paint for metal surfaces. Each in it- 
self is somewhat lacking in true rust 
preventive qualities; properly com- 
bined in right proportions, they re- 
sult in the best paint for the purpose. 

You cannot sell a more satisfactory 
nor more economical paint for metal 
surfaces than Metalastic. It's a paint 
that will give you and your customers 
perfect satisfaction. It's a paint 
you'll make money in selling. 

It will pay you well to write by 
return mail for prices, descriptive 
booklet, and full details of Metalastic. 
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These suggestions are simply good "copy" to be turned over to the printer 
and can be adapted to any style of display you choose. 



THE ONE THING. 

and the most essential thing, in 
any article, that makes it more 
desirable, better, and more satis- 
factory than other similar articles 
is quality. 

It's just that thing, quality — 
best quality — that places 

THE SHERWIN-WILLIAMS PMIMT 

in a class by itself, that makes it 
the best, safest, and most eco- 
nomical paint. 

S.W.P. is a paint of quality — 
a paint that can be depended on. 



ALL'S WELL I 
ALL'S WELL I" 

When you put S. W. P. on your 
house, like the watcher on ship- 
board when he's made sure that 
everything is all right, you may 
cry, "All's well I All's well !", for 
you've used the best paint it's pos- 
sible to buy. 

THE SHERWIM-WILLIMMS PAINT 

wears long, because it's made from 
good materials that are thoroughly 
mixed and finely ground. For the 
same reason, it covers most to the 
gallon and is most economical. 



ALWAYS MOVING 

The person or firm that stands still 
—that doesn't keep moving— will 
soon be classed as a back number. 
It's the man or concern that is con- 
stantly improving that gets ahead, 
that does the business. 

The SHERWiN^WiUiAMS Co, 

makers of S. W, P., are the most 
progressive paint makers in the 
world, and it is their progressive 
spirit of improvement that has 
given S. W. P. a greater sale than 
any other paint. 

S. W. P. IS a good paint — the best 
paint that can be put on a house. 



WHERE QUALITY 
IS UPPERMOST 

In every plant of The Sherwin- 
Williams Company, makers of 

THE SHERWIN-WILLIAMS PAINT, 

quality is the uppermost con- 
sideration. 

In the selection of materials, in 
the design of the machinery, in 
the employment of workmen, etc.. 
Quality is the ruling thought. Any- 
tning that would work against good 
quality is utterly disregarded. 

That's the principal reason why 
S.W.P. is so good, why it looks so 
well, wears so long, and is io 
economical. 



IT IS MIGHTY WISE 

to deliberate when you go to 

Eaint your house. It's well to 
now that you've got the right 
paint before you use it ; after it's 
on the hou<e you can't repair the 
damage. The more we think over 

S. W. P. 

the more we are convinced of its 
good qualities. 

S. W. P. is a paint you can trust 
and be sure of. Where properly 
appFied, it never fails to satisfy, 
and is a paint that is pleasing to 
painter and property owner ahke. 



FROM THE ATLANTIC 
TO THE PACIFIC, 

in every state and territory of 
the Union, in every province of 
Canada, in Englana, in Ireland, 
in Australia, in Asia, in Africa, all 
over the world 

S. W. P. 

is known and sold, and has a good 
reputation. A good reputation and 
a wide sale must mean that the 
paint is good through and through, 
and can be relied upon. 

S.W.P. satisfies in every respect. 
It is a safe, dependable, and eco- 
nomical paint. It is the paint for 
you. 
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A PATRIOTIC S. W. P. FLOAT. 




For the Fourth of July or Dominion 
Day parade the float illustrated above 
will prove an attractive street display. 
The frame work, the construction 
of which is illustrated separately, is 
made of inch lumber, the platform for 
holding the cans of 
S.VV.P. being 6 in. 
stuff with strips of 
the inch lumber to 
hold the S. W. P. 
cans in place. Make 
the frame so it will 
fit snugly over the 
top of the wagon box 




with the sides overhanging the wheels. 
Red, white and blue bunting trimmed 
as indicated, American or British flags 
placed at the four corners of the wagon 
and on the head harness, enough gal- 
lon and half gallon cans of S.W.P. ar- 
ranged alternately all around the wagon , 
a double faced " Cover the Earth " 
poster for the banner and enough single 
ones for side decorations, a cloth or 
paper sign lettered in with your name 
as shown in the photograph, and the 
float is complete. We shall be glad to 
supply you with the necessary '* Cover 
the Earth'* posters 25x35 inches. 
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S. W. p. ADVERTISERS. 

What the Agents Are Doing in the Way of Special Advertising. 
I^NE of our agents recently said: "The S.W.P. advertisers' page 
has been a big help to me. I have found it full of good things that 
I have been able to use to good account, and it has shown me 
how helpful S.W.P. agents can be to one another. For my own 
part, I've decided, hereafter, to try to give help as well as to receive it, and 
I hope that some of the other agents who have not been contributing to 
**their" page, for that's what it is, our own individual page, will do likewise." 
That's good advise, so do likewise, and send us samples of your advertising. 




J. H. Trippe's Sons are always coming 
to the front with some original and " catchy" 
newspaper ads. Their newspaper advertis- 
ing throughout shows that someone in the 
concern is giving careful thought to the prep- 
aration of the ads and it illustrates how 
much more attractive and paying the news- 
paper space can be made if it is only given 
the consideration it deserves. 

Trippe's Sons " latest" arc nursery rhymes 
brought up to date and applied to S.W.P. 
We do not believe in rhymed advertisements 
IS a rule, but when they are as clever and 
such truly good verse as these, we think 
they can do effective work. These are quite 
e<]ual to Sapolio's famous Spotless Town 
jingles. A few are reprinted here. 

Old mother Hubbard 

Found that her cupboard 
Looked very bare, don't you see? 

So she went with a rush 
For some paint and a brush; 

She is using S. W. P. 

J. H. Trippe's Sons. 

Jack Sprat, he favored white. 

His wife, she favored blue. 
Jack thought that he was right, 

The Mrs. thought she knew; 
And so they painted with the white. 

And trimmed it with the blue, 
S. W. P. has both these shades. 

And forty others, too. 

J. H. Trippe's Sons. 

Little Jack Homer 

Sat in a comer. 
As sorry a si^ht as you'll see. 

He was painted in red 
From his heels to his head 

He'd been using S. W. P. 

J. H. Trippe's Sons. 

Trippe's Sons firmly believe that S.W.P. 
and success are ^ always yoked together" as 



will be seen by the novel ox-yoke window 
sign shown on page 94. 

They know how to dress windows up in 
Canada. E. T. Torrens, Tilsonbur^, Ont. 
sends us a photo of an attractive window, 
dressed by one of his clerks, some time ago. 
He turned a bicycle wheel into a "wheel of 
fortune" by painting it red, white and blue, 
attaching a clock-like pointer to the center. 
The red parts of the wheel was lettered S. 
W. P. The sign used in connection was 
"sure to win on the red." S. W. P. is 
winning new friends in Tilsonburg as a 
conseauence. The photo was not clear 
enough to reproduce. 

Mitchell & Park, Big Springs, Tex., send 
us a copy of a "follow-up" circular letter 
they use in going after S. W. P. orders. 
The letter shows a good deal of forceful 
originality and surely paid Mitchell & Park 
for the efforts they put into it. The open- 
ing paragraph reads: "The recent fine rains 
throughout western Texas have had the ef- 
fect oFimproving business wonderfully," and 
then it goes on to call attention to the fine 
business M. & P. have been having on 
S.W.P. and how it's good business for the 
property owner to use it. There's nothing 
like injecting a touch of " home happenings" 
into your advertising. It pays. 

T. F. Hummell, Morrison, III., writes 
us: " I am going to start a new kind of push 
for S.W.P. witnin a few days. I am going 
into the country myself, stop at every place 
where anything needs painting and talk 
paint with whoever I can ^et hold of, leave 
a color card and if any interest is shown 
will send the name to your company for the 
follow-up work." It's a good scheme and 
Mr. Hummel is to be complimented on his 
" new kind of push." A good plan for all the 
agents to follow. 
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PORTRAITS OF S. W- P. MAKERS. 

J. C. Beardslee, QenermI Superintendent. 





HE head of the Manufactur- 
ing Department of the Com- 
pany is J. C. Beardslee, 
General Superintendent , 
member of the Board of Directors, 
with four large plants and an enor- 
mous output under his control. 

It is no easy matter to superintend 
successfully the work of four widely 
separated plants. It's a very differ- 
ent proposition from taking care of a 
single factory, and you can probably 
readily imagine something of the re- 
sponsibility and labor that rest on Mr. 
Beardslce's shoulders. It would be 
too great a load for a man less system- 
atic than he, less of an organizer, less 
a master of details, or with less energy. 
Mr. Beardslee has what is probably 
one of the best organized factory sys- 
tems in the country. Through the 
assistant general superintendent at 
headquarters and the local super- 



intendents at the four plants, he is 
constantly in close touch with all fac- 
tory details. A complete system of 
reports makes it possible. In the sub- 
organization, the methods of factory 
conduct, the conditions under which 
the men and women work, and in the 
uniformly excellent product they send 
out to our customers, we, on the in- 
side, can always trace the results of 
the General Superintendent's constant 
watchfulness. He superintends in 
every sense of the word. 

He is also a thorough and practical 
paint man. He has literally lived 
with paint ever since he finished his 
schooling and began to earn his liveli- 
hood. This might have been the case 
with a great many persons, but unless 
they possessed Mr. Beardslee 's quick 
perception and his zeal to study and 
learn they would not have gone ahead 
as he did. 
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He started with the Company as 
factory office boy when the Cleveland 
plant was not a very pretentious affair, 
and when there were no other factories 
in our organization. He had come 
from Painesville, Ohio, as a clerk in 
a small drug store, but with ambition 
to succeed and the ability to work in- 
telligently and industriously in order 
to reach the top. He mastered every 
detail as it came to him. He never 
allowed anything to pass through his 
hands and remain a mystery to him. 

That was the rule he followed 
through every successive promotion.. 
Both in the work of the office and of 
the factory he made it his business to 
know all that was to be known. In 
this way he fitted himself to step into 
the position of factory superintendent 
at a critical time, and carry the work 



successfully through the recent years 
of our rapid growth, when the facili- 
ties of the Manufacturing Department 
have been so heavily taxed to keep 
pace with the orders. 

Strict aUeniion to detail, carefulness 
in the little things^ are the points Mr. 
Beardslee considers of chief impor- 
tance in paint making. A right start 
with the right formula, the right ma- 
terials, the right machinery, and the^ 
right workmen are essential, but they 
can't produce perfect paint unless 
every detail, all the "little" things 
along the way, are made just as essen- 
tial. It means more work for the su- 
perintendent and all his assistants to 
care for these details properly, but it 
makes better paint, and better paint — 
always better than anyone else is 
making — is Mr. Beardslee 's hobby. 



WINDOW POINTERS FROM WARD. 




ERE is a good window dis- 
play : Take a quart can of 
Outside Gloss White, one 
that has been in the store 
for some time; get a clear glass 
tumbler, open the can carefully with- 
out shaking and pour some of the oil 
into the glass. 

Then put a box in the center of the 
window and cover it with white paper. 
On top of the box place the quart can 
of O. G. \V. and the tumbler of oil 
beside it. 

Use for window card: Open for 
Inspection. 

On a small card to be tacked onto 
the front of the box write: "This 
is the^ oil taken from this can of The 
Sherwin-Williams Paint. Ix)ok at it, 
come in and examine it, smell it, and 
be convinced that it is the purest of 
pure linseed oil." 

Don't put anything else in the 
window. 



Window displays that caught my eye 
recently were dressed by The Law- 
rence Paint Co., S.W. P. agents at 
Binghamton, N. Y. These windows 
attracted a great deal of attention. 
In one window, they had an old hand 
flax spinning wheel and a keg of lead, 
with a card which read, "Relics of 
the past." In the other window they 
had a neat display of S.W P., with a 
card reading, "Strictly up to date." 
The Lawrence Paint Co. backed up 
these windows with good, strong 
newspaper ads in which they cited 
the improvements that have been 
made in paint making since the days 
of the old hand spinning wheel. 



Appropriate Fourth of July windows 
are those shown on pages 9 and 31, 
of the window dressing booklet. For 
Dominion Day in Canada the one 
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shown on page 8 of the window dress- 
ing booklet is good. 



of July, 1901, and Tve heard it took 
remarkably well. 



A timely window can be made by 
a tasteful arrangement of a few window 
screens, a screen door, some mosquito 
netting, fly paper, fly traps, insect 
powder, and a few cans of The S. W, 
Screen Paint, with the sign "/7y Time 
Necessities,'* A somewhat similar 
window was described in The S.W.P. 



The following makes a good win- 
dow display: Borrow half a dozen 
lasts from your local shoe dealer or 
shoemaker; distribute them in your 
window with a few cans of S. W. P. 
and use the sign "5. W, F, Sticks 
to the Last," 




An S. W. P, House. 

Residence of Mr. John Cono'ver, oj Greenhill & Conover^ S. W. P. 

Agents^ Leamington, Ont. Body, 355» Trimmer, 334; 

Sashes, 382; Veranda posts. Gloss IV kite. 
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WINDOW CARD SUGGESTIONS. 
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AND written win- 
dow cards make 
splendid advertis- 
ing. They have 
them something of the 
advertiser's personality. They 
are heart-to-heart talks that 
appeal strongly to the buying 
public, and if rightly written, 
are a big factor in win- 
ning confidence in one's self 
and one's store. 

Tom Murray of Chicago, 
one of the most conspicuous- 
ly successful users of hand 
written window cards, built 
u p his business mainly 
through their selling force, 
backed, of course, by the 
right kind of goods. His 
window cards have made 
him famous in the retail 
world. 

The window - card page 
in The S. W. P. will, here- 
after, be made up in this 
style. 

It will make it much easier 
for you to follow our sugges- 
tions and it will enable you 
to have more up-to-date and 
more interesting cards. 

It doesn't require any ex- 
pense at all to make the 
cards and it takes very little 
time. Manila wrapping paper 
or any kind of white paper 
you may have, and a heavy 
black or blue pencil are all 
you need. Cut the paper 
the size best suited to your 
window — it's usually bet- 
ter to cut strips about thirty- 
six inches long by nine 
wide. Write your ad and 
then paste the strips, top 




> 






kfU- «A.<(. «au . 
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and bottom, to the inside of your 
window, using very little paste. 

Try some of the cards we've sug- 
gested in this issue. Put some of 
them in your window this week and 
see how they work. If you want any 
help, let us know something about 
your store, the kind of goods you 
sell, etc., and we shall be glad to 
write a series of cards for you. 

The chief value of hand written 
cards lies in changing them frequently. 




Trade mark name design 
for Shellactne 



A BIQ SUCCESS. 

Shellacine, the new first coater we 
placed on the market early in the 
year, is a big success. It is forging 
ahead with wonderful rapidity, and 
has given splendid satisfaction wher- 
ever used. It is a filler that finds 
much favor with the painter, and is an 
article that can be sold very profitably 
by the dealer. 

Shellacine is a specialty for first 
coatings on inside woodwork, where 
an economical filler is desired. It 
holds out the varnish well, and does 
the work it is expected to do most 



satisfactorily. It works very easily 
and sands to a ni':e, hard, smooth 
surface without gumming the paper. 

Shellacine is put up in very at- 
tractive packages and makes a good 
showing on the shelves. The label is 
distinctive, the trade mark design 
original, and the package stands out 
well, and is sure to attract attention. 

You cannot possibly buy another 
filler at the price that will please you 
and your customers so well as Shel- 
lacine. As we said before, it is a 
prime favorite with the painters. 

If you are not selling Shellacine 
now, you should not delay sending us 
a trial order, There's nothing that 
will prove quicker the claims we make 
for the goods, than an actual test. 







A mighty good vjindoiu display used by J. H, Trippers Sons, Canton, Pa. 
real ox-yoke *was used, *with the lettering on card board. 
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S. W. p. TALKS OVER THE COUNTER. 

Talk No. 5 — With the man who asks for the A. B. C. ••Cheap" Paint. 



man 

77ie Customer — Mr. Agent, do you 
carry the A. B. C. paint? 

77ie Agent — No, Mr. Customer, I 
do not. There was a time when I 
carried a paint that sold at the same 
price as the A. B. C. brand, but I 
found that there was no satisfaction in 
it either for my customers or myself, 
so I quit it. Cheap paint doesn't pay 
in any sense. I now sell The Sherwin- 
Williams Paint, S.W.P., a paint I can 
absolutely rely on, and one I can 
safely recommend. 

The Customer — What's the price of 
S.W\P. a gallon. 

The Agent — Gallon price is not 
the right way to figure the cost of 
paint. What you want to do in buy- 
ing paint is to get the paint that will 
cover most surface to the gallon, 
spread easiest and save the painter's 
time, looks best when on the house, 
and by wearing well put off the ne- 
cessity of re-painting for the longest 
time. That's the kind of paint it's 
sensible to buy — the paint that will 
save you money in the end. 

Tlie Customer— V^tW, is S. W. P. 
that kind; will it be better and 
cheaper for me than the A. B. C? 
The Agent — S. W. P. is just that 
kind of paint. It's best and most 
economical every way you look at it, 
and I tell you truthfully that you can't 
buy a better paint, nor good paint 
at less than S. W. P. sells for. 

The Customer — How do you make 
that out? Tell me your reasons. 

The Agent — ^Therc are many rea- 
sons. In the first place S. W. P. 
is made from the best and purest 
paint materials it's possible to ob- 
tain — pure white lead, pure zinc, 
and pure linseed oil. These materials 



are thoroughly mixed and finely 
ground by powerful and specially 
adapted machinery; and you know 
next to good materials, thorough mix- 
ing and fine grinding are what make 
a paint cover well and wear well. 

The Customer — They all say that. 

The Agent— SiO did I when I 
sold cheap paint, but I never was 
sure till I began selling S.W.P. And 
what makes me more sure of S.W.P., 
it is made with scrupulous care. The 
Sherwin-Williams Co., makers of 
S. W. P., are well known for the care 
they exercise in the manufacture of 
their goods, and it is perhaps to this 
one fact and to watchfulness of small 
details that S.W.P. owes a good share 
of its quality. 

The Customer — I have heard a 
great deal about The Sherwin- 
Williams Co. , and I often wondered 
if their paint was really as good as 
they claimed it to be. 

The Agent — It is, and you'll ap- 
preciate it more when I tell you that 
all material that enters into S.W.P. is 
carefully tested both chemically and 
practically, before being used, to see 
that it's of good quality, to insure it's 
being right and best for the purpose. 
The materials arc right to begin with, 
the machinery is right and the methods 
of making the paint are right, so the 
finished product must be right. 

The Customer — Yes, that's logical. 

The Agent — Another point, The 
S-W. Co., in order to be abso- 
lutely sure that every can of paint 
that leaves their factory is of the 
proper consistency, weigh each can 
separately as it's being filled, and if 
there is the slightest deviation from 
the specific weight that experience has 
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shown good paint oujj;ht to weigh, the 
operation is stopped then and there 
and no more paint filled from that 
batch until the trouble is found out 
and rectified. 

The Customer — That's news to me, 
I never knew such care was ever taken 
in the making of paint. Do you 
guarantee S.W.P.? 

The Agent— \ e s. Sir! And 
I not only guarantee it, but here's 
The Sherwin-Williams Co.'s guarantee 
on the can (takes can of S, IV. P. 
and shows customer the guarantee,) 

The Customer — How does S.VV.P. 
cover ; I mean how many feet to the 
gallon ? 



The Agent — 300 square feet, two 
coats, and often more than that. 

The Customer — At that rate it will 
take, let me think a minute (figures 
up mentally), 20 gallons to do the 
job. ril try it on your say so. But 
if it doesn't turn out all right, I shall 
certainly expect you to stand by that 
guarantee. 

The Agent— \ shall be glad to do 
so. I know you'll be better satisfied 
than you ever were before. Make 
sure though, Mr. Customer, that 
the surface of the house is right before 
you paint, and see that there's nothing 
used to thin the paint except pure raw 
linseed oil. Get a good, careful 
painter, too. 



PLAIN FACTS. 

S.W.P. hides many a crack. 



Where good goods are sold the 
trade grows. 

Trusting too much to luck is the 
ruin of many. 

No great business comes without 
hustling for it. 

Nothing is impossible to a willing, 
persistent worker. 

S.W.P. orders come to the agent 
who goes after them. 

A good name and good profit come 
from pushing S.W.V. 

Put S.W.P. on one house and you'll 
soon put it on another. 



Wealth is not his who sighs for it, 
but his who works for it. 

Quantity without quality is worth 
but little — you get both in S.W.V. 

The painter who wants to spread 
S.W.P. never wants for something 
to do. 

Let S.W.V. be your trade and your 
study, and S.W.V. will help you make 
money. 

The man who leaves S.W.P. for 
cheap paint thinks to make money, 
but loses it. 

The great pain and little gain in 
selling cheap paint soon make a mer- 
chant and his customers weary. 



WHEN YOU HAVE READ THE S.W.P. HAND 
IT OVER TO YOUR ASSISTANTS. IT IS 
FULL OF SUGGESTIONS AND ENTHUSIASM 
THAT CANNOT FAIL TO HELP EVERY ONE 
CONNECTED IN ANY WAY WITH AN S.W.P. 
AGENCY. ••DO IT NOW.*' 
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BUSINESS. 

LUSINESS is the world's work — it's man's chief occupation. 
The field is as broad and extensive as the universe itself, and in 
it the great mass of toilers struggle for supremacy. The con- 
flict is fierce and merciless and none can hope for victory with- 
out great effort, great skill, and great sacrifice. 

Notwithstanding all its intricate details, business can be 
reduced to two simple operations — buying and selling. It matters not whether 
the business be professional, industrial, mercantile or financial, it's all barter — 
buying and selling something for gain. The principles that insure success are 
the same in all cases. 

One gr£at principle underlies all others, and that is value. It governs all 
really successful enterprises. It is the root of business success, and affects 
ahke the two great operations of buying and selling. 

The man who can gei the most (buying) and give the most (selling) for a 
dollar is a business genius, and has learned the secret of business success; 
The rest entirely depends upon his capacity for work and his ability to organize. 

The rock that most men are wrecked on, is trying to get all they can and 
give as little as they can for a dollar — immediate gain. That idea won't work. 
The principle of buying low and selling high is all wrong. No large business 
was ever built up on such a basis. The only safe foundation is value. The 
people trade where they get the most for their money. 

Do not confuse value with low price. Low priced things are usually poor 
value — ^they are usually dear — and the experienced, intelligent buyer knows it. 
A low price most frequently arouses suspicion and mistrust. A high price 
is usually backed by merit and creates confidence. 

Intelligent buyers, and they are in the majority, do not look as much at 
the price as they do at what they get for their money — it's value they want. 
And this is truer today than ever before, for prosperity has furnished the means 
to buy best quality goods, and they are invariably the most economical. 

This is the day of better things. This is the day for the man of high 
quality. The people more and more demand better grades — not "cheaper". 
The progressive man recognizes this and acts upon it. 

Don't be known as a "Cheap John". There's no profit or glory in such 
a reputation. Let your aim be to establish a reputation for the best value. 

Be a high grade man. Keep the best store, keep the best goods, employ 
the best clerks, and give the best value. You will attract the best customers 
and do the best trade and make the most money. That's as sure as daylight. 
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SUCCESSFUL S. 

Carter Bros., 

HE strides that S.W.P. have 
made in Canada since we 
introduced it there have been 
most remarkable. From 
the very beginning it forged ahead at 
an unprecedented gait, and it didn't 
take it very long to completely out- 
strip and leave far behind paints that 
had been in the field years before it. 
When we look back and try to an- 
alyze the causes leading up to such a 
rapid growth, we can easily trace the 
principal one to the splendid and en- 
thusiastic support given us throughout 
every stage of the fight by our loyal 
agents. A very good illustration of 
the sort of support we mean is that 
furnished by Carter Bros., Picton, 
Ont., whose fine trade on S.W.P. 
shows what confidence in a good ar- 
ticle, backed by the right kind of en- 
thusiasm and energy, can do. 

We couldn't describe their success 
with S.W.P. in any better way than 
by using their own words : 

"In 1 89 J wc were a very bad third in the 
paint business in Picton; to-day we sell 
more prepared paint than all the other deal- 
ers combined. 

*Mn 1895 ^^ ^^^^ selling a paint that 
could be bought in every little hole and cor- 
ner grocery store throughout the countiy; 
to-day we enjoy the sole control of S.W.P. 



W. p. AGENCIES. 
, Picton, Ont. 

and arc protected in its sale by the largest 
paint and color house in the world. ^ 

" In 1895 ^^ were doing business in a rut; 
S.W.P. woke us up, put new life into us, 
made us see what good advertising placed 
in the right manner would accomplish. Wc 
are now doing $10,000 more business a year, 
and do not hesitate to say that to S.W.P. 
belongs the credit of helping us do the 
greater portion of it." 

Next to the quality of S.W.P. and 
to an intelligent and judicious use of 
every piece of S.W.P. advertising, 
Carter Bros, attribute a good share 
of their success to newspaper adver- 
tising. 

"Primary among the methods that 
have made the sale of S.W.P. such a 
success with us," they say, '4s per- 
sistent newspaper advertising the 
whole year around. Not paint ads 
mixed in with ads of other goods, but 
paint ads alone, changed every week 
and occupying the best space our 
newspapers afford us. Some may say 
that newspaper advertising, after the 
paint season is over, is a useless ex- 
penditure, but by following this method 
we have found that the paint season is 
nn>er over with us. When the demand 
for house paint drops off, we advertise 
Enamel Paint, Aluminum Paint, Buggy 
Paint, Varnish Stain, Family Paint, 
etc. The increased business we get 
not only on paint but on other lines as 
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well pays for the expense ten times 
over." 

But Carter Bros, do not depend 
alone on newspaper advertising to 
maintain a lively interest in S. W. P. 
They are very enthusiastic users of 
outside advertising and never let an 
opportunity pass by that can be turned 
to good account and used as means to 
increase their S. W. P. sales. Every 
year the farmers in the vicinity of 
Picton give a picnic, which is very 
largely attended. This gives Carter 
Bros, a good chance to do some 
effective work. A few days before 
the picnic they send out a number of 
men who cover the fences, bams, and 
every available spot within a radius of 
ten miles of the picnic grounds with 
special S. VV. P. signs, catch-phrases, 
etc. This sort of work, however, is 
merely supplementary to their display 
of the regular S.W.P. outdoor adver- 



tising, which they are very careful to 
see is always rightly used. 

The windows come in for their share 
of attention, and the striking originality 
that has had much to do with Carter 
Bros', success is illustrated by the 
following description of one of their 
recent windows: They had a very 
large wooden ball made, painted to 
represent the globe, and hung in the 
window by an invisible wire. Right 
over the ball they placed a pail tipped 
as in the "cover the earth" design, 
and filled with very thin red paint. 
A hole was punched in the top of the 
can in which a candle wick was in- 
serted and the paint made to flow out 
in a steady stream over the globe and 
on to the floor of the window which 
had been sodded for the occasion. 
The sign used was, **The Sherwin- 
Williams Paint Covers the Earth.** 
The window proved to be an immense 




Two of Carter Bros* , good windows. The one in the left of the picture is 

described in the article. 
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success and for weeks was the talk of 
Picton. 

On the inside of the store they have 
a novel way of advertising The S-W. 
Products by demonstrating through 
actual use their own faith in the 
goods. Their fixtures are painted 
with the different S-W. lines ; the tops 
of the counters and tables with Buggy 
Paint, black ; the stools provided for 
customers with Buggy Paint, wine 
color ; the shot case with cherry Var- 
nish Stain; the saw case with oak 
Varnish Stain ; the water cooler with 
Aluminum Paint, trimmed with car- 
mine Buggy Paint ; the picture frames 
with white Enamel Paint, and so on 
through the entire store. 

Carter Bros, thoroughly believe 
in the maxim, "What is worth doing 
at all, is worth doing well," and every- 
thing connected with their store, both 
inside and outside, is made to do 
good service for S.W.P. Every bit of 



their stationery, bill heads, wrapping 
paper, envelopes, etc., carries an 
S.W.P. advertisement. Nothing that 
can be used in the shape of an adver- 
tisement for S. W. P. is ever over- 
looked. The men themselves, and 
everyone connected with them live, 
breath, and work for S. W. P. 

Confidence in S. W. P., enthusiasm 
for their work, and a spirit of "keep- 
ing everlastingly at it," in the short 
space of six years have won for Carter 
Bros, a business of which they may 
well be proud, and the following from 
them is indicative of the feeling that 
has prevailed throughout their entire 
connection with us: "We fully realize 
that all our work would stand for 
naught, if the paint did not back 
it up. After selling S. W. P. for over 
six years, we are satisfied that we have 
the best paint in the world, backed up 
by the greatest selling helps furnished 
in the paint or any other Hne." 



SOHE " FULL LINE " ADVANTAGES. 




\ SIDE from every other con- 
sideration, the advertising 
advantages that an agent 
secures with a full line 
of our products, should in them- 
selves be sufficient argument in favor 
of carrying the full line. It is plainly 
to be seen that the advertising done 
for any one product of a certain line 
a merchant carries, helps the sale of 
every other product in the same line. 
So the general advertising that we are 
doing, which by the way is far greater 
than that done by any other paint 
manufacturer, is one of the strongest 
reasons why each agent will find it to 
his profit to confine himself to our line. 
The next advantage that is found in 
a full line of our goods is the easy 
working qualitieti of caoh individual 
product we nmke, and there is no 



paint quality that appeals so strongly 
to the public as "Easy Working." 

"Easy Working" includes all the 
manipulation from the opening of the 
can to the finished job— an easy can 
to open, a paint always easy to stir 
and prepare for use, a paint that 
spreads easily and covers well, a paint 
that requires no humoring, a paint 
that dries well and presents the ap- 
pearance expected. All these qualities 
are included in every can of paint 
bearing The Sherwin-Williams label, 
and no greater recommendation can 
be given in favor of any line of paint 
products. 

Advertising that sells paint, easy 
working qualities that make friends, 
these are some of the advantages that the 
dealer with a solid front of The S-W. 
Products has over his competitors. 
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PORTRAITS OF S. W. P. MAKERS. 

W. B. Albright, Manager of the Railway Department of the Bast. 

r 





J HERE is one quality that is 
worth its weight in gold, 
and that is loyalty." This 
is a saying of the late P. D. 
Armour that the Company has used as 
a motto on its office walls. It is a 
noteworthy fact that intense loyalty 
and steady devotion to the best in- 
terests of the Company is one of the 
leading characteristics of all the men 
who are to-day shaping our policies 
and who have worked hard through 
many years to give the Company its 
present high standing. 

There is not one among us in whom 
the spirit of loyalty and a lively faith 
in our future are more strong than in 
Mr. W. B. Albright, a director in the 
Company and manager of the Railway 
Department of the East, with head- 
quarters in New York City. It is to 
his steadfastness coupled with his ca- 
pacity for hard work that he owes his 



present important position i n the 
Company. 

Mr. Albright is a native of Penn- 
sylvania, having been bom in Wash- 
ington Co. His business career dates 
from 1870, when he began as a clerk 
in a dry goods store in Fort Madison, 
Iowa, where he remained until 1878. 
Early in 1878, together with several 
associates, he branched out for him- 
self and engaged in the manufacture 
of paints in Cedar Rapids, Iowa. In 
1880, he accepted the position of 
salesman with another paint company 
and for five years traveled through the 
states of Kansas and Nebraska. 

His connection with The Sherwin- 
Williams Co. dates from 1885, when 
he was engaged to represent us in 
Northern Indiana and Western Mich- 
igan, which territory he covered until 
1890, when he was transferred to the 
Railway Department of the East, where 
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his good work soon won him recogni- 
tion and a directorship in the Company. 
Mr. Albright is a man of genial dis- 
position and is possessed of a manner 
that readily wins him friends and holds 
them, too. He is a staunch advocate 
of high quality and believes that the 
best in everything is always the cheap- 
est. He is one of the most popular 



and influential men in the railway 
supply business, is a member of the 
executive committee of the New York 
Railway Club, and belongs as well to 
many other railway organizations. 

Mr. Albright has the two great 
requisites of the successful man — 
devotion to his family and to his 
business. 



HELPS 

By an 
A thorough knowledge of the goods 
you are selling, the uses to which they 
can be put, why they are the best 
goods of the kind in town is absolute- 
ly necessary to good salesmanship. 
Where two men are trying to sell the 
same article, it's the one who shows 
that he knows what he's talking about 
who invariably makes the sale. If 
you are not perfectly famiMar with all 
the talking points of everything you 
have to sell, now during the dull 
season is the best time to ^' brush up." 
Make it a point to know your goods 
from **A to Z" ; see if you can't 
think up some new uses for them. 
Above all aim to be better posted than 
the "Other fellow's*' clerks, and 
you Ml soon find yourself more valu- 
able to your employer. 

^^ 

A great many clerks have the mis- 
taken idea that they do a customer a 
big favor by waiting on him. Noth- 
ing could be farther from the truth. 
lt*s the customer who does the clerk 
the favor by giving him a chance to 
increase his sales. The wise clerk 
will welcome every op[>ortunity to 
wait on the trade. No one will be 
too cranky or too exacting for him. 
It doesn*t take an exceptionally good 
clerk to sell the '^easy'* man; it's the 
•H^rank'* that points out the good 



FOR CLERKS. 

Old Retailer. 

salesman. Be first to wait on cus- 
tomers; and always be obliging, 
courteous, patient, and pains-taking. 



clerk's future has 
putting off things 



Many a bright 
been wrecked by 

until '* to-morrow." Be a man of the 
moment — do things now^ for the de- 
ferred task is always the hardest. 
Whenever there's any straightening 
to be done around the store, *'do if 
note'*; take off your coat, roll up 
your sleeves, and go right at it. A 
little practice in that sort of thing — 
doing it now — will make your work 
easier and far more pleasant. It'll 
save many a '-calling-down", too. 



It's a pleasure to be waited on by 
the self-reliant clerk — the one who's 
not afraid to express an opinion — the 
man who shows what he knows. That 
sort of clerk gets my order every time. 
He's the man I try to have w^ait on 
me, for there's a consciousness of self 
dependence about him that's refresh- 
ing — that gives me confidence in what 
he tells me. And I notice, too, that 
the self-reliant clerk is usually the one 
who*s the * "encyclopedia" for the 
rest of the clerks, and if I am not mis- 
taken he is usually the one who's first 
to be promoted. 
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STORE TALKS. 

Ads for the Dealer Who Has Good Things to Tell About His Store. 

I^HE news of your store, if well told, makes the best kind of advertise- 
ment you can possibly use. People are interested in the store they 
trade in ; they like to know what makes it a good store ; why the 
merchandise it sells is best for them. It interests them to know 
something of the store's policy, why it has been successful, etc. Some of the 
foremost retailers in the country make it a point to keep the public posted on 
their methods, their general progress, and the thousand and one little things that 
go to make up the e very-day store life, and they find it pays them well. 

Beginning with this number of The S.W.P., we shall print from time to 
time a series of ''Store Talks." We offer them merely as suggestions that can 
be turned to good account with perhaps a change here and there to make them 
suitable for your store. 

For the Drug Store. 

There are many reasons why this drug 
store does the best business in the county. 

When we started in business, we laid 
down as our guiding principles the buying 
of honest goods at honest prices, the selling 
of them at an honest profit, and the running 
of our store in a progressive, up-to-date 
manner. We have adhered strictly to these 
principles. There is not an article in our 
store that is misrepresented. Everything 
we sell is exactly what we claim for it and 
can be depended upon, for we keep a stock 
of clean, fresh, up-to-date, reliable 'goods. 

If you haven't yet bought anything of us, 
we should be glad to have you drop in and 
look us over. We have everything a good 
drug store ought to have. 

For the Hardware Store. 

The principal thing that has made this 
store headquarters for all kinds of good 
hardware is absolute honesty in selling our 
goods. We tell the truth about them every 
time and never misrepresent them. 

Good, serviceable hardware, the simple 
truth about it, and reasonable prices— these 
are our principles. They are the prin- 
ciples that have brought us the best hard- 
ware business in town — the principles that 
make this store a good store to trade in. 

For the Wall Paper Store. 

There are wall paper stores and wall 
paper stores. There are the kind that do 
not hesitate to sell out-of-date, undesirable 
patterns, and there are the kind that make 
It a point to sell only the latest and best 
patterns, to keep up-to-date with changing 
styles, the kind that make it a point to give 
honest value. 



This store is one of the last named kind. 
We are honest about the goods we sell. If 
the patterns are a little out of date, we say so. 
We don't try to fool our customers. That's 
why we're selling more wall paper than any 
one else in town. That's why^ this store is 
the best store for you to trade in. 

For the General Store. 

It's a satisfaction to know that the store 
you trade in is the right kind and that you 
may depend upon everything it sells. This 
store is just that kind. 

We exercise unusual care in the buying of 
our ^oods and sell nothing but what is sure 
to give satisfaction. We have built up our 
reputation on first quality goods and on 
honest value, and mean to continue along 
the same lines. 

We're not in business for a day or a 
year. We're in business for a life-time and 
we know that the only way we can merit 
trade is by giving more for a dollar than 
any other store in town. We are doing 
that now. 

For the Lumber Dealer. 

We have been in business in for 

years. During all that time our one aim 
has been to build up the biggest lumber 
business in this county. 

We have succeeded, not through any 
chance opportunities, but because we have 
studied the lumber business, because we 
have studied the particular needs of this lo- 
cality, and because we have always held 
strictly to honest business methods. 

There's no place in town that you can 
buy such good lumber at so low a cost, as 
here. And no other lumber dealer is so 
well fitted to serve you intelligently. 
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S. W. p. ADVERTISERS. 

Wnat the Agents are Doing in the Way of Special Advertising. 
LHE following is a good endorsement of the ''S. W. P. Advertisers' 
page, and shows what help can be obtained from it and what the ' 
agents can do to assist one another. In a recent letter, Mr. F. E. 
Tritt, Knightstown, Ind., says: " The S.W.P. is a corker for new 
I took from the April, 1902, issue of The S.W.P. , the cue given by 
Kayle«(t» iSi Moody, and worked it up in this way : I put a large and a small 
wheelbarrow out on the sidewalk with a tall man pushing the large barrow and 
a %mz\\ boy behind him pushing the small barrow. Each was suitably dressed. 
(>n the banners used were the words, 'We are pushing The Sherwin-Williams 
Paint for Frank Tritt'. I also hung this card on the boy's back: 'Everybody 
uses S.W.P. and Frank Tritt sells it.' I don't think I ever had so much com- 
ment as upon this simple and inexpensive advertising." 

F>ery agent ought to be encouraged by the above to tell other agents in 
this page what he is doing in the way of advertising. The better S. W. P. 
and S.W.P. agents become known, the easier it will be to sell the paint. 






The Queen City Furniture Co., Patterson 
and Eppinger, proprietors, Baker City, 
Oregon, know how to take advantage of an 
S.W.P. opportunity when it presents itself. 
Their spring order to us was for a carload 
of goods, mostly S.W.P. Before the goods 
reached Baker City, Patterson &c Eppin- 
ger announced the expected arrival of the 
carload by issuing a splendid S.W.P. talk 
in the form of a circular. Then when the 
shipment was received they announced the 
fact through forceful newspaper ads. 
There's nothing like taking advantage of 
opportunities, and no matter how big or 
small your S.W.P. order may be, make 
the most of it by talking it strongly. 



"Locals" if well written always make 
good advertising. Two of the best "local" 
ads we've seen in a long time are the 
following used recently by F. A. Curtis, 
S.W.P. agent in Cochranton, Pa.: 

"M. N. Shepard painted his dwelling 
12 years ago with The Sherwin-Williams 
Paint and it looks good today. No risk 
when you use this kind of paint. Sold by 
Curtis." 

"See the Brown, Monnin, Axtell, Drake, 
Whittling, and Methodist dwellings all 
dressed in their new coats of The Sherwin- 
Williams Paint. Sold by Curtis." 

It's a splendid idea, whenever an agent 
succeeds in having a house painted with 
S.W.P. to make mention of it in the "local" 
column. There's nothing so convincing as 
evidence and when a property owner sees 
such strong proof as is presented in Mr. 



Curtis' "locals," it's pretty safe to assume 
that it's going to make a lasting impression 
on him. 

"Get The Sherwin-Williams Paint on 
your house and you'll get satisfaction," is 
the heading on a "follow-up" postal card 
used some time ago by Montgomery Paint 
and Glass Co., Montgomery, Ala. The 
card was mailed to 1 large list of present 
and prospective customers and we under- 
stand it proved very effective. Montgomery 
Paint and Glass Co. are also original news- 
paper advertisers. Their locals and catch 
phrases are worthy of more than passing at- 
tention. Here are a few of them: "The 
ark wasn't painted with The Sherwin- 
Williams Paints, but like the ark S.W.P. 
withstands the elements." "Only objection 
to S. W. P., it covers too much and wears 
so long, can't sell enough of it nor often 
enough." 

An original and splendid method of get- 
ting good advertising out of every house 
painted with S. W. P. is that employed by 
S. L. McKay, our hustling S.W.P. agent 
of Kingsville, Ont. Whenever Mr. McKay 
sells S.W.P. for a house, as soon as the job 
is done he takes a picture of the building 
(he has his own camera), mounts the 
photo, and on the back of it pastes a picture 
of himself and his store with the wording: 
"This building was painted with The 
Shenvin-Williams Paint, sold by S. L. 
McKay." The picture is then presented to 
the house owner with Mr. McKay's com- 
pliments. 
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Two S, W.P, houses that stand side by side in Chandler^ Okla. 
Residence of Mr. Roy V. Hoffman. Body Residence of Mr. Peter D. Hoffman. Body, 
357 > trimmers 47^ and 382. loiver story, 4q8; upper story, jy^; trim- 

mer, Outside Gloss fVbite; roof, 401. 

S. W. P. TALKS OVER THE COUNTER. 

Talk No. 6 — With the man who buys by the guarantee. 



The Customer — Fra looking for 
paint for my house, Mr. Agent. 

The Af^ent — Good ! Have you de- 
cided on the colors you want, Mr. 
Customer? (^Hands him S. W,P. color 
card, ) 

TTie Customer — No ; (^taking the 
card and looking it over) not yet. 
How long do you guarantee this paint 
to wear? 

77ie Agent — I don't guarantee it 
for any specified length of time, but 
I do guarantee, and so do the makers, 
that if it's applied right on a proper 
surface it will cover more square 
feet to the gallon, work easier, look 
better, and wear longer than any other 
paint you can buy. 

The Customer — That's a claim that 
Mr. Jones down the street makes, 
too, and, what's more, he comes out 
flatly and guarantees that the paint he's 
selling will wear for a definite length of 
time. 

The Agent — Well, as far as time is 
concerned you can take any of the 



S. W. P. jobs in town as a fair ex- 
ample of the way the paint lasts. I 
can show you houses that were painted 
with S.W.P. ten years ago and that 
are still in perfect condition. There 
are others that have stood six and 
eight and were repainted only because 
the house owner wanted a change 
of color. Tom Davis' house on Main 
Street was painted with S.W.P. seven 
years ago. I haven't had a complaint 
during the fifteen years I've been sel- 
ling S.W.P. that I couldn't trace either 
to faulty lumber or improper use of 
the goods. There were two such 
cases and both men have used S.W.P. 
since with perfect success. 

The Customer — I'll tell you candid- 
ly, I'm simply investigating and I'll 
not buy any paint until I'm sure that 
it's the best paint — the one that's go- 
ing to give me good service. I don't 
mind saying that Mr. Jones' guarantee 
impresses me strongly. 

The Agent — After all, Mr. Customer, 
a guarantee is good only so far as the 
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reputation and worth of the house 
back of it is good. Isn't that so? 

The Customet — Yes! 

The Agent — I don't know anything 
about the company that Mr. Jones 
buys his paint from, but I do know 
about The Sherwin-Williams Company, 
the makers of this paint. Thirty years 
ago they began making paint in a 
small way in a one story building ; to- 
day they're the largest paint and var- 
nish makers in the world. 

The Customer — How do you know 
they are? 

The Agent — How do I know? 
Well, I know that they operate four 
large factories, in Cleveland, Chicago, 
Montreal and Newark ; that they have 
offices and warehouses in seven other 
cities ; that they make, treat, and refine 
all their linseed oil, manufacture their 
diy colurs : make all their varnishes, 
tlrleri»,and japans; operate their own 
tin can lartory. \\o\ factory, and cooper 
nhop; own their uwn steamship for 
hauling their lumber and flax seed 
kXkWsn the (ireat Lakes, and do all 
tiieir own [ printing. They are the 
liirgeJil consumers of linseed oil in the 
wi>fU! — even larger than the oil cloth 

The CustmHrr — Is that so? 

77/ r Agent — Besides, another 
Ihin^ in their favor is the fact 
thai Uu7 make nothing but good 
|)UinL Most paint manufacturers 
I nuke I wo graiies but The Sher- 
w hi- Williams Company make only 
tirir gra<k — the very best it is possible 
til iKunu failure. Now the point I 
^mH It* make is this: if The Sherwin- 
WihiHrnti t!tim])any have succeeded in 
linlhbn^ up surh a big business — the 
{m^r^i o! itn kind in the world — their 
jjOMih m\\s\ hit beUcr than any other 
nuint innkers*, or ihcy wouldn't have 



been so successful, 
in that? 



Isn't there reason 



)ii 



The Customer — Yes, I'll admit there 
is. 

The Agent — Again, as they make 
only the best paint, their workmen are 
always accustomed to maintaining a 
high standard of quality and they are 
not likely to overlook any of the little 
things that go to make good paint. 
That's reasonable too, isn't it? 

The Customer — Yes, it is! 

The Agent — Another thing ; it's a 
pretty safe rule to follow the crowd, 
and the paint that the majority uses, 
is the one that's likely to give most 
satisfaction. S. W. P. has a greater 
sale than any other paint on the mar- 
ket, and it certainly has a greater sale 
in this town than any other paint. 
Ask Mr. Smith, Mr. Williams or Mr. 
Jenkins what they think of it — they've 
used it. 

The Customer — I've noticed Jen- 
kins' house, and it does look pretty 
nice. 

TJie Agent — ^To get back to the 
guarantee, when you buy S. W. P. 
you get the guarantee of the largest 
paint company in the world ; you 
get the guarantee of over thirty years 
of successful paint making; you get 
the guarantee of the satisfaction it has 
given to paint users all over this 
country, and to many people right 
here in this town; and you get my 
guarantee that if it doesn't do all I 
claim for it, I'm perfectly willing to 
do what's right by you, and I guess 
you know me well enough to know 
that I'll stand back of that guarantee. 

The Customer — I believe that's the 
sort of guarantee I'm looking for. 
I'll be in again before I buy. May I 
take this color card home? 



\ 
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HAND WRITTEN WINDOW CARD SUQQESTIONS. 

To be written with blue pencil on wrapping paper. 
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A VARNISH THAT SELLS. 




is the varnish we 
like to talk. 

It's a good old-fashioned varnish 
that does the work and never brings 
discredit on a man. 

It's a varnish worth while selling — 
a varnish one can push with energy, 
with confidence, and with profit. 

Kopal is the painter's varnish. It 
never fails to win him. It's a varnish 
he can rely on— one he can swear by. 

Kopal is a well-made varnish. 

It won't turn white when water 
strikes it. 



It is made to last and shine. 

It is thoroughly aged. 

There is no work too good nor 
usage too hard for it. 

It can be used inside or outside. 

It's a varnish that sells. 

Kopal is gaining ground every day. 
It's the varnish we are pushing with 
all our might. It's one it will pay 
you to push. 

Put Kopal on your shelves, and 
you'll put money in your pocket. 

Price just right. 
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A GOOD WINDOW. 




The 



ERE is a very simple and 
attractive window and one 
that can be dressed with 
very little trouble, 
materials needed are a half 



gallon can and two one gallon cans of 
S. W. P., about a bolt each of red, 
white and blue baby ribbon or hand- 
kerchief ribbon, some white cheese 
cloth, a few S. W. P. color cards and 
a little paste. 

Cut the paper into six signs about 
twenty-four inches long and four 




inches wide ; then make another sign 
about twenty four inches long and 
twelve inches wide. Letter the large 
sign, ''Six S. IV. P. Points** and the 
small signs as follows : ' 'Looks Best* ' , 
''Wears Longest**, '* Covers Afost" , 
* ' Un iform Consistency " , ' * Most Eco- 
nomical** , *'Full Measure**, Paste 
the large sign on the middle of the 
window, inside, about three quarters 
up, and the six small signs below it 
on both sides. Arrange the space 
between the signs to suit your window. 
Next drape the floor and 
sides of the window with 
the cheese cloth. Then 
take the two one gallon 
cans of S. W. P., place 
them side by side in the 
window and on top of 
them put the half gallon 
can. 

After that cut the ribbon 
in eighteen strips, three of 
each color, paste the rib- 
bon, a strip of each color, 
on to the backs of each of 
the six small signs, one 
strip on each side and one 
in the center, bring it 
down, crossing the rib- 
bons from each sign, 
alternately, and tying 
them to the cans of 
S. W. P. as indicated in 
the photograph. 

Then nicely arrange a 
few color cards of S.W.P. 
in the window and the 
job is completed. If you 
have one of the framed 
S. W. P. show cards, it 
will add strength to the 
window if placed just 
behind the cans of 
S. W. P. 
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The path in the abo've picture all point to bouses in Warren^ N. H. nvithin sight 
of the store of our Agents Mr. F. C, Gleason, tbat ha^ve been painted nvith 
S.fF.P. Mr. Gleason says be bas Warren co'vered nvitb S.fF.P. It looks like it. 



A SUMilER OPPORTUNITY. 

The summer vacation time offers a 
splendid opportunity for working up 
profitable business with schools, col- 
leges, etc., as it is usually the time 
that all repair work, repainting, etc., 
is done in such institutions. 

If there are any schools or colleges 
in your town, it would be well to as- 
certain what improvements are con- 
templated this year, and if there is any 
painting to be done, send us the 
names of the trustees or whoever else 
has the work in charge and we will go 
after them with our "personal letters," 
and do everything in our power to 
help you land the job. 

There ought to be mighty good 
profit in this kind of trade, and it's 
surely large enough to warrant each 
agent doing his level best to secure it. 



•• FIRECRACKERS." 

Emerson says that "every great and 
commanding movement in the annals 
of the world is the triumph of enthu- 
siasm." That's true, for without en- 
thusiasm one can't hope to make a 
very great success of any undertaking. 

But no matter how enthusiastic a 
man may be at the start, something is 
needed to keep him keyed up— to 
keep him working steadily — to main- 
tain his enthusiasm at a high pitch. 

'•Firecrackers" and enthusiasm are 
synonymous. They are the best 
things in the world for livening one 
up. They give fresh vigor to our en- 
thusiasm and bring it bubbling to the 
surface. 

This is a "firecracker" talk for 
S.W.P. agents. It's intended to re- 
vive their enthusiasm, to touch their 
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loyalty for S.W.P., to stimulate them 
during the hot summer months. 

If you'll turn to pages 104 and 105 
of this number of The S.W.P. you'll 
find a representation of an immense 
organization made possible by enthu- 
siasm, linked, of course, with quality 
and push. 

Enthusiasm for a good article, 
backed with the right kind of push, is 
what has built up this big business. 



Enthusiasm — ^the right kind of enthu- 
siasm — the kind that'll take a man 
through discouragements — through 
hard work — the kind that brings with 
it patience and a determination to win 
out — will build up any business if the 
foundation — merit — ^is there. 

S.W.P. is the best possible founda- 
tion for you to build on. It's a foun- 
dation that'll bear every weight you put 
on it. It's a foundation for enthusiasm. 



Painted shed, 
Oil and lead ; 
Year sped. 
Paint fled. 



PLAIN FACTS. 

Stagnation follows too much hesita- 
tion. Never hesitate on S. W. P. It 
will stand by you, and back up every 
claim made for it. 



Painted shed, 
Roof Paint, Red ; 
Owner's dead 
Shed's still red. 

Wishes never fill a sack — wishing 
for orders wont bring them — ^the way 
to get them is to go after them. 

Well oiled machinery runs best. 
The retail store that is always ready 
to do business does most business. 

A full line of The Sherwin-Williams 
Products on the dealer's shelves rep- 
resents a paint stock that will win. 

** Everything comes to him who 
waits," but a hustling agent doesn't 
wait for S.W.P. orders — he goes out 
and gets them. 



You never know what you can do 
until you've tried. There's enough 
profit in the large package trade to 
warrant your trying to collar it. 

The agent who divides his time be- 
tween two lines of paint loses much 
of his talking force. There's plenty 
of profit and satisfaction in selling 
S.W.P. 

Cheap paint is like a caravan of 
empty wagons going down a hill ; the 
less virtue it has, the more noise it 
makes, and the greater are the claims 
made for it. 

A good idea isn't worth much if 
left unexecuted. When you feel you 
have a good thing, see what's in it. 
The men who do things are the ones 
who get there. 



WHEN YOU HAVE READ THE S.W.P. HAND 
IT OVER TO YOUR ASSISTANTS. IT IS 
rULLOFSUQQESTIONSAND ENTHUSIASM 
THAT CANNOT FAIL TO HELP EVERY ONE 
CONNECTED IN ANY WAY WITH AN S.W.P. 
AGENCY. •*DO IT NOW.** 
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RELIABILITY AS A BUSINESS FACTOR. 

RELIABILITY is one of the strongest factors in business life. It is 
the creator of confidence, and confidence is the foundation on 
which every business must be built in order to be successful. 
Reliability is the basis of credit. It is the one thing that 
weighs a man's worth, that determines his business standing. 

It is the most potent factor in the business world. Without it no 
business, whether large or small, can ever hope to succeed. Human nature is 
the same the world over, and to the reliable man, the trustworthy man, always 
comes the lion's share of trade. 

A reputation for reliability is worth having, is worth the striving for. It's 
a possession that once obtained will secure to its owner a trade that sticks, 
that rarely changes, and that can be depended upon for a steady patronage. 

Reliability and good quality go together. One stands for the other ; in- 
deed, there is nothing in all the world that tends more to establish a reputation 
for reliability than trustworthy, good quality goods. 

This is more especially true in the small town where a store is entirely 
dependent for its growth on the steady patronage of the same people day in 
and day out. The country merchant cannot afford to risk his interests for one 
moment by selling other than absolutely reliable goods. 

It pays in every way to be able to stand back of your goods, to know their 
worth, to be able to back up every claim you make for them, to know with 
absolute certainty that every statement you make will be borne out by the 
goods themselves. There's satisfaction in selling that sort of goods. There is 
in them that quality that quickly wins a reputation for reliability. They carry 
with them the confidence so necessary to successful business. 

Be careful then to select only those goods that are made by reliable manu- 
facturers, whose reputation is in itself a guarantee of reliability. Protect 
yourself and your reliability by maintaining a standard of quality in your store 
that will ever be your best claim for preference, that will single you out as the 
roost trustworthy man, and yours the store where reliability in its broadest 
sense is the underlying principle. 

Be reliable in every statement you make. Never sell goods for other than 
they really are and do not permit a clerk in your store to do otherwise. 

Mark your prices on the right basis and then stick by them. Establish a 
reputation for reliability by standing up for your goods. Do not be disturbed 
by the cry of price cutters, for such cannot and never will build up a business 
based upon the solid foundation of reliability. Make your advertisements 
reflect your store exactly. Be sincere in every word you say. 

These are the principles of reliability. They are principles that are 
inseparable from every successful business. 
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FISHING FOR FALL BUSINESS. 




LHE first thing to do when 
you're going on a fishing 
trip is to pick out good 
fishing ground. If you're 
wise in your selection there and have 
the right kind of bait, it's almost dead 
sure that you'll come home with your 
basket pretty well filled. 

The fish we're after this fall are the 
fall painting orders. Each agent 
knows just where they lie in his terri- 
tory, and each agent, therefore, is 
the one to choose the fishing ground 
for his own locality. 

We want an early start. Our hooks 
ought to be baited and our lines 
out before the ''other fellow" has 
begpn to think of the fall work. 
Just as it's the early bird that catches 
the worm, so it's the angler that's out 
in the gray of the mom that catches 
the fish. 

Now is the best possible time to 
start. The "dull" days are on and 
you can keep your clerks busy scout- 
ing around for good fishing ground. 
Begin now to make a list of all the 
property in your locality that is going 
to be painted or that ought to be 
painted. List the names of those 
who didn't paint last spring but 
who may paint this fall. Make a 
thorough canvas of your territory. 

Then send the names to us, using 
the blank you will find enclosed with 
this issue of The S.W.P. When you've 
done that you've shown us where the 
fish lie, you've brought us to the right 
fishing ground, and it's up to us to 



provide the right kind of bait, and to 
help you land the order. 

We have the best sort of bait for 
the purpose — our ''personal letters." 
They never fail to make a catch if 
dropped into the right pool. They're 
live bait that stir up the big ones, and 
if your lists are the right sort, if you've 
guided us to good fishing ground, you 
may be sure of a well filled basket. 

The fall painting season is getting 
to be larger and better with us every 
year. We attribute a large share of 
the increase to the good work ac- 
complished by our "personal letters." 
We are going to do all in our power 
to make the fall season of 1902 a 
record breaker for all of us. We 
have planned a rousing campaign and 
are going out with every hook baited 
with strong, forceful letters and plenty 
of good advertising. 

Every opportunity should be taken 
advantage of by each agent to get the 
full benefit of the work we intend to 
do. Don't fail to send us good lists 
of live names. Ferret out every- 
one in your locality who has any idea 
of painting. Keep your clerks busy 
on this work during the "dull" days. 
Make your list as large as you like as 
long as it is composed of live names. 

The names you send us now will 
not be worked until the first of Sep- 
tember, the time our fall campain will 
begin. Don't fail however to make 
use now of the blank we send you, 
as we want to have the letters ready 
to be mailed to your territory at just 
the right time. 
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HOT WEATHER ADVERTISING. 




IDSUMMER always 
brings a lull in busi- 
ness. It's vacation 
time when "how to 
keep cool" is the all 
absorbing problem. 
Goods are sold as 
well in warm weather as in cold. 
Trade, though reduced in volume, 
moves steadily. In fact, some lines 
sell better as the thermometer climbs 
higher. 

It's really surprising what good or- 
ders can be stirred up by a little extra 
"git up and git" during the "dog" 
days — the days when your competitor 
is lolling back and taking it easy. 

It's a mistake to stop newspaper ad- 
vertising as soon as the warm weather 
sets in. The papers are read in July 
as well as in December. 
Reduce your space if 
necessary, but don*t 
drop out. 

Be active in all your 
work. Make your window dis- 
plays just a little better than the 
"other fellow's-"; have your show 
cards in trim condition and in 
the proper place; "keep everlast- 
ingly at it," and you'll be storing up 
reserve force for yourself that'll 
bring you a good share of the summer 
business, and that will also be a big 
factor when the "busy" days come. 

The successful merchant is always 
careful to make his advertising season- 
able. It's as useless to push heating 
stoves in summer as it is to push ham- 
mocks in winter. The man who does 
the largest summer business is the one 
who caters to the summer trade. Hot 
weather advertising sug- 
gestions follow and we 
believe every agent will 
'^"^find at least one or two 





of them which he 
account. 



can turn to good 



The hardware dealer can advertise 
to advantage fishing tackle, sporting 
goods, ice cream freezers, refrigera- 
tors — all good summer lines. The 
window displays and cards should 
carry out the idea of summertime. 

Announce that ' 'a trip to the woods 
without a rifle spoils half the fun." 
Work up catchy phrases and sentences. 
They always attract attention. 

We suggest the following 
window display : Place a good 
sized shallow pan in one side 
of the window. Cover the bot- 
tom of the pan with sand and 
fill with water; conceal the 
sides by tree branches or sod. 
In the remainder of the space 
make a display of fishing tackle 
and outing goods. Suspend a 
fish pole across window with 




falling to 
the pole: 



line 
pan. Hang this card on 



WE'RE FISHING 

for business; 

Reduced prices for bait. 



An attractive hot weather display 
for the druggist can be made by plac- 
ing a large jar of gold fish in the mid- 
dle of the show window, with a few 
plants or ferns on each side. Cover 
the bottom of the window with 
sponges; over these scatter a dozen 
cakes of toilet soap. At one side dis- 
play this sign: 
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GET IN THE SWIM 



Nothing like a good swim and 
sponge bath to keep cool. 

Ask our prices on sponges, soaps, 
perfumes, etc. 



Soda water is a *'good seller" in 
hot weather, and should be advertised 
by show cards. So, also, should 
toilet articles for vacation trips, brush- 
es, combs, perfumes, etc. 

The i>aint dealer need not advertise 
as extensively in summer as in the 
sprmg and fall. Frequent changes in 
window display will sene as a remin- 
der to the public, and a small space 
in the newspaper will bring good re- 
turns. 

An appropriate window display can 
be made by hanging several cords from 
the top of the window to within eigh- 
teen inches of the l>ottom. Tie a can 
of j>aint to the lower end of each cord 
— a dittcrent |^nt on each one — 
S,\\ ,t\, S.IA\, Family Paint, Enamel 
Paint, Buggy Paint, etc. Arrange 
<\Mor-canis at the l>ack, and show the 
K>Uv>wmg sign: 



ON EVER Y LINE 

Y o u * H find 

we have 

the best values 



^.>ne gvKxl ivi'^t to urge is that in- 
Itrnor i>aiut:t^g vioae ^a^t Nrtore the 
U'.riS- Wji^c tor the $ui-mer %\I have 
aiirve luv.e to dr\ rhorv^u^hlv *ht> 
thev'rt^ d^ay without ^ncvv^\cn'<^rc*'"g 
thc-n. 

Prxfva?avo-< tor ta ' trade shou^i Sf 
n>aae viuii-^ the su-.r-er : the >^t■v.K< 



should be put in order early, the fall 
lists carefully made up, the advertising 
decided upon, and all preliminary de- 
tails settled. The mailing lists should 
be carefully revised, and all inquiries 
followed up. This takes time but 
will surely bring good results. 



The wall paper trade is always light 
in summer. Announce this fact in 
your advertising, stating that the dull 
season allows you more time to look 
after the details of a job; that warm, 
dry weather ''sets" the paper better 
than the damp, rainy weather of spring. 
If any lines are reduced in price they 
should be displayed in the window 
with cards showing the old and new 
price. Tell why the reduction is 
made — the shorter it's told the better. 
*'To make room" — ''hot weather 
prices*' — "quick moving prices" — 
a few words will tell the story. 



Many of the lines in a general store 
can be ad\*ertbed to advantage in hot 
weather. The suggestions made to 
the hardware dealer are of equal value 
to the general store-keeper. Harvest- 
ing implements will attract the farmer's 
attention. And as the fruit season is 
at its height, the fanner's wife will be 
interested in fmit jars, kettles, spoons 
and the varioos articles used in pre- 
serNin^- 



And remember that the store where 
everyoQe recei^-es fall value; where 
business is conducted in an honest and 
strai^htionranl manner, and where 
e^.^v lover and employee go after busi- 
se:>s w::h energy jmd enthusiasm, is the 
orte which is building up a reputation 
that :n ti'ue w H become its best adver- 
tise re-*c JL-^d most valitahle possession. 
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SUCCESSFUL S. W. P. AGENCIES. 

Ashman & Cullom, Frankfort, Ind. 





HERE'S 
an old say- 
ing that 
"one of 
the shortest and 
surest roads to suc- 
cess is hard work, 
and plenty of it,'* a 
saying which is 
proven true and very 
well illustrated by 
the success Ashman 
& Cullom, Frank- 
fort, Ind., have had 
with S. W. P. since 
they began to sell it. 
Early in 1901 they accepted The 
Sherwin-Williams agency and through 
dint of hard work and constant push- 
ing have sold over 1200 gallons of 
S.VV.P., a remarkable record when it 
is considered that it was their first 
year with us and that Frankfort is a 
town of only 10,000 population. 
Their previous high water mark with 

another brand of paint ^^ 

which they had been sell- 
ing for some time was 400 
gallons. 

Ashman & Cullom are 
hustling agents who firmly 
believe in the efficacy of 
personal work with their 
customers, and it is per- 
haps to their persistence 
in following up their trade 
closely with circulars and 
personal letters that ihey 
owe their success more 
than to anything else. 

They are very thorough 
in this work. A county 
newspaper solicitor, by 
private agreement, fur- 
nishes them with names 




The RJLLOWINC^MCD PfRSONS 

TtiBirrCMni^^viU Shmcr — < .^ 

ikCSl^ W-WftTiiipft 

.i_LE»PAujjcr- CultouifT " 

tN41LR>Ct * TiyilJJJIiM- «, 

WABUHII _, 

ShcrwmWi.uams 
PAtNT 



Card used by Ashman & 
Cullom y shoiuing names 
of persons to luhom they 
sold S. ^. P. in I go I, 



of persons who are 
going to paint or 
who ought to paint. 
These names are 
immediately sent to 
us for "personal let- 
ters," and in addi- 
tion a personal inter- 
view is secured with 
each property owner 
so reported. If this 
is impossible they 
employ a "personal 
letter" system of 
their own in such 
cases to supplement 
the letters we write for them. 
Exact record is kept of each one 
of these possible customers, when he 
buys his paint, how much, what colors, 
etc. If by any chance they do not 
succeed in making the sale a record 
is kept of where the man made his 
purchase and what brand of paint he 
bought. 

In this way very close 
touch is kept with the 
trade conditions in 
their territory and they 
are able to tell exactly 
what competition they are 
meeting with, how strong 
it is, and can consequently 
adopt intelligent and 
effective means to over- 
come it. 

In addition to this work, 
twice a year they use a very 
carefully prepared mailing 
list of two thousand names 
to which they send force- 
ful and convincing adver- 
tising matter. This work 
is closely followed by ad- 
vertising in the city and 
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country newspapers. 

Ashman & Cullom are in very 
close touch with the local architect 
who keeps them fully informed on all 
new work, which is of course persistent- 
ly and successfully followed. 

An interesting feature of their 
S. W. P. selling helps is a card 
they use, on which is hand printed 
the names of those to whom they sell 
S.W.P. It is surely a clincher that 
very few can get away from. 

They are also particularly strong on 
window dressing. Their chief clerk, 
Mr. Martin Manch, is a very taste- 
ful window dresser and a thorough 
paint man. He has the knack of in- 
jecting strong individuality into his 
windows and has done much to 
help them bring S. W. P. be- 
fore the public. One of their most 
effective window displays and the one 
which is illustrated on this page was 
made up of a tastefully displayed 
assortment of The Sherwin-Williams 
products, with a mirror painted with 
whiting on one side of the window. 
Over the mirror was suspended several 



old paint buckets showing different 
colors of paint running over each 
bucket and on to the mirr9r. The 
sign used was : S. W. P, is bound to 
spread, because it is made from good 
colors well mixed. 

Another very effective window was 
composed of six five gallon cans of 
S. W. P. accompanied by the card: 
Here is enough paint to cover g,ooo 
square feet, two coats. 

Still another was arranged with 
empty S.W.P. cans and a card which 
read: 77ie paint that was in these 
buckets is on the houses owned by the 
following; watch it. On the card 
were written the names of prominent 
property owners who had used S.W'.P. 

No matter what line of business a 
man may be in, if he's selling the 
right sort of goods and pushes them 
with the right kind of energy and 
enthusiasm and employs the right 
methods he's bound to be successful, 
and the agency that takes hold of 
S.W.P. with the determination to make 
it sell will never fail to corral the big- 
gest paint business in town. 




{^nr if Aahman Cr' Cu Horn's good windows. 
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S. W. p. TALKS OVER THE COUNTER. 

Talk No. 7 — With the man who wants to put off painting until spring. 



The Agent — I've heard you're go- 
ing to paint your house this fall, Mr. 
Customer, and I'd like to sell you 
The Sherwin-Williams Paint for it. 

The Customer — Yes, I was think- 
ing of doing it, but I guess I'll put it 
off until spring. 

The Agent — I would advise you to 
paint now, Mr. Customer, for the fall 
is the very best time of the year to 
paint in. The weather is more settled 
then, and you don't have to contend 
with the spring rains and fogs. 

The Customer — No, I believe I'll 
wait till spring. It will be just as 
cheap to do the job then, wont it? 

The Agent — It pays to paint just 
as soon as your house begins to need 
it, for the longer you put off the job 
the more it will cost you in the end. 
It's always wise foresight to keep 
your house well painted. 

The Customer — I don't see what 
great difference three or four months 
will make. 

The Agent — There's this difference, 
if you paint now, your house will 
be in better condition than it 
will be in the spring. There's 
always more or less moisture in a 
building after the winter snows and 
storms and the spring rains, and you 
knoMT that moisture on a surface is 
fatal to good painting. That's what 
causes paint to blister, and like 
troubles. 

The Customer — I often wondered 
what was the matter with Dick Hyde's 
house. You know it's blistered badly 
on one side. 

The Agent — It's his own fault. 
Last fall he was going to paint his 
house, but put it off until this spring. 
He had the job done early in the year 
when the building hadn't had time to 



dry out thoroughly. Then, too, he 
painted shortly after a heavy rain. 
Last September I urged him strongly 
to have the work done then, but he 
wouldn't take my advice, nor would 
he listen to me when I counseled 
against his having the job done so 
early in the year. 

The Customer — Yes, he admits 
that if he had done as you said, he 
wouldn't have had any trouble. The 
painter says so, too. 

The Agent — Some of the best look- 
ing jobs in this section of the country 
have been painted in the fall. Notice 
Mr. Gurley's house, how fine it looks, 
and how well it's wearmg. John Hazen, 
your nearest neighbor, had his house 
painted four years ago this August, 
and see what splendid condition it's 
in. Mayor Heplin's house was painted 
just three years ago, I think the work 
was done about the middle of Sep- 
tember, and there isn't a fresher 
looking job of painting in this town. 

The Customer — That's very true. 

The Agent — Yes, sir! And I could 
mention a number of others. You 
take my advice, and paint this fall. 
Do the job right now — you. couldn't 
select a better time. Here's a color 
card for you (hands him an S. IV, P. 
color card), you just read it and think 
the matter over, and I'm sure you'll 
decide to do as I tell you. I'm giv- 
ing you this advice because I think 
it's best for you and because I feel 
certain that you will get a good job 
and save money by having your house 
painted now. 

The Customer^WeW, I'll think 
about it. You certainly have given 
me new ideas about painting, and 
perhaps after all, I will have the job 
done this fall. 
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PORTRAITS OF S. W. P. MAKERS. 

Geo. W. Ford, Manager Printine and Advertising Department. 

r 





HIRTY years is a compara- 
tively short time for a busi- 
ness to grow from a small 
one story structure to be the 
largest paint and varnish organization 
in the world. When we look back 
over those thirty busy years, we realize 
more and more that without the master- 
ful advertising which we have been 
able to do we could not have hoped 
to have made headway so rapidly; 
and next to good quality, and indeed 
sometimes beyond it, we attribute our 
splendid success to good advertising. 
Both are necessary to the successful 
growth of any business. 

The man who stands at the head of 
our Printing and Advertising Depart^ 
ment and who has done so much in 
later years to push our business to the 
front is Mr. Geo. W. Ford. Mr. Ford 
IS a man of broad training and is well 
fitted by experience and peculiar talent 



to fill the important position he oc- 
cupies. 

His work with the Company be- 
gan in 1887, when he entered the 
Sales Department in the capacity of 
route clerk. He held this place for 
a few months only, being promoted 
later on to the position of private 
clerk to Mr. Sherwin, the president 
of the Company, in which position he 
remained for about two years. 

Early in 1890 he was transferred to 
the Printing and Advertising Depart- 
ment as assistant manager, and inside 
of a year found himself at the head of 
the department. 

Mr. Ford was now where he could 
display to better advantage the adver- 
tising abilities which he possesses in 
a marked degree. A new impetus 
was given to the work of the Printing 
and Advertising Department, it im- 
proved steadily in quality and in ef- 
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fecliveness ; the scope of the depart- 
ment was widened ; a marked improve- 
ment was noted in the character and 
general appearance of the advertising 
features and under Mr. Ford's able 
management, the department was 
brought up to a high degree of effi- 
ciency. 

An idea of the work now done by 
the department may be gained from 
the fact that in addition to doing all 
our own printing, bindery work and 
steel plate engraving, we turn out an- 
nually over 40,000,000 samples, the de- 
partment in which this work is done 
having a capacity of over 126,000 
samples a day. 

In addition to his ability as a writer 
Mr. Ford is an artist of no mean de- 
gree. Many of our present day and 
earlier color cards and counter display 
cards owe their existence to him. He 



is the originator of the famous ''Cover 
the Earth" design. 

He is genial in manner, is out- 
spoken and frank, and has the 
knack of drawing to him nearly every- 
one with whom he comes in contact. 
He is a hard and persistent worker 
and like everyone else connected with 
the Company has unbounded faith in 
our future. He is a firm believer in 
high quality in both goods and adver- 
tising and it is a noteworthy fact that 
The Sherwin-Williams advertising is 
always in good taste, a point which 
adds much to its effectiveness. 

Mr. Ford is a native of Cleveland 
and is a graduate of The Western Re- 
serve University. He is a member 
of many literary organizations and is 
always closely in touch with what- 
ever tends to elevate him in his 
chosen work. 



THE CLERK WHO SUCCEEDS. 

By an Old Retailer. 




\ SHORT time ago I dropped 
into a store to buy a paint 
brush. It was a hot day 
and I guess the weather 
had affected the clerks, for they were 
congregated in the back of the store, 
talking and doing everything else but 
attending to their business. 

The discussion must have been very 
interesting for although I drummed on 
the counter two or three times, not 
one of them made a move to wait on 
me. I lost patience and went out dis- 
gusted thinking to myself, **No won- 
der some people in this world never 
rise above a clerkship." 

The clerk who succeeds is the one 
who is quick to wait on his customers ; 
who doesn't let them stand around 
without being waited on. He is the 
man who takes a genuine interest in 
his employer's business and who isn't 



trying to do as little work as he can 
and still hold his job. He is the one 
who works just as hard and harder 
when his employer is away from the 
store. He is the one who doesn't 
talk politics, society, his best girl, etc. 
during business hours. And you may 
be sure he isn't the one who watches 
the clock wondering if it will never 
point to the closing hour. 

When I was in business the clerk 
who stood closest to me was the man 
who was always trying to advance 
my interests ; who showed by his 
actions while I was in the store that I 
could tiust him to keep busy while I 
was away. 

Often have I sat and mused bring- 
ing into being my ideal clerk and 
many a time have I pictured such 
a man's qualifications. 

He comes to the store bright and 



Digitized by CjOOQIC 



122 



THE S. W. p. 



early in the morning with his shoes 
well blacked, his clothes nicely dusted, 
and his general appearance bespeaking 
his interest in his work. 

His first duty is to see that the store 
is swept out clean, the stock dusted, 
goods tastefully arranged, and every- 
thing in order for the day's work. 

He has his eye on every customer 
who comes into the store, and is quick 
and courteous with his inquiry, "what 
can I do for you, sir, or madam." 

He is patient, obliging, and pains- 
taking with his customer ; never grum- 
bles because he has to go to a little 
extra trouble in order to show goods. 
Neither is he sour faced when he 
doesn't succed in making a sale, but 
on the contrary, is careful to show by 
his actions that his one aim is to please 
whether the sale is made or not. 

When his morning's work is done 



he goes to his lunch cheerfully, never 
taking more than the time allowed him. 

He doesn't grow weary as the day 
progresses. If his trade doesn't keep 
him busy, he busies himself figuring 
out what he can do to help the busi- 
ness, and then he goes and does it. 

He is in touch with his stock. He 
knows every article in it, it's talking 
points, selling qualities, etc. 

He tries to study trade condit- 
ions; and is ever striving to keep 
ahead of competitors. 

He never grumbles when he has to 
stay a few minutes overtime, nor does 
he drive customers away by his haste 
to put on the covers and by his actions 
which seem to say, *'\Vhy don't you 
hurry? Don't you see it's closing 
time, and I want to get away." 

That's the kind of clerk who suc- 
ceeds. He is the man who gets ahead. 




L 



An S. IV, P. School. 
rA# ^u nsa Rum *B mi n tss Calif j^e , ^a nta "Rosa, Ca i. Bsdy J 60 ; Tri mmerj^g. 
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BREEZY WINDOW CARDS. 

HIS is the time of 
the year when ev- 
erything about the 
store, especially the 
window cards, ought to be 
made as breezy and as sum- 
mery as possible. 

The window cards sug- 
gested on this page are very 
good advertising for the sum- 
mer season. They are inex- 
pensive and are very easily 
made. 

Buy the number of palm 
leaf fans that you need ; cut 
strips of heavy white paper, 
or better still two ply white 
card board, to fit the fans; 
write your ad on them with a 
blue pencil; sew the cards 
on to the fans, and the cards 
are complete. 

Another very good way to 
have your windows in keep- 
ing with the season is to let- 
ter in your firm name on a 
number of palm leaf fans, 
using one fan for each letter, 
then tie the fans together and 
string them in the window as 
a border with a hand written 
card advertisement in center. 
Another good summer win- 
dow and one which could be 
used by the druggist and gen- 
eral store-keeper alike, would 
be to use the fan border 
above suggested. Hang a 
wide brim straw hat in the 
window, place a bottle of 
cold cream, together with a 
fan on a small table, with 
nothing else in the window, 
and on the fan use a sign 
reading: ^'^ These three defy 
the sun. We sell them.'' 
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Talk No. I- 



MONEY MAKING SPECIALTIES.* 

-The S-W. Buggy Paint and The S-W. Enamel Leather Dressing. 



^HE Sherwin-Williams Buggy 
Paint is a money making 
specialty that ought to be 
on every agent's shelves, 
a color in varnish that was 
originally made for painting buggies, 
carriages, wagons, carts, sleds, etc., 





Originaly intended for painting buggies, 

but is also suited for porch and lawn 
furniture and similar surfaces where 
a paint that will stand outside ex- 
posure, and good, strong colors are 
desired. It is a splendid 
paint for radiators. 

It is made in liquid form, 
is easily applied, works 
freely, and dries with a 
high, long wearing gloss. 

It is put up in half pints. 



•This is the first of a series 
of talks on our g^eneral line of 
paint specialties. We want 
every agent to become thor- 
oughly acquainted with the 
entire line, for we believe that 
the best way for each agent to 
make the most of his agency 
and to secure the largest and 
best paying paint business in his town is 
to present a solid S-W. front. The sale 
of one S-W. line always helps the sale of 
every other S-W. line. 




The "Buggy Paint 
Color Card. 




pints and quarts, and 
comes in eight good 
selling shades. The 
color of the paint is 
shown on each can. 

The Sherwin-Williams 
Buggy Paint is the best 
specialty of its kind on 
the market. It is so 
far superior to other 
similar products that it practically 
stands alone. It proves its worth 
under every test given it and where 
put in competition with other makes 
comes out ahead every time. 

There's no other buggy paint that 
can compare with it in covering 
capacity, brightness of colors, easy 
working qualities, and long wear. 

Get a buggy spoke that has been 
primed black, paint one end of it 
with any color of The Sherwin- 
Williams Buggy Paint ; then paint the 
other end with any other brand and 
you'll soon see the difference. 
We give effective, forceful helps to 
agents who carry The 
S-W. Buggy Paint. The 
color card used in selling 
it is strongly worded and 
is nicely printed; the 
counter display card is 
unique and attractive in 
appearance; the can is 
effectively labeled and 
makes a splendid showing 
on the shelves. 



Get a buggy spoke and 
paint tt. 



IS 



The S-W. Buggy Paint 
one of the specialties 



we describe in the booklet 
we send with all personal 
letters written to property owners. 
It is a specialty we are pushing to the 
front and is a paint that every S-W. 
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Buggy Paint Dhpiay 
Card. 



a|?ent ought 
to carry on 
h i s shelves. 
It sells well. 
The Sher- 
win - Williams 
Enamel Leath- 
er Dressing ac- 
companies the 
Buggy Paint 
line. It is put 
up in varnish 
cans in the 
same sizes as 
Buggy Paint. 
It is especially 
suited for work 
at home. 

it does not 



in repair shops and 

Unlike other makes, 
crack when the buggy top is collapsed, 
nor does it turn brown. It is made 
from good materials and retains its 
color and lustre for a long time. 

A strong and attractive counter dis- 
play card is used to help sell The 
S-VV. Enamel Leather Dressing. It 
is also described on the 
Buggy Paint color card. 
One line helps sell the 
other. 

There can be plenty of 
profitable business worked 
up on these lines with the 
livery stables in each 
town. There are no 
other paint products that 
are so adaptable for use 
in the average bam. It's 
truly surprising at what a little cost, 
buggies, phaetons, carriages, wagons, 
etc., can be kept in good order by 
the use of The S-W. Buggy Paint 
and The S-VV. Enamel Leather 
Dressing. 

We are prepared to help every agent 
who has these goods on his shelves 
now or who is ready to put them 




The S'fy. 'Buggy 
Paint. 




in stock to go after the livery trade. 

We will gladly write personal letters, 
send color cards, and do everything 
in our power to help sell the goods. 
We will push the lines with all the 
force of our immense organization for 
any agent who will take 
hold with us and let us 
push them for him. 

If you are not carrying 
the above products it will 
pay you well to write us 
at an early date for prices, 
color cards, and further 
information. You couldn't 
select any better time than 
the present to stock up on 
them. A sample order 
placed now will enable 
you to introduce the goods thoroughly 
into your neighborhood this fall, and 
will place you in a position to be able 
to go after the spring business on them 
with more certainty and greater profit. 
Write for prices today. Do it no7v. 

If you are selling the goods and 
want to work up a big sale on them, 
send us the names of all the livery 
stable owners and everyone else in 
your territory who is at all likely to be 
interested in the goods and we will 
give you every help to push the goods 
to the front. 



The S'fF. Enamel 
Leather Dressing. 



THE 

SHERwmWitmm 

EnamelLwthep 
Dressing 




Enamel Leather Dressing 
Display Card. 
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S. W. p. ADVERTISERS. 

What the Agents are Doing in the Way of Special Advertising. 

LHERE is a growing appreciation among the agents of this, their page. 
The number who contribute to it and who take advantage of the 
good suggestions it always contains, we are glad to say, is daily 
increasing. 

Each and every agent ought to consider it a part of his duty to see that 
this page is always brimful of useful ideas. Whenever any agent does any 
special S.W.P. advertising, he ought to make it a point to send us samples, a 
short description of the plan, and if possible a photograph. 

on their letter head and is forcefully worded. 
It starts out by saying that they are the 
local agents for S.W.P. and goes on to tell 
in a straightforward way of the size of The 
S-W. Co. and advances telling arguments 
in favor of the good people of Oxnard using 
S.W.P. The letter is a good one and we 
congratulate The Colonia Co-operative Co. 






Card rack made and used by 
Van Dyke & Sprietsma, Holland ^ Mich. 

The accompanying is a photograph of a 
very tasteful and useful color card rack made 
and used by Van Dyke & Sprietsma, Hol- 
land, Mich. It is always a good plan to 
have a certain place in the store for color 
cards, booklets, and all advertising matter 
bearing on the lines you are selling so that 
the newest clerk in the store will know just 
where to look for them. It saves time and 
keeps the cards fresh and clean. 



Mr. Auris Finstad, Arlington, S. -D., 
seems to have succeeded in securing the firm 
support of the painters of his town for 
S.W.P., and they are doing some very ef- 
fective advertising for him. Mr. Finstad 
had S.W.P. painted in red letters on the 
back of the white coats of the painters, 
and advises us that the scheme is doing 
good work. Nearly everyone the painters 
met would stop them and ask what S.W.P. 
meant, so you may be sure that the paint 
is pretty well advertised in Arlington. 



The Colonia Co-operative Association, 
Oxnard, Cal., send us a copy of a "per- 
sonal letter" which they are using with 
wonderful effect. The letter is typewritten 



A novel scheme of keeping The Sherwin- 
Williams Paints before the housekeepers is 
the cash register check used by Mr. D. C. 
Taylor, Lucknow, Ont. Mr. Taylor be- 
lieves that the queen of the household 
wields a heavy sceptre when it comes to 
buying paint and he certainly has adopted 
a good plan to win her favor. 

Whenever an opportunity comes your 
way make the most of it. That's what 
Mr. Jas. Bracken, S.W.P. agent in Italy. 
Texas believes in. as he conclusively 
proved by a recent window displav which 
he used. In Italy is 



D C. TAYLOR. 

LUCkNOW. OtiT 

HARDWARE. 

Retorn $<o (ft cash ch«ck» 

and 2*1 >) cenH 

•n trad* frr« 



an old resident of 
Nova Scotia, who re- 
ceives a newspaper 
from home every week . 
Recently he got one 
containmg an ad of 
our agent in Liver- 
pool, N, S., Mr. C. 
V. Mackintosh. He 
took the paper to Mr. 
Bracken's, showed 
him the ad saying, 
"The Sherwin-Wil- 
liams Paints do surely 
cover the earth." Mr. 
Bracken instantly con- 
ceived the idea of mak- 
ing use of the ad. He 
had a dummy man The cash register 
made out of S. W. P. check of D. C. Taylor, 
canswith a paintbrush Luckno*w^ Ont. 
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in one hand and an S.W.P. can in the other. 
On the dummy's head was placed an old 
soft hat with light red hair sticking through 
the holes in the crown. Hanging out of 
the coat pocket was a copy of " The Liver- 
pool Advance^ showing Mr. Mackintosh's 
ad; the sig^i used was "i^ Paint Man from 
Nova Scotia.'' 

A veiy good window was that recently 
dressed by Wm. B, Barr, Charleston, W. 
Va. He painted one of his regular display 
windows with white, divided it into two 
compartments with white muslin. In one 
side he put a pans green advertisement, it 
being the time of year to sell paris green 
for potato bugs, a deck of cards, a 
package of cigarettes, a can of morphine, 
some dice, a lump of opium and a 
pipe, aranged around a skull and cross 
bones. The card used was "Every- 
thing in this side is poison.'' In tne 
other side he placed a new plow with a can 
of S.W.P. , an S.W.P. color card, a brush 
and a color card of Wagon and Implement 
Paint. The window was a very timely one, 
and proved to be so attractive that it was 
editorially mentioned in the local newspaper. 



PROSPEROUS TIMES FOR THE 
PAINTER. 

The following bank advertisement 
which appeared recently in one of the 
Cleveland papers is a very good sign 
of the prosperous condition of the 
painter and is an indication that the 
season just past was an unusually 
good one for him : 

Painters 

know that the busy time is here and they 
are making hay while the sun shines. 

Bring some of the dollars around to us — 
wc will keep them safely and return with 
4 per cent interest. 

We have every reason to believe 
that the coming fall season will be 
equally satisfactory to him. It cer- 
tainly will be a good season for 
S.W. P. painters, in view of the strong 
efforts we are going to put forth to 
make the fall season a record breaker, 
and each and every agent ought to do 
his best to enlist all the painters in 



his territory under the S. W. P. 
banner. 

You have the best arguments in the 
world to advance. We are constantly 
striving through general advertising, 
personal letters, etc., to induce people 
to use paint more, and we invariably 
recommend the employment of prac- 
tical painters. 

It's a noteworthy fact through your 
efforts and our own, the demand for 
paint is becoming greater each year, 
and what is of special importance, 
people are beginning to use paint 
where they never thought of using it 
before. 

As a result of these efforts there is 
more general employment for the 
painter. 

It stands to reason then that it*s to 
the interest of the painters in your 
locality to work with you, and you 
could use no more telling arguments 
to win their co-operation than those 
advanced above. 



SCHOOL BUSINESS PAYS. 

In the July issue of The S. W. P. 
we suggested that each agent hunt up 
the schools and colleges in his ter- 
ritory with a view to securing the 
paint order for the annual renovation. 

It pays well to go after this trade. 
It usually requires a good many gal- 
lons of paint to do the job, and in 
addition it*s a strong argument to 
be able to say that such and such a 
school or college is painted with The 
Sherwin-Williams Products. 

We are prepared to give good help 
wherever such a job is in sight. Just 
send us the names of the trustees and 
those interested in the work, and we'll 
use our most forceful letters on them 
for you. Between us we surely ought 
to be able to land the order. 
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A man always has time if he'll only 
use his time well. 



PLAIN FACTS. 

A good leader always has a good 
following. Kopal is a varnish leader 
that painters follow. 



Enterprise is the brightest jewel a 
young man can wear. 

Good goods and a good store will 
stand good advertising. 

Put S. VV. P. on your house and 
you'll put tenants in it. 

The man who loses his energy soon 
loses his independence. 

No man is down in the world un- 
less he consents to stay down. 



Troubles with paint? S. W. 
made to prevent paint troubles. 



P. is 



Good varnish soon creates a good 
market. S. VV. V. is good varnish. 

Nothing turns a successful man 
from what he determines to succeed 
in. 

No mailer how good an article 
may be, it needs to be advertised to 
be sold 

'*A man's worth in the world is 
estimated according to the value he 
puts on himself." 



'•It's not the time, nor the place, 
nor the circumstances that win suc- 
cess — it's the man." 

Good resolutions without actions 
don't count for much. Resolve to 
put Kopal on your shelves and do it 
now. 

The secret of perfect painting lies 
in getting the right paint on the right 
surface. The S-VV. Buggy Paint is 
the right paint for the right surface. 

Don't judge a paint by the price 
asked for it, but rather by the way it 
sells and the wear it gives. Judged 
by these standards S.VV.P. is always 
on top. 

One of the main factors in winning 
success in any line of business is 
''hard work." Right methods and 
hard work are a combination that 
simply can't be beaten. 

United forces grow in strength 
and win the largest measure of suc- 
cess. The most successful S. W. P. 
agents are the ones who join forces 
with us, and work with us, and let us 
work for them. 



WHEN YOU HAVC READ THiS.W.P. HAND 
IT OVER TO YOUR ASSISTANTS IT IS 
rULLOFSUaOESTIONSAND ENTHUSIASM 
THAT CANNOT FAIL TO HELP EVERY ONE 
CONNECTED IN ANY WAY WITH AN S.W.P. 
AGENCY. oDO IT NOW.** 
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THE FALL AS A PAINT SEASON. 

How to Make It a Big One. 

believe in the fall. 
We believe it's a good painting season, and a good 
season to work hard for paint orders. 

We intend to do all we can in every department of 
our organization to make this fall the biggest fall in 
our history — the biggest for our agents and for our- 
selves. We'll put all the "push" and energy at our 
command into the campaign, and, with the co-operation of our agents, have no 
doubt of our ability to succeed. The business is to be had if we go after it as 
we should. WiWyou help in your locality? 

The fall is a short painting season. For the greater part of North America 
it starts about the middle of September and doesn't run very far into November. 
There are not two full months of it, but it is filled with opportunities that will 
bring money to your till if you work hard and fast enough. 

We'll have to crowd a great deal of effort into the first week of September 
—get an early start. There'll not be a moment up to the first of November 
that we can relax. It must be a steady fight from beginning to end. 

Every possible paint buyer should be rounded up and not a single order 
allowed to escape. We must get after the property owners earlier and keep 
after them faster than in the spring. They can't take as long to make up 
their minds, and if we're slow the "other fellow" will get ahead of us. 

The Company has made extensive plans for the fall campaign, and every- 
thmg is now ready for the start. 

We have special fall letters for the property owners' names you send us, 
and we'll follow them up at shorter intervals than in the spring. 

Every painter's name our agents have sent us will receive a series of strong 
advertisements, mailed between the toth of September and the ist of October. 

We have prepared an unusually large stock of our regular advertising fea- 
tures — ^the display cards, posters, color cards, &c. — to meet all needs of the agents. 

Our representatives are all determined to make this season a record 
breaker and are ready to give the best of help to those they call on. 

This number of The S.W. P. is full of fall ideas that we urge you to 
read and put into use. Our entire organization is ready to help you 
carry them out. You can depend on our co-operation. We are keyed up to 
a high pitch of enthusiasm for the campaign, and if you don't call on us to help 
fight it out in your locality we'll be greatly disappointed. 

There's money to be made in pushing paint this fall, so let's go after it 
and get it. 
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profitable ihan the 
previous year for 
both our agents 
and ourselves. 

There is every indication that the 
coming fall season will be one that 
will bring business to all of us, if we 
go after it in the right way and with 
the determination to get it. The 
phrase that we've often used, the way 
to get business is to go after it^ and 
the way to go after it is to get it, ex- 
presses exactly our determination to 
go after paint orders this fall in a way 
that's bound to get them and bring 
more business to every agent who co- 
operates with us. 

Where to Look for the Orders. 

The man to look to for fall orders 
is the property owner. We must go 
after him with energy, if we expect 
the fall season to be as good as it 
ought to be. It pays to do so for 
many reasons, principal among which 
is the fact that the crops are all harv- 
ested then and the farmer and town 
property owner are more likely to con- 
sider favorably the painting of their 
property. 

We have every argument on our 
side to convince them that the fall is 
the time to paint, and good reasons to 
show why S.W.P. is the paint to use. 



THE PROPERTY OWNER 
IN THE FALL. 

Why Fall is the Best Painting Season. 

In the fall the weather is settled; 
there is less likelihood of rain, and one 
doesn't have to contend with the 
moisture that is usually in a building 
after the spring rains. Then, too, if 
a house needs painting, it certainly 
ought to be painted before the winter 
sets in, in order to protect it against 
the racking storms and snows, and 
the inclement winter weather. 

Again, if the painting is done in the 
fall, the great annoyance of gnats and 
flies sticking to the surface is entirely 
obviated. 

It pays to paint just as soon as a 
building needs it, for the longer it is 
put off, the more it will cost to get the 
right sort of job. This is particularly 
true in the fall season. 

These are arguments it's hard to 
get away from. They are logical and 
if presented to the property owner in 
the right way, they are bound to im- 
press him. 



How We'll Help Land the Orders. 

We are ready to help you drive 
these points home, and to bring them 
before every possible paint user in 
your locality, if you will but work 
with us. 

We have prepared a series of spec- 
ial letters for property owners who 
think of painting this fall, and another 
series for those house owners who 
ought to paint their property. These 
letters dwell on the fall as a good 
painting time. They point out the 



Digitized by CjOOQIC 



THE NEW YORK 

I PCBL:C LIBRARY 



THE S. ». P. 



1. 



■' LENOX /VND jj»^ 



advantages of painting now. They 
contain convincing arguments in favor 
of using S.VV.P. 

As the fall season is necessarily 
shorter than the spring season, the 
''personal letters" will be written at 
closer intervals and the campaign 
will be carried along with much zeal 
and energy. 

We want to send many of these let- 
ters into your territory. We want to 
go after every property owner who is 
at all likely to do any painting or who 
you think could be induced to paint. 
Wc are ready for a vigorous, success- 
ful campaign and are depending upon 
you to help us. 

How to Work up the "P.O." Ust. 

If you haven't yet made a list of all 
the houses in your section that are 
going to be painted, or that need 
painting, please do so at once. Start 
your clerks out now, before the fall sea- 
son opens, and have them thoroughly 



canvas your territory for prospective 
customers. Make your list as large as 
you like — the larger the better — as 
long as it is composed of the right 
sort of names. 

Make it a point to return promptly 
the blank you will find enclosed with 
this number of The S.W.P., and see 
that it is well filled. Then write us 
for more blanks and keep us busy 
hustling for orders for you. 

All our "personal letter" work will 
begin the first week in September. 
The names that were sent us in re- 
sponse to the August issue of The 
S. W. P. will be written at the same 
time. As advised, we held them over, 
because best results from work of this 
sort could not be obtained during the 
hot months. 

The fall season is a short season, 
but let us work with all our might to 
make it a busy one. We couldn't do 
it in any better way than by going 
after the property owner. 




THE CLERK IN THE FALL. 

By an Old Retailer. 
ACH clerk, every man and 
woman, in the employ of 
The Sherwin-Williams Com- 
pany is going into this fall 



campaign fully determined that if his 
or her share will make the fall season 
a success, it wiii be a success. 

It's just that spirit, which is always 
found in every one of our employees, 
that has done much to make us suc- 
cessful. And that same spirit if dis- 
played by you will make your employ- 
er more successful and therefore add 
to your success. 

You have an important part in this 
campaign. You are the **man behind 
the gun," and if you don't do your 
share, the battle cannot be won. 

What can you do ? Many things ; 
and here are a few of them : 



Carefully prepare the list of property 
owner's names, and mail it to us promptly. 

Keep your eyes and ears open and when 
you see a piece of property that ought to be 
painted or hear of one that is going to be 
painted, let us know. 

If the stock isn't in good condition, re- 
arrange it now before the busy season begins. 

Have you plenty of color cards? It not 
let us replenish your supply now. 

Marshall the display cards on the coun- 
ters and show cases so they'll strike the eye 
the moment a customer enters the store. 

Are you sure you know all the talking 
points of S. W. P. and our other lines? If 
not, write us for booklets and full informa- 
tion. Read the color cards. 

Get your employer's permission to send 
for the newspaper electrotypes mentioned 
on page 136 of this issue. 

It he's too busy, see if he won't let you 
send for prices, etc., of Enameloid, and The 
S-W. Commonwealth Bam Paint. 

And, finally, work, work hard, to sell 
every inquirer. 
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SUCCESSFUL S. W. P. AGENCIES. 

The Ryder Hardware Co., Harrisburs: and Steelton, Pa. 




T is always best to secure 
your order just as soon as 
you can, for as long as your 
customer has not bought his 
paint, the * 'other ^eiiow*' has a chance 
at him. 

That's the principle that underlies 
the success The Ryder Hardware 
Company, of Harrisburg and Steelton, 
Pa., have made with S. W. P. It's 
the principle that has brought them 
business and is bringing them business 
every day in their other lines. And 
it's a principle that is bound to bring 



fact that the men who 
make the most of their 
S. W. P. agencies are 
the ones who have 
adopted as their mot- 
to, '*Do it now," and 
who, when there's an 
order in sight, are tire- 
ess in their efforts to 
secure it, and who 
believe thoroughly in 
the good old maxim 
brought up-to-date, 
having is worth going 




Sni'vely Ryder 

7vhafs 7vorth 
after hard. 




Interior of The Ryder Hardware Co* s Harrisburg Store, 



success 
that he' 



e> 




to any man, granted of course 
s selling the right goods. 

''Procrastination is 
the thief of time", 
it is also the thief of 
business, and many a 
good order has been 
lost by not going after 
it at the proper time. 
And it is a noteworthy 



The Ryder Hardware Company first 
began selling S.W.P. a little over six 
years ago. Mr. Snively Ryder, the 
proprietor, says: "It took a good 
deal of nerve to tackle S.W.P. at the 
time, for there was not a good high- 
grade paint sold in Harrisburg. But 
I have made a reputation for myself 
and S.W.P. that is constantly spread- 
ing and that is more than repaying me 
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for my early struggles." 

There is a spirit of aggressiveness 
in everything that Mr. Ryder does 
that brooks no opposition and that 
carries everything before it. He be- 
lieves thoroughly that best goods sell 
best, and also that good goods will 
stand good advertising. And what is 
of most importance, he "practices 
what he preaches." 

Beginning with the inside of his 
stores, Mr. Ryder lays his plans and 
so arrays his advertising that even the 
most casual observer cannot fail to be 
impressed by the splendid display of 
S.VV.P. that greets him the moment he 
sets his foot inside the door. S.W.P. 
on the shelves — S.W.P. on the floor — 
S.W.P. on the counters — S.W.P. right 
up in the front of the store — S. W. P. 
everywhere you turn. There's no 
vantage point overlooked. S. W. P. 
has the place of honor, and by the 
way it is covering the towns of Harris- 
burg and Steelton it is proving that it 
is well worthy of the place, and does 
credit to Mr. Ryder's sagacity in put- 
ting the energy into its sale that he 
does. 

But the best article that ever was 
made can't sell itself, and even 
though thousands and thousands of 
dollars were spent in advertising it, if 
it is not handled by the right sort of 
salesmen, no great sale can be worked 
up on it. Mr. Ryder is fortunate in 
having an energetic, loyal corps of 
competent salesmen — men he can de- 
pend on, and who ably second all his 
efforts. "Without them," he says, 
"I couldn't have hoped to have made 
the success I have 
made, and I at- 
tribute a good share 
of my prosperity to 
their loyalty and 
> hard work. ' ' 

Wherever you go 



"s^r.^ 





A Characteristic Ryder Wttidofw 

almost invariably you can pick out 
the best and most aggressive store 
by choosing the one with the best 
windows, and the windows of The 
Ryder Hardware Company are no 
exceptions to the rule. They are 
always in good taste, well dressed, 
and the goods, particularly S.W.P., 
displayed in a way that is sure 
to attract more than passing at- 
tention. One of their recent windows 
is reproduced on this page, and a 
glance at it is sufficient to show that 
someone in the company is making a 
careful study of the proper way of dis- 
playing goods to advantage. 

This window was designed by plac- 
ing on one side a gallon can of a com- 
peting brand of paint, which by the 
way was short measure, inside a gal- 
lon can of S. W. P., with the card: 
You can't put a gallon can inside 
another gallon can; neither can you 



The Ryder 'Bill-bead 
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put a gallon of faint in a three quart 
can . On the other side of the window 
were a pair of scales with a gallon can 
of S. W. P. and a gallon measure 
balanced, the sign ''Full Measure" 
was used here. 

Historical cards also add interest to 
the everyday windows of The Ryder 
Hardware Co. These are made by 
placing a card in the window each 
day, telling of some event in the his- 
tory of the country that happened on 
that day. Here are a few samples: 

March ig. 
"Battle of Bentonville, fSdj, 
Every can of S. fF. P. lives up to its 
reputation. 

Afarch 20. 
Columbus returned toPalos, Spain ^ 1493^ 
after discovering America. 

S. fF. P. has crossed the ocean after 
covering the greater part of America. 
April g. 
Gen. Lee surrendered to Gen. Grants 

Cheap mixtures are surrendering the 
earth to S. W. P., 1902. 

(icneral outside advertising also 
forms an important part of the Ryder 
S.W.P. campaign. One of their best 
paying outside ads for the cost was 
secured by having signs made out of 



packing boxes and lettered by the 
clerks during the dull season. Several 
hundred of these signs were used. 

The Steelton store is under the 
management of Mr. W. A. Maginnis, 
who has exactly the same ideas as Mr. 
Ryder in regard to S. W. P. and who 
also believes in the power of good ad- 
vertising. 

One of Mr. Maginnis' most effective 
S.W.P. helps is a hectograph — a home 
made affair. With it he reproduces 
some very clever hand written adver- 
tisements, which are placed in the 
hands of every property owner in 
Steelton and vicinity who has the 
slightest idea of painting or whose 
property ought to be painted. 

These ads are splendidly written 
and are the kind that gets orders. 

Mr. Maginnis, we are sure, will be 
glad to tell any S. W. P. agent who 
writes him how he works the hecto- 
graph. 

Although the Steelton store was 
opened only the first of this year, it 
already has established itself on a firm 
footing, and under Mr. Maginnis' 
able management is forging ahead 
rapidly. 



QOOD FALL WINDOWS. 




tOOn windows are a very 
nerossary part of every ad- 
vertising campaign . If they 
arc larking in attractiveness 
or Air nt>t u]>-tOMl;Ue in every res|>cct, 
the bu^incss thcv can bring into your 
sloit* tnav pass bv and go to the other 
IcUow. 

rhc wnulow \vc have iUustr^ted on 
thr oppo>uc page is in all respects an 
rtihunable one lor the lalK lis chief 
cha»n\ he"* \\\ Us suwphcrtv, F.xery 
detail can be taken \\\ at a jjlance and 
A );x^od \n^pje>Mon letl t^n tlte tnnul of 
the onlvH^ket. 



It's very easily made. Drape the 
back of the window with white cheese 
cloth. Procure a quantity of large 
maple and oak leaves — get those that 
are beginning to change color, and 
that show the signs of fall. Fasten a 
number of them onto the cheese cloth 
in a careless manner to represent as 
nearly as possible the natural falling 
of the leaves, with some full branches 
at the top. Scatter leaves and small 
branches over the bottom of the win- 
dow around a small, well arranged 
display of S.W. P. 

(.>n the front window pane paste a 
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A Windoiv Ail Ablaze 

border of leaves, alternating with the 
pail ''cut outs*' or Cover the Earth 
enclosing slips. Use this sign: 
^''Nature and the wise house owner 
arc both putting on neiv colors,** 

Another effective display can be 
made by draping the window in about 
the same manner as above, placing a 
sheaf of wheat in one side and a nice- 
ly arranged pyramid of S.VV. P. cans 



li'ith the Colors of Fall. 

in the other. On the sheaf of wheat 
place the card : The sign of a good 
harvest; in the front of the S.VV. P. 
pyramid lay the card: The sign of 
good paint. 

In addition to these windows, there 
are many more equally attractive 
shown in our booklet, ''Window 
Dressing.*' If you haven't a copy 
write for it to-day. 
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THE NEWSPAPER IN THE FALL CAMPAIGN. 

LHE fall campaign wouldn't 
be complete and the best 
results couldn't be expected 
without good forceful news- 




paper advertising to back up the rest 
of the work, to strengthen the ''per- 
sonal letters", and to bring home 
more closely to the house owner the 
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general advantages that are to be 
found in painting his property now. 

But in the hurry that is incidental 
to a "rush" season, as this fall is 
bound to be, it is likely that some of 
the agents cannot give proper atten- 
tion to the preparation of good 
"copy" for the newspaper work. 

Good "copy" is 
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absolutely neces- 
sary if one expects 
to make the most 
of the newspaper 
space. Without it 
the money used for 
newspaper adver- 
tising will not be as 
good an investment 
as it would be were 
careful thought and 
attention given to 
the filling of the 
space. 

The electrotypes 
reproduced on this 



page are good "copy" for you to 
turn into your printer. They have 
been carefully prepared with the ex- 
press purpose of making them dove- 
tail into the fall campaign, and with 
the view of bringing more clearly to 
the property owner's mind the true 
value of the fall as a painting season. 

We strongly urge j^ -^hi" Ci^ , 

each and every jPl 
agent to order at CJ ff I S E 
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least one or two 
these electrotype! 
— all of them if you 
can use them 
They will be fur- ^^ 
nished free for the W ^'^ 
askmg, and will/ ^ 
save the bother and /^ ^^j; _ 
worry of writing . S,^^^^ 
your paint ads, giv- Ai * : • ^•^^„•^ ^ 
ing you more time >^*"f!!«2',:*'*"''-^ >?>. 
to devote to pushing ^ "^" ^ 

the campaign more i^0 ^^^^ ^ ^ 
strongly in y o u r ^,.,, , ^^^ J*;,'^'^^ ,„. 
store and in your Order by xc tot. 
direct work with the property owner. 
Pick out the electrotypes you want, 
order them by number on a postal 
card, and we'll see that they are sent 
you without delay. If you don't want 
the electros, use the wording in them. 
They contain good fall arguments. 
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SIX BIG VARNISH SPECIALTIES. 




^ROM our list of varnishes 
for the house painter and 
decorator we have chosen 
six specialties that we mean 
to push harder than all the rest. We 
call thera ''Six Big Varnish Special- 
ties,** and shall begin this fall to get 
the painters more thoroughly ac- 
quainted with them. 
These are the Big Six : 

».The varnish for general 
use — outside or inside. 
Every painter who uses it likes it. 
Every dealer who handles it sells it. 
It*s hard Kauri Gum, pure linseed oil, 
turpentine, and a little dryer — nothing 
else, but the skill of the varnish maker. 

iwiStif9j^^ inside] rubbing and 
^**— * ^^ pnliahinfr vamish. It gives 
much better satisfaction than hard oil 
finish and varnishes of a similar na- 
ture. It*s a specialty that can be 
pushed with conndence. 

DURABLE SPAR—FoT severe outside ex- 
posure there's not a more durable var- 
nish made. Salt and fresh water have 
no effect whatever on it. For use on 
ships, yachts, boats, and other severely 
exposed surfaces it has no equal. 

»"°^ ™^_.. A tough, elastic finish 
FUMnWiHBSIII that not only holds its gloss 
well, but is not easily scratched or 
marred. In durability tests with other 
floor varnishes it has always come out 
best. Its working and drying quali- 
ties are right. 

EXTRA JAPAN DRYER— Strong and reli- 
able. It mixes perfectly with oil with- 
out curdling or separating, and can 
easily be made the leading japan dryer 
used in your locality. 

A liquid wood sealer for 
first coating on interior 
wood work. It holds out 
the vamish well; works easily and sands 
to a smooth, hard surface without gum- 
ming the paper. You'll find it a 
winner with the painters. 

We chose them for many rea- 
sons. They are splendid rep- 




resentatives of our full line; they 
have proved to be big sellers ever 
since we put them on the market; 
they are goods for which the painter 
has frequent use — if he gets a 
line that suits him he sticks to 
it ; these are the kind that suits 
him ; they are right in quality, 
right in price, and will pay 
well when pushed as leaders. 



We have great faith in the 
possibilities of these special- 
ties when pushed in combi- 
nation as we intend to push 
them. Our first step in the 
campaign comes during September, 
when we shall start mailing a series of 
attractive advertisements to our entire 
list of painters' names sent us by the 
agents and our representatives. It's 
a big list and reaches all parts of the 
continent. This work should pretty 
generally introduce the Six Big Far- 
nish Specialties to the best painters 
in the United States and Canada. 
But it will be only an introduction, 
and we intend following it up to the 
best possible advantage. 

If you have not recently sent us a 
list of painters in your locality ^ do it 
at once, so as to take advantage of 
our fall mailing. 

Six Big Varnish Specialties should 
be on the shelves of every S. W. P. 
agent. There are no better goods of 
the kind that could be placed there. 
They are wonderful value, pay a good 
profit, and satisfy the painters in every 
respect. They will back up the rep- 
utation of S.W.P., and for that reason 
should sell more readily on your 
shelves than goods under any other 
maker's label. They are the logical 
specialties for the 
S. W. P. agency to 
handle. 
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NAMELOID is a new enamel 
finish that we have just put 
on the market for painting 
^ inside walls and ceilings and 
wood work. It is put up in gallon, 
half gallon, quart, pint, half pint, and 
quarter pint tin cans, and is made in 
eighteen handsome shades. 




Sa^e Money 



Enameloid will be found to be 
vastly superior to many of the sup- 
posedly similar products that are on 
the market today. It works very 
freely, spreads out evenly and smooth- 
ly, does not pull or drag, and is in all 
ways a pleasant and easy material to 
apply. The colors are exceptionally 
bright and clean. 

Before we decided to put Enamel- 

old on the market, 

we determined that 
it should be so good 
that it would far 
outclass any other 
similar product at 
anywhere near the 
price. We went 
about its prepara- 
tion in a careful, 
systematic manner. 
We made many tests 
before we were sat- 
isfied, and Enamel- 
oid as a result is 
without any ques- 
tion the most satis- 
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factory and economical paint for the 
purpose at the price. 

We are going to push it with all the 
force at our command. It is an article 
that's bound to go to the front in a 
short time and we are prepared to give 
good help to every agent who places 
it on his shelves. 

In addition to well printed and 
forcefully worded color cards, and a 
handsome counter display card, we 
have designed some very strong news- 
paper electrotypes like the samples 
shown. These electrotypes are made 
to fit different sized spaces and will be 
furnished liberally in the quantity de- 
sired. 

But undoubtedly the greatest help 
that any agent could have to push 
Enameloid with success is the splendid 
reputation of The Sherwin-Williams 
Company for making only thoroughly 
good and reliable products, and the 
reputation that S.W.P. holds in every 
locality for giving satisfaction and 
economy. Then again, the general 
advertising we are doing all the time 
will be a big help to boom the goods. 
And it is a fact that the sale of one 
Sherwin-Williams line helps the sale of 
every other Sherwin-Williams line. 
So with these aids, it surely ought to 
be much easier and much more profit- 
able for S.W. P. agents to sell Enam- 
eloid than a product bearing the label 
of any other maker. 

The fall is 
particularly 



time to 
up on 



good 
stock 

Enameloid. It 
wont be long 
before people 
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will be compelled 
to live more in- 
doors, and conse- 
quently the con- 
dition of their 
rooms will be 
forcefully brought 
to their attention. 
They like to have 
them looking well, 
so with a little 
judicious hustling 
a good sale can be 
worked up on En- 
ameloid in a very short time. 
We strongly urge each and every 
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agent to wnte us at 
once for prices and 
further information 
about Enameloid. 
Use the postal card 
we have enclosed 
for the purpose with 
this issue of The 
S. W. P. 

We know that 
there's no other 
similar product that is so meritorious 
as Enameloid and are prepared to be- 
gin a selling campaign that will make 
it a profitable article for every agent to 
sell. Write to-day for prices. 
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PORTRAITS OF S. W. P. MAKERS. 

E. M. Richardson, Manas^er Marine Sales Department. 




P^ tT has often been said that 
I B the opportunities for young 
J I 1 men are not so great to day 
as they were in years gone 
by, but if we stop to analyze the rea- 
sons for the success of any man who 
stands at the head of his business we 
almost invariably find that it's not 
opportunity, but good hard work, 
backed by common sense and steadi- 
ness of purpose, that have placed him 
where he is. 

This is particularly true of Mr. 
E. M. Richardson, the Manager of our 
Marine Sales Department. From drug 
clerk in a small country store to mana- 
ger of a very important department of 
our business and a Director of the 
Company in a comparatively short 
space of time is the good record that 
hard work has made for him. No 
part of the way was smooth and easy ; 
steady, persistent effort was required 
continuously to win him his present 
position. 

Mr. Richardson, like so many other 
Sherwin-Williams men, began life in a 
modest way. After leaving school he 



started in as a drug clerk in a small 
store in New Castle, Pa. He had the 
right sort of stuff in him, however, and 
1876 found him in the drug business 
for himself. He is a born salesman, 
and his peculiar ability in that respect 
soon won for him a business of which 
any man might well be proud. 

But indoor life did not agree with 
him, and in 1884 he sold out his busi- 
ness on the physician's advice and 
formed a connection as traveling rep- 
resentative with McKesson & Robbins 
of New York City, one of the largest 
wholesale drug houses in the United 
States. 

Here again his wonderful salesman- 
ship soon won him merited recognition. 
In a short time he was assigned to the 
important duty of looking after the 
interests of his house in all the large 
cities from Pittsburgh, Pa. west to 
Kansas City, Mo. 

It was while he was in this position 
that he attracted the attention of The 
Sherwin-Williams Company, by his 
ability, and in 1888 he was engaged 
by us, to travel in Western Pa., East- 
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em Ohio, and West Virginia. 

His usual success attended his early 
work for the Company, and he was 
soon known as one of our** star" men. 
He traveled in many parts of the 
country, developing our business at an 
unusually rapid rate. 

In 1 800 at the death of one of our 
mast priMuinent Railway representa- 
tives, Mr, Richanlson w,*is appointed 
to care tor our railway business in 
Canada and some rv>ads in the I'nited 
States* 

It was the same old story, success 
attei success crvnvned his ertoits in 
this deiuitntent. While hv^lvim^ thi> 
pv>NauM\. he was aitrav ie\l *n the i»u- 
n^ei^NC iMVNiViliv.es the u^arine i^.isi- 
nc>s o eu\l u^ the :\r.n; ma'Kor anvi he 
\ioiei'.\^*'.\vN! tv^ »iv^ auei it as ro c:her 
hv>u>ie ^.vit ex ei vK^i'te Ivtv^rr. He had 
a/VvV^: '*a^'.Uv\La:e >*u\e>s a^.vi *:^ iSoS 
WAN A .x^.i^u vl iva*Mvv*r v>i :he NLirr^e 
I V' V, i : .* *^ : XX ; ^ : ^ ,^ c". : :e x\ o : " vi as 



ship owners, ship building companies, 
etc., on the Great Lakes, on the At- 
lantic and Pacific coasts and even in 
England and on the Continent are on 
our books as the direct result of his 
efforts. 

Mr. Richardson has a very wide ac- 
quaintance among men in marine and 
railway circles. 

His personality, jboth in business 
and social life, wins him many fast 
friends. He is known and liked by 
all. from the crews of the boats to the 
high orticials of the companies with 
which he does business. 

He is al\va\-s fair and square in his 
dealmi:^ with every man. He believes 
that r-jzht serv ice and proper treatment 
are inseiviraMe from good quality 
rami, onvi that you can't get and hold 
bu?:ness i* ::hout them. 

He t> or.e ot the Company's most 
e**:v*r r>:-^j: jir.vi r regressive men, and 
has Xu vei ur h;s belief, that S.W.P. 
oar. sel. ,: r. tr'f in the world just as 
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successfully as on this continent, by 
making several trips abroad in our in- 
terests and returning with big orders. 
He has laid the foundation of much of 



our best trade in England, Ireland, 
Scotland, France and other continen- 
tal countries. 

He's the sort of man that never fails. 



S. W. p. ADVERTISERS. 

What the Agents are Doing in the Way of Special Advertising. 

E strongly urge upon all the agents not to fail to send us copies of 
their special newspaper and other advertising. There's no better 
way of keeping in touch with the general selling conditions of 
S. W. P. and of knowing what is being done in other parts of the 
country to increase its popularity than to learn what other agents are doing in 
the way of special work, and in turn tell what you are doing. 

Now that the busy season is coming on again, we hope that the month of 
September will bring a large number of good contributions for this page. 




It's a noteworthy fact that the most success- 
ful S. W. P. a^nts arc the ones who believe 
in steady persistent newspaper advertising; 
who advertise the year 'round, instead oif 
making a big display during the busy sea- 
son, and then dropping out of the papers 
for the rest of the year. 

Durine the past month we have received 
copies o? strong, forceful newspaper ads 
from the S.W.P. agents mentioned below. 
They are to be congratulated on the origi- 
nality displayed, and the enthusiastic inter- 
est taken in pushing S.W. P. Now that 
the fall season is here we hope they will 
continue the work so well be^un. We are 
sure that such strong advertismg continued 
through the autumn will bring big returns. 

The following are the agents who sent us 
samples of their newspaper ads: 

F. H. Bascom Co., Las Cruces, N. M.; 
Owen Raymo, Wayne Mich.; E. E. Koh- 
ler, Byron, Mich.; Nve*s Drug Store, 
Zanesville, O.; Apple Plumbing and Heat- 
ing Co., West Chester, Pa.; J. T. Dew & 
Son, Summerfield, O.; Hoover & Hoover, 
Croton, O.; W. F. Pauly, Apollo, Pa.; 
Hickox-Crampton Paint Co., Tacoma, 
Wash.; Chas. E. Mortimer, Lockport, N. 
Y.; J. W. Dysle & Co., Marietta, O.; 
Reuben Tuplin & Co., Kensington, P. E. 
I., Canada; Jas. S. Neill, Fredcricton, N. 
B., Canada; and Lamson & Trowbridge, 
Marlboro, Mass. 



looked. As the busmess card must, of a 
necessity, be printed on the envelope, it 
costs practically nothing to turn it mto a 
good ad for S. W. P. Many of the agents 
are fully alive to this fact and are making 
good use of their envelopes for increasing 
the sale of S. W. P. and the other S-W. 
Products. 

Splendid samples of effective envelope 
advertising have been recently received from 
Messrs. M. D. Shedd, Wincherdon, Mass.; 
F. A. Bogart, Vallcjo. Cal.; A.J. Walker 
& Sons, Truro, Nova Scotia, and G. A. 
Benns, Newmarket, Ont., Canada. 



Business envelopes offer an opportunity 
for good advertising that is often over- 



A. M. Hitchcock & Co., Redwood 
Falls, Minn., firmly believe that the best 
way to get business is to go after it, and 
they just as firmly believe that one of the 
best ways to go after it is to appeal directly 
to the property owner. 

Among the methods they employ to push 
S.W.P. to the front is a forceful hand writ- 
ten letter telling the advantages of S.W.P. 
in a convincing manner. This letter they 
have mimeographed on their letter head and 
mailed to those property owners who con- 
template painting or whose property ought 
to be painted. We understand the letter is 
bringing good returns. We hope Hitch- 
cock &c Co. will continue the work during 
the fall season. They also make it a point 
to enclose an S. W. P. circular in every 
package that leaves their store. That's the 
sort oP^ push" that pays. 
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ANOTHER NEW ONE. 

THE Sherwin- 
William s 
Commonwealth 
Barn Red is 
another new pro- 
duct we are intro- 
ducing to the 
agents this fall. 
It is intended 




particularly for painting barns, corn 
cribs, roofs, fences and all structures 
built of rough lumber. As the name 
indicates it comes only in one color — 
a bright, handsome, clear- 
toned red — the best red of its 
kind in the market today. 

It is a product that is sure 
to make a way for itself in 
every farming community, in 
fact in every locality. It has 
the merit of being truly eco- 
nomical in first cost as well 
as in the length of time it wears ; and 
it is a paint that gives infinite satisfac- 
tion for the money. 

Briefly, its main points of superior- 
ity are these: It is very thoroughly 
mixed and very finely ground; it 
covers exceptionally well and is free 




usual aggressive- 
ness. The adver- 
tising that goes 
with it is of a kind 
that wont be long 
in making it 
known to the pub- 
lic. Besides a 
most attractive 
and out of the ordinary color card, 
we shall have a striking poster. This 
poster is printed in harmonizing colors 
and is the sort that's sure to attract 
attention. But we are not 
depending upon these alone 
to help sell the goods, we 
are going after bam owners 
hard — going right to their 
homes with ''personal let- 
ters" and a strong mailing 
card telling them how good 
the paint is and what 
economy it will give them. These 
letters and the mailing card are 
every bit as forceful as those we 
use to push S. W. P. so you may be 
certain that they will bring results. 
And in addition we have prepared the 
splendid newspaper electrotypes re- 
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working ; it is easy to apply ; // is put 
up always full measure — no shortage 
— you get exactly what you pay for, 
and can in turn give your customers 
what they pay for. 

The S-VV. Commonwealth Barn Red 
will be pushed to the front with our 




The "Barn %ed Color Card. 
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produced 
on this 
page. 

So y o u 
see we 
haven't 
neglected 
any th ing 
that would 
add to the 
force of the 
campaign 
we have 
planned for 
this splen- 
did selling 
speciality. 
The S-W. Commonwealth Barn Red 
is put up in gallon and five gallon 
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The One Sheet Poster. 



tin cans, and in 
fifty gallon bar- 
rels. 

We hope every 
agent will do us 
the courtesy at 
least to look into 
the merits of this 
product, and 
send for prices 
and color cards 
on the postal en- 
closed with this 
number of The 
S. W. P. 

Put The S-W. 
Commonwealth Barn Red on your 
shelves and you'll make money — 
that's sure. 
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PRIZE WINNERS. 

The agents who have the good 
fortune to be located in towns where 
the county fair is to be held, have an 
opportunity for window displays that 
can be made unusually effective. 
While the fair is in progress, secure 
i f possible the 
prize winning 
pumpkins, c a b - 
bages, potatoes, 
melons, etc., and 
place them in the 
window together 
with a few cans 
of S.W.P. nicely 
arranged. Place 
a card at the top 
of the window 
reading Prize 
Winners ; then 
to each prize win- 
ning article attach 
a card giving the 
name of the owner 
and other interest- 
ing information. 
'o^:r;/^.'*4"- The card to be 




placed on the cans of S.W.P. ought 
to be changed every day. Here are 
enough changes for a week : 

S. IV, P, is winning prizes ezrry day ^ 
all over the land, 

S, W,P, firsts last, and always, 

S, IV. P, is ahvays ahead, 

S, IV, P, is fie St by every test. 

S, W,P, leads every paint in the 
land, 

S, W,P, wins through merit. 
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PLAIN FACTS. 



Hustle and think, 

And you'll bring in the '*chink." 

There's nothing like fall hustling to 
keep the fall orders hustling. 

Neatness in the store is an almost 
certain sign of the good businessman. 

Any varnish is not "good enough" 
to sell. If you're looking for good 
varnish try Kopal. 

When you buy The Sherwin-Wil- 
liams Paint you take the first step to 
secure good results in painting. 

A cheap price brings a cheap paint 
every time. It's the law of business 
that as you pay so shall you receive. 

Think well before you spend your 
money and you'll decide on The S-W. 
Commonwealth Barn Red every time. 

"He is a foolish man who believes 
himself perfect ; but he is a wise man 
who strives to get as near perfection as 
possible. ' ' — Canadian Hardware and 
Metal. 

Paint your house now. It's the 
wisest thing you could do. If you put 
it off until spring, the winters storms 
and snows will have a chance to work 
mischief. 

There's no mystery about the man- 
ufacture of good paint. It's only 
"cheap" and inferior paint that sur- 
rounds itself with secrecy. S.W.P. 
is good paint. 



It's mighty poor policy for a busi- 
ness man to make false claims for his 
goods, to claim more for them than 
they really are, for the truth is sure to 
be known some day. 

Quality is the one thing that distin- 
guishes an article, that makes it bet- 
ter, more desirable, and more satisfac- 
tory than other similar articles. 
There's good quality in Enameloid. 

Little effort is required to widen the 
breach once made; and a small 
amount of judicious hustling now will 
land S.W.P. orders where the breach 
has been made by our ''personal 
letters." 

"Spitting on the bait wont catch 
bass if you don't know how to cast ; 
and spitting on your hands wont make 
money if you don't know how to use 
them." Neither will the fall paint 
orders come to you if you don't go 
after them. 

No, it aint the paint that makes the 
house ; but it's the paint that keeps it 
from rottin' and the hull blamed thing 
from fallin' to pieces out o' pure bein' 
ashamed o' itself. — Sayings of the 
Patriarch . 

Good paint like S.W.P. with no ad 
in the papers will put more money in 
your pocket than "cheap" paint with 
a' ' top-of-column-next-to-reading-mat- 
ter" ad on the front page of every 
paper in town. 



WHEN YOU HAVE READ THE S.W.P. HAND 
IT OVER TO YOUR ASSI8TANT8. IT 18 
FULLOFSUaaESTIONSAND ENTHU8IA8M 
THAT CANNOT FAIL TO HELP EVERY ONE 
CONNECTED IN ANY WAY WITH AN 8.W.P. 
AQENCY. ••DO IT NOW." 
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Vol. IV. OCTOBER. 1902. No. 10 

THE LARGEST AND BEST IN THE WORLD. 

HERE can be only one largest, there can be only one best in 
any line of business or in any line of work. It should be the 
aim of every concern and every individual to reach that exalted 
and enviable position. 

The * 'greatest and best" in the world signifies much. It 
stands for merit and superiority. It indicates great enterprise, 
great energy, and great perseverance. It's a proud position, well worth the 
struggle. 

In the paint trade of the world The Sherwin-Williams Co. from the very be- 
ginning had an eye on the prize at the top. We entered the lists to win. We 
trained for first place. We trained patiently, carefully, thoroughly, with great 
persistence. Two things we kept ever before us, quality and push — good 
goods and good methods. Nothing could turn us from these two things. 
Making the goods good and pushing them with all our might and main, have 
become the very motive power of our great organization. 

These simple principles, intelligently worked out, have won us our suprem- 
acy. They have placed us at the top and have entitled us to style ourselves the 
largest and best paint and varnish makers in the world — by far. 

The place we know is assumed by others. We challenge all who may dis- 
pute our statement, to a proof of the title. 

Our field is not confined to any locality, any state, any country, or any 
continent — it's world wide. Our goods are known as well on the Atlantic as 
on the Pacific coast. They are as popular in all of Canada as in the United 
States. They are sold and used with as much satisfaction in England, Ireland, 
Continental Europe, India, the Australasian colonies, South Africa, and on the 
continent of South America, as they are at home. 

Nor are our efforts limited to any particular class of goods. We are as 
supreme in the sale of Railway Paints, Marine Paints, and paints for Carriage 
Builders' and Manufacturers' uses as we are in the sale of house paints. We 
make paints specially adapted for all purposes and we make them of the highest 
grade and of the best value for all. 

Our position as leaders in the paint trade of the world means a great deal 
to our agents as well as to ourselves. By reason of our immense "turn over", 
we are able to provide facilities for manufacturing on a large scale that in- 
sure the best possible results in quality and economy. 

We are able to manufacture most of our important raw materials ; we are 
able to distribute our products economically and promptly to all parts of the 
world : we are able to attract and employ the highest ability in all departments, 
making strong the greatest factor in any business — the great human force ; we 
are able to provide methods for marketing our products that are unequaled — ^in 
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a Word, we are able to give the best paint value and the best selling value in the 
paint world. 

We have made our reputation and attained our position by the practice 
of the principles of quality and push, and we expect in the future far to outstrip the 
past by adhering to them. We aim always to be the greatest by being the best. 




General Manager, 



S. W. P. TALKS OVER THE COUNTER. 

Talk No. 8 — With the man who has used "cheap" mixed paint and who 
prejudiced against prepared paint. 



The Agent — You're the man I want 
to see, Mr. Customer; Mr. Ashley 
your neighbor, tells me you've decided 
to paint your house and outbuildings, 
and I want to sell you S. W. P. for 
them. 

77ie Customer — S.W.P. is one of 
those "mixed" paints, I suppose. 
Well, I want to tell you that Til use 
no more of them. A little over a year 
ago, I painted my house with a paint 
I paid $1.25 the gallon for, and you 
ought to see the house now! The 
color is all faded, the gloss gone, and 
the paint is coming off in large flakes. 
No, sir ! lead and oil are good 
enough for me. 

The Agent — I don't blame you for 
being *'sore". I would be if I had 
had the same experience. But 
'* cheap" paint always gives just such 
results. 

The Customer — Cheap I Why I 
don*t call it cheap. It cost me more 
to paint my house with it than it did 
when I used lead and oil. 

The /^^^/i/— That's it exactly, it's 
''cheap" by the gallon but dear by 
the job. Now with good prepared 
paint like The Sherwin-Williams Paint, 
you would have been able not only to 
get satisfactory results, but you would 



also have saved money in the the cost 
of the job. 

The Customer — I'm always open to 
conviction, but after the trouble I've 
had, to use a slang expression, 
"you'll have to show me." 

The Agent — It won't be hard to do 
that. First, I want to give a few rea- 
sons why a good prepared paint pays 
better than lead and oil : Paint must 
be thoroughly mixed and finely ground 
in order to give maximum covering 
capacity and wearing qualities. Hand 
work can't accomplish this. Ma- 
chinery is necessary and machine 
grinding and mixing are obtained 
only in prepared paint. If you insist 
on using lead and oil, you always ^t 
hand mixing. 

The Customer — Oh, well ; but that 
isn't all of it. You've got to have 
good material, and I know lead and 
oil are good. 

The Agent — How do you know that 
the lead and oil you buy are good? 
Have you any way of testing them? 
The lead may not be pure, the oil 
may be adulterated, the turpentine or 
dryer not right. If any one of them 
is wrong, poor paint is certain, and 
you'll get just as bad results as 
with "cheap" paint. 
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The Customer — Yes, but I depend 
upon my painter's experience, and 
he'll buy the materials for me. 

The Agent — He hasn't any better 
way of telling whether the materials 
are pure or not than you or I have. 
He hasn't the facilities, and he's not 
a chemist. 

The Customer — How do you know 
that the ingredients in The Sherwin- 
Williams Paint are pure? Have you 
any way of telling that? 

The Agent — ^Yes, sir, I have the 
reputation of The Sherwin-Williams 
Company. They've been making 
good paint — the very best paint it is 
possible to make — for the last thirty 
years, and they're responsible for 
every gallon they send out. Their 
success depends on it. They have 
never made "cheap" paint, for they 
believe that best paint pays user, 
dealer, and manufacturer best, and 
the success they've made with S.W.P. 
proves they are right. From a small 
beginning they have built up their 
business on good quality, until today 
they are the largest paint and varnish 
makers in the world. 

The Customer — What way have 
they of knowing that the materials 
they use are pure? 

The Agent— They test them. They 
buy their goods in immense quantities 
and for their own protection are com- 
pelled to test carefully everything they 
use. They employ competent chem- 
ists for the purpose and test both 
chemically and practically all the in- 
gredients that enter into their pro- 
ducts. 

The Customer — Is that so? 

The Agent — ^Yes, indeed. Besides 
they have entirely too much capital at 
stake and their reputation is too wide 
and of too good standing to take any 
risks with ''cheap" paint. They 



couldn't afford to sell paint that would 
start people talking about it the way 
you've talked about that ii.25 paint. 
They can't afford to make promises 
and not fulfill them. They're looking 
to the future all the time. 

The Customer — ^Well my experience 
certainly shows that the "cheap" paint 
idea doesn't succeed. You may be 
sure that I'll never again buy the 
"mixed" paint I used before, and 
what's more, I'll not let my friends 
buy it, if I can help it. I can see the 
"cheap" paint policy is a poor one. 

The Agent — You're right. I might 
say also that I have a reputation, too, 
that I must maintain, and I couldn't 
afford to recommend S. W. P. if I 
wasn't sure that it will do exactly 
what you want it to do and what I say 
it will do. Take my word for it — 
you'll never regret using S.W.P. 

The Customer — Well, give me a 
color card, and I'll talk the matter 
over with my family. If they're 
willing to use it, and you'll stand 
back of S.W.P., I'll use it. 

The Agent— V^ stand back of it 
every time, and what's more, The 
Sherwin-Williams Company will stand 
back of it. 



Opportunity knocks at the door of 
every man at least once in a life time^ 
and if seized by the forelock may be 
held, but if suffered to escape cannot 
be caught again. The fall campaign 
offers a splendid opportunity to every 
hustling agent to ** cinch'* the trade 
and to place insurmountable obstacles 
in the way of the opposition. Seize 
your opportunity by the forelock by 
using all the helps mentioned in the 
September issue of The S, IV. P. and 
you'll win prestige that'll help you not 
only now but in the spring as well. 
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SUCCESSFUL S. W. P. AGENCIES. 

Mr. B. I. Torrens, Tilsonburs:. Ont., Canada. 

T is the man with a positive 
nature, the man who believes 
that he is equal to the emer- 
gency, who believes he can 

thing he attempts, who has 



do the 

confidence in his business, who goes 

in to win^ who usually 

wins and gets ahead in 

business. 

It is just that spirit of 
belief in himself, of faith 
in his business and ab- 
solute confidence in 
S.W.P. that have won 
for Mr. E. I. Torrens, 
Tilsonburg, Ont. , 
Canada, the biggest 
paint business in his 
locality, and a success 
that is truly creditable 
when it is considered 
that Tilsonburg is a 
town of but 3000 pop- 
ulation and that three 
different paint stocks 
are carried there. 

One of the principal ^ 
things that have built 
up Mr. Torrens' paint 
business is his willingness to attest his 
confidence in S.W.P. whenever there 
is the least doubt in a customer's mind 
about its good qualities. He believes 
thoroughly in the good old maxim, 
"The proof of the pudding is the eat- 
ing thereof," and is ever ready to 
prove to "a doubting Thomas" that 
S. W. P. is the best paint made. 

We could not illustrate in a better 
way the strength of his confidence 
in S.W.P., and the arguments he uses 
to instill the same confidence into 
his customers than to tell in his own 
words how he sold recently a big bill 
of S.W.P. to a skeptical customer: 




A short time ago a man came into the 
store and wanted to know how much S.W.P. 
it would require to paint his house. I ex- 
plained to him how much more surface 
S. W. P. would cover than other paints, 
mentioned several fine jobs on which S.W.P. 
had been used, and gave him all the neces- 
sary information about spreading it, etc., 
with the result that I sold 
him Outside Gloss White. 
After he had ordered the 
paint he asked the price. 
I told him and he re- 
marked, ^ Isn't that a little 
high?" I replied that tak- 
ing into consideration the 
quality of the paint, cover- 
ingcapacity, wearing qual- 
ities, etc., S. W. P. was 
far more economical than 
any paint he could buy. 
I could see that he wanted 
S.W.P. all right, but the 
price was a sticker. He 
said he would call for the 
paint after dinner. 

In the afternoon he called , 
as I supposed for the paint, 
so I was a little surprised 
when he told me that else- 
where in town he could 
. buy paint that the dealer 
\^ guaranteed would cover 
-^ just as much, last as long, 
and look just as good as 
S. W. P., for twenty-five 
cents a gallon less. He remarked fur- 
ther, "I don't see how one paint will not 
cover as much surface as another, and as it 
will take a large quantity to paint my 
house, twenty-five cents a gallon is a big 
item to me." 

I saw I was "up against it," and as the 
order was a big one, I wanted it. So I said 
to my man, "Mr. Jones, if I can prove to 
you that S. W. P. is more economical than 
the other paint, will you buy it?" He re- 
plied, "Certainly." So I bought a can of 
the other paint, and asked him to spread it 
side by side with the same size can of S . W . P. , 
and if S. W. P. did not cover more 
surface, and look better, I would give him, 
free of charge, enough of S. W. P. to paint 
his house. 

In about two weeks he came back, and 
when I asked him how he liked S. W. P., 



Torrens 
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he said that he would swear by it if he had 
a hundred houses to paint. He told me 
that he had tried the paints side by side and 
that S. W. P. covered one quarter more 
sarface, and that he could tell the difference 
in the two brands from the back part of his 
farm. 

Mr. Torrens follows the same tactics 
with the painters. He is never afraid 
to go after them on S. W. P., and as 
a consequence he has the support of 
the best painters in Tilsonburg. 
Whenever a new painter comes to 
town, he instantly interviews him, 
asks him if he has ever used S. W. P. 
and if not gives him a can of S. W. P. 
for a test. This plan Invariably wins 
the painter and makes him a friend of 
Mr. Torrens from the very beginning. 

In order to make a success with 
any article, one must keep everlast- 
ingly pushing it, and the inside of Mr. 
Torrens' store is so arranged that 
S.W.P. is always prominently before 
his trade. The paint is splendidly 
displayed, and 
so that atten- 
tion be more 
readily at- 
tracted to the 
goods, a spec- 
ial table is 
provided 
where there is 
always a taste- 
ful display of 
color cards, 
counter cards, 
etc. 

Like all other 
successful mer- 
chants, Mr. 
Torrens never 
fails to have 
his windows 
well dressed. 
Some of his 
most recent 
windows are 



particularly noteworthy. An usually 
attractive display was made by placing 
in the window a large cannon fire 
cracker, a can of S. W. P. and a 
soda cracker with the sign, '* Three 
Crackers." 

Outside advertising also forms a 
very essential part of his S. W. P. 
campaign. He never misses an 
opportunity to advertise the paint, 
and in the spring when his stock order 
arrived, he allowed the shipment to 
stand outside his store for a day with 
signs tacked on it to tell what it was. 
This advertisement was so effective 
that mention was made of it next day 
in the papers. 

But after all, it is not any one thing 
in particular that has made Mr. Tor- 
rens so successful. His present large 
business is due to watching little 
details, taking advantage of everything 
that will bring him orders, using intel- 




Mr. 



Torrens* model paint stock, prominently and con- 
veniently arranged. 
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ligently every 
advertising 
help he can 
get, and to that 
spirit of energy 
and push al- 
ways found in 
the prosperous 
business man. 
Mr. Torrens 
is a good ex- 
ample of what 
an enterprising 
clerk can do. 
He used to 
clerk in the 
store he now 
owns, and has 
succeeded by 
hard work in 
building up a 
better business 
than his prede- 
cessor enjoyed. 




'Three Crackers** — a splendid window dressed by 
Mr, Torrens, 



KOPAL AND THE PAINTER. 




^E have never yet heard of a 
painter who used Kopal who 
didn't like it and swear by 
it ever after. Kopal is the 
sort of Varnish that gets "under the 
painter's skin," and touches him near 
the heart. It's a varnish that suits 
him, that works just as he wants it to 
work, that satisfies his customers, that 
makes him stand up and admire his 
job with justifiable pride. 

Kopal is gaining in favor with paint- 
ers everywhere. We are constant- 
ly receiving splendid letters of en- 
dorsement of it both from our agents 
and practical painters. Here are 
two recently received : 

A painter here last fall applied Kopal 
to a small cart he uses for transferring his 
platforms, ladders, etc. The cart ivas left 
in a yard all ivinter exposed to rain, snoiv, 
and all kinds of ivinter iveather. 



When sprinf^ arri'ved in place of find- 
ing the varntsb perished, as he expected, 
he ivas agreeably surprised to see the sur- 
face in good condition and the varnish 
shining as if it had just been applied. 

NoiJU he ivont use any other varnish 
but Kopal. C. %. HOWARD. 

S.W.P. Agent, Anamosa, loiva. 
Comanche, Texas. 

It gives us great pleasure in expressing 
our opinion of Kopal. It certainly is the 
best general purpose varnish vje ever used. 
We recently finished all the counters, desks, 
etc., in the Comanche National *Bank with 
it, and to-day there is not a scratch on the 
desks although they have bad exceedingly 
heavy books dragged over them for more 
than three months. 

We find Kopal very satisfactory for 
front doors and any outside exposure. It 
comes up to any spar varnish *we*ve ever 
used. 

Kopal does all you claim for it, and 
more. G. A. DODSOS, 

L. S. POWERS. 
Practical Painters. 
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It will pay each and every agent to 
push Kopal — to bring it to the atten- 
tion of the painters in his town. 
There's no other varnish at anywhere 
near the price that gives such satis- 
faction and wins the painter so quickly. 

We are ready to give all possible 
help to agents who will take hold of 
Kopal with us. As explained in the 
September issue of The S. W. P., it 
is one of the varnishes included in 
our Six Big Specialties, which we are 
now so strongly pushing. 



The advertising we are doing in this 
respect will give the sale of Kopal 
added impetus. We are prepared to 
give special help wherever needed. 

Besides the above, we have a plan 
for free distribution of samples to 
painters that will prove a big help to 
win them, and if you have not yet 
taken advantage of it, you would better 
write us for particulars by early mail. 

I.et's push Kopal together. It's 
worth all the energy we can put into 
it, and it will make money for us. 



AD POINTERS AND WINDOW POINTERS FROM 

WARD. 




with 



F your large iron * 'cover the 
earth" sign or your agency 
sign has become dirty and 
dingy looking, wash it well 
ivory soap, rinse it with clear 



water, let it dry thoroughly, and then 
give it a coat of Kopal Varnish. 
You'll be surprised how much it will 
be improved. 



Good advertising can be secured 
by painting on the sidewalk a round 
spot eighteen or twenty inches in 
diameter. Use dry colors mixed with 
water and enough glue to bind the 
mixture. With whiting mixed as above 
letter on the spot. "This is the spot 
for S. W. P.", or ' pure drugs", 
or ' 'try our ping-pong soda. ' ' Change 
the color of the spot every time you 
change the lettering. 

If the sidewalk in front of the store 
is not smooth, paint the spot on the 
inside of your window pane. And 
put the lettering on the outside. By 
doing this you could change the let- 
tering without changing the color of 
the spot. 

I would suggest, however, changing 



the color of the spot at least once 
every week. The shape as well as the 
color could be changed. The spot 
could be round, scjuare, diamond, 
heart, spade, stars, crescent, or a 
shape suggesting the article adver- 
tised. This would make the ads 
more effective. Use bright colors, 
red, blue, green, yellow, etc. 

As the paint is mixed with water it 
can be washed off easily. 



Another good way to attract atten 
tion to your window is to attach a 
round piece of tin about the size of a 
half dollar near the center of the win- 
dow. Then take a fine brush or a 
coarse pen and make black lines in 
all directions from the piece of tin to 
represent cracks in the glass. The 
black lines look well, but the decep- 
tion is complete if you follow the black 
lines with a light green line about one 
quarter of an inch wide. The green 
represents the thickness of the glass, 
while the black lines represent the 
cracks. 

Practice on some small piece of 
glass before you try it on your window. 
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THE S-W. ALUMINUM PAINT 

THE BEST MADE- 



HERE'S no more adapt- 
able paint for general 
household decoration 
than The Sherwin- 
Williams Aluminum Paint. It's 
the best aluminum paint made. 

These are some of its uses : For 
painting gas, steam, and water 
pipes, gas stoves, cook stoves, heating 
stoves, picture frames, picture mould- 
ing, iron fur- 
niture, gas fix- 
tures, orna- 
mental iron, 
hot water boil- 
ers, and in fact 
any place 
where a bright, 
silver finish is 
desired. 

The Sir. Aluminum It outranks 
Paint. all similar pro- 

ducts in so many respects as to stand 
practically alone in its field. Its main 
points of superiority arc : 

/ >/;rA' lustre. 

/ \ v\v « 7 #//>«. '/«»r. 

/IV/^vA/^./x ^/i;^ tr^NfrnMiure ana fx- 

(»'»y»i/ JNr,t,\'i:r\\ 

1 .1 » v' « « '* **'»♦'.< «'«'A'« '^'« 

The S-\N . .\l\in\in\nu TAinl selling 
holpH con\|>\\NC a \>cU punicd and gvxxi 




appearing counter card, convincing 
newspaper electrotypes, and an io- 
closing slip which we are using in 
all letters written to property-owners 
this fall. We are putting extra push 
into the paint just now, and it's sure 
to l^ve an increased sale. 

It is put up in quarter pint, 
half pint, pint, quart, and gallon tin 
cans, attractively labeled. It's the 
best aluminum paint in the market 
today. It gives satisfaction and sells 
well. 

If The Sherwin-Williams Aluminum 
Paint is not on your shelves, you are 
missing a good opportunity to create a 
demand for a specialty that sells 
readily, and it will pay you either to 
write for prices or to send us a trial 




F#»- Nt in ting b9t ^vMter boilers ^ etc. 
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AyahtabUTaint 



mr tnma-WiLUiK* 



order at an early date. 

Put it in stock be- 
fore the fall house- 
cleaning is on, then 
push it hard for use 
on heating stoves 
and steam pipes. It 
will back up every 
statement you make 
about it. 

Please use the 
postal card enclosed 
with this issue of 
The S. W. P. if you 
want us to quote 
Order by No. 173. you prices. 



THE ONLY WAY. 

Truthfulness in dealing with the 
public outweighs all other considera- 
tions. Why should I be the less care- 
ful about the statements I make in 
talking to the public through the press 
than when speaking face to face? I 
speak to each individual who reads 
my advertisement ; my relation to him 
is a personal one. I must win his 
confidence. I can only do it by tell- 
ing him the truth. Not only must I 
take good care that I do not deceive 
him, but I must so word my adver- 
tisement that he cannot be self- 
deceived by it. — Dean Aivord, before 
the New York Sphinx Club, 



IMPROVEMENTS IN THE S. W. P. 
COLOR CARD. 

We wish to announce a few changes 
that are to be made in the list of colors 
shown on our regular S.W.P. color 
card (the ''C"). We recently decid- 
ed to add four new colors for which 
there has been an inci-easing demand, 
and which will make a decided im- 
provement in the line. In order to 
find room for them on the present 
card some slight changes are neces- 



sary, one being 
to drop 480. 
On the new 
folders to be 
issued in No- 
vember, shade 
number 480 
will not appear. 
Our stocks of 
the shade, 
however , i s 
large enough 
to enable us to 
fill all orders 
for it for some 
time at least. 




The Aluminum Paint 
Shoiv Card. 



CHANGES IN I. F. P. COLORS. 

In order to meet the demand of the 
trade in the United States we have 
found it necessary to drop Light Yel- 
low (449) from our Inside Floor Paint 
Colors, and add in its place an Orange 

(452)- 

This change applies only to the 
United States. In Canada the de- 
mand still continues for the Light Yel- 
low, with none at all for an Orange. 

Our stock of Light Yellow is large 
enough to take care of your orders for 
some time. 



Bright as Silver 

On gas. steam, and water pipes, 
fl^s stoves, oil stoves, cook stoves, 
heatini; stoves, picture frames, 
picture moulding, iron, hot water 
boilers, etc. 

Tx SMawm-Wiuun Muimmia P»m 

f;ives a finish as bright as silver, 
t's the most convenient and sat 
isfactory paint of its kind. Very 
decorative. It has large cover- 
ing capacity and wears well. 



SOLD BY 

Order by No. 172. 
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A SEASONABLE WINDOW. 

[^11 K iihovf window is very easily dressed. Drape your window with white cheese 
I loth, arrange a small assortment of S.W.P., a neat display of color cards, one of 
tlir tin "cover the earth" signs, and a ^' cover the earth" poster hung up as in- 
illi rtird, Write the signs with pen and ink or blue pencil on white cardboard or paper. 
Mtia)iriHl a Rugby or Association fcxitball and a gallon can of S.W.P. from the top^of 
(III window with ribbon (better use your school colors) and the window is complete. 



I 
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S. W. p. ADVERTISERS. 

What the Agents Are Doing in the Way of Special Advertising. 

rT is mighty CDcouraging to us to know that our efforts to increase the 

sale of S.W.P. are being ably seconded by the agents. Co-operation 

is a stimulus to increased effort, and whenever we receive a batch 

of sample advertisements originated by the agents, we are impelled 

to extend greater help to those agents and to work with them more vigorously. 

The number of contributions received during the last month for this page 

was exceptionally large. We hope that the coming month will bring an equal 

number, We should be particularly glad to have samples of fall advertising. 




Mr. Jas. S. O'Neill, Frcdcricton, N. B., 
Canada, is always full of enthusiasm for 
S. W. P. and is making a success of it 
through hard work and by constantly keep- 
ing it before the people of Fredericton. 

He is a great believer in good window 
dressing and is so successful with his win- 
dows that his local newspapers invariably 
take notice of them in their columns. 

Two of his windows which attracted 
more than ordinary attention were the 
** Pushing Paint** window, and one with 
the card, *'Four quarts of The Shemvin- 
Williams Paint twtU co'ver a space se'venty- 
five times the size of this^ tiuo coats,** 
Mr. O'Neill has our congratulations for the 
good work he is doing. 

Cole &c Mathews a short time ago sent us 
a copy of a pamphlet they used in their 
spring campaign. It describes a number 
ol specialties needed for the spring house- 
cleaning, and you ma^ be sure S. W. P. 
and the other S-W. lines arc prominently 
displayed. It would be a good idea to 
work up a similar pamphlet for the 
fall. Good lines to call attention to are, 
S. W. P., Enameloid, The S-W. Com- 
monwealth Barn Red, Stove Pipe Enamel, 
and like products. 

The "locals" below used by Mr. L. J. 
Griffin, in Barre, Vt., show how advertisis- 
ing can be turned into news. 

^*The house, sign, and decoration paint- 
ers are invited to make the acquaintance of 
Mr. Ketchum, representative of The Sher- 
win-Williams Co., at L. J. Griffin's store, 
in Worthen's block, Wednesday evening, 
March 26. He has something of interest to 
all painters in the city, also those who con- 
template painting their houses this season. 
All are invited." 

'^The exhibition o\ The Sherwin-Wil- 
liams Paint last evening at L. J. Griffin's 
was attended by many painters, all of whom 



were much pleased at the showing made by 
Representative Ketchum, of The Sherwin- 
Williams Co. The indications now are 
that much of this paint will be used on the 
new houses this year." 



Ping Pong Paint is the heading of a 
newspaper advertisement used by Sherman 
McConnell Drug Co., Omaha, Neb., in 
which they recommend the dark green 
shades of S.W. P. for painting Ping Pong 
boards. The ad is very cleverly worked 
up and is sure to attract a great aeal of at- 
tention on account of its striking originality. 
There's nothing like being up-to-date in 
your advertising. 



"Advertise all the time," is what J. H. 
Trippe's Sons, Canton, Pa., thoroughly 
believe in. One of their latest S. W. P. 
ads is a number of board "covcr-thc- 
earth" signs, 4x8 feet. They are using the 
signs all over Canton, and although they 
have that part of the earth pretty well covered 
with S.W.P. they believe in keeping at it. 

^^The proof of the pudding is the eating 
thereof." A statement backed up by logical 
proof always convinces, and when you are 
arguing in favor of S. W. P., the best 
'^clincher" you could have is a list of names 
of those who used S.W.P. in your locality 
— actual examples of the good work 
S. W. P. does. 

Mitchell & Park, S. W. P. agents. Big 
Springs, Texas, are fully alive to the above 
as is evidenced by a recent circular letter 
they mailed to their trade. The circular is 
headed " Persons to whom we have sold the 
celebrated Sherwin-Williams Paint since 
May, 1902." Then follows a long list of 
S.W.P. buyers together with the names of 
the property they painted with S.W.P. 

The letter is good advertising and we 
congratulate Mitchell &c Park. 
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KEEP UP THE FIGHT. 



jio.oo ; and not only that, it secured 
him some very good publicity. 

If you have not ordered any of the 
fall electrotypes, refer to page 136 of 
the September issue of The S. W. P., 
pick out those you want, and send us 
your order by early mail. 

If you have not sent us any names 
for "personal letter" work, don't 
delay any longer. List the names 
of all property owners in your local- 
ity whose property needs painting, 
or whom you think could be in- 
duced to paint. We'll go after 
them for you in 
a way that's sure 
to get you their 
business. If you 
haven't written 
for prices on En- 
ameloid or The 
S-VV. Barn Red, 
it will pay you to 
do it now. These 
are splendid 
specialties for 
fall trade, and 
F9urth of July float used by Mr, J, H. S:r<i'es, St, Helema, Cal. are good sellers. 



r. -.jXHE fall season has opened 
U j pP unusually well, and if we 

I LI I ^^^P "P ^^® ^^^^ ^^^ ^^^ 
^ -^ same vigor and the same 

earnestness with which it was started 

the season is sure to be a big one. 

We are highly pleased with the way 
the agents have taken hold with us, 
and the manner in which they are 
av^dling themselves of the helps out- 
lined in the September issue of The 
S. W, P. is parlirularly gratifying. 

From every pan oJ the United 
States and Canada, we are daily re- 




ceiving orders for the fall newspaper 
electrotypes; the property owner 
blanks are coming in steadily; the 
new goods — Knameloid and The S-W. 
Barn Red — are being pushed with 
energy; Six Big Varnish specialties 
have gone to the front with a dash ; 
the painters* names are being given 
us ireely* and, altogether, the agents 
are making the best use ot our helps. 
h pays to do so. lt*s bound to 
bring increased business and to have 
a goinl intUience on general s.\les. As 
ane\am}^le: Mr, J. H. Steves, S. W. P. 
agent in St, Helena, Mont», adopteil 
tor his last Fourth ot July rK^it the 
ilcMijn shown in the June issue ot The 
S,-\V. P., and it won him tirst pri/e. 



We have never placed any other lines 
in the market that took hold so readily 
as these two. They are winners. 

In addition to the plans we have 
outlined, it would be a splendid idea 
to inaugurate a selling campaign of 
your own. Go after the property own- 
ers with special letters, postal cards, or 
some like plans. 

l.ast Spring Mr. 
F.J.Hawn.S.V.P. 
agent in Worthing- ^^ 
ton, S. D. .did work 
ot this sort, and it 
[xiid him big. His 
own worvis best de- 
scribe what he did. 
HesAvs: '• As soon 
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as I learned that a house was to be 
painted, I immediately sent the name 
of the owner to The Sherwin-Williams 
Company with the request that 'per- 
sonal letters' be written. Then at 
about a week intervals, I followed The 
S.-W. letters with my mailing cards, 
and kept after the property owner 
until he was willing to buy S. W. P. 
to get rid of me." 

There were ?i\t postal cards in the 
series, each one splendidly written 
and nicely printed, and from the re- 
sults we understand Mr. Hawn secured 
from his good foresight, we urge each 
and every agent to adopt his plan for 
the fall work. 

"Airs well that ends well." So 
let's keep up the fight to the end, and 



we're sure to close the season with the 
biggest fall business we've ever had. 
If you want any special help, we'll 
be glad to give it to you. 







Folioiv-up postal cards used by F. J. Hanvrit 
IVorthington, S. D. 



PORTRAITS OF S. W. P. MAKERS. 

Mr. Qeo. A. Martin, Manas^er Divisions West. 




P matter what line of busi- 
ness a man may be in, no 
matter what his work may 
consist of, whether he be a 
grocery clerk or a bank president, he 
must have love for his work, unbound- 
ed faith in his chosen field, and above 
all must be an enthusiast, if he expects 
to make headway. 

Enthusiasm of the highest order, in- 
tense interest in his work, and untir- 
ing energy are marked characteristics 
of Mr. Geo. A. Martin Manager Div- 
isions West. He belongs to that class 
of men who can never do things by 
halves, who are not contented with 
mediocre work, who through their very 
nature must throw themselves into 
their undertakings with all the spirit 
and energy at their command. He 
is the sort of man who would win suc- 
cess in whatever he undertook to do. 
Mr. Martin entered business life 
early in 1878, his first position being 
that of office boy with The Chicago 



Packing and Provision Co. and a little 
later in the same year he took a simi- 
lar position with The Adams Express 
Co. in Chicago. 

1880 found him in the manufactur- 
ing line, he having accepted a position 
in the office of the Union Brass Man- 
ufacturing Co. , also of Chicago. His 
work here was very successful and he 
was promoted successively through 
the positions of under office clerk, ship- 
ping clerk, and price and invoice 
clerk. He was not satisfied however 
with his work in the office and de- 
cided that the manufacturing end of 
the business offered the best chance 
for advancement, and consequently 
entered the mechanical department of 
the company where his good work and 
soon won him a foremanship. 

In 1888 he was approached by a 
Chicago business man interested in the 
making of paint specialties and took 
up the manufacture of paints in a small 
way. This gave him his first exper- 
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ience in paint making, and it was an ex- 
perience that well fitted him for the suc- 
cess in the paint line he was to make lat- 
er on. He was chemist, mixer, grinder, 
book-keeper, and salesman. He man- 
ufactured the goods and he sold them. 

His experience in selling the paint 
he made threw him into competition 
with The Sherwin-Williams Co., and 
as he says himself, '^Wherever I went, 
I found that the man I was trying to 
sell was using The Sherwin-Williams 
Products and could not be induced to 
change." After a few years exper- 
ience in that sort of thing, he decided 
that The Sherwin-Williams Co. was 
the paint company he wanted to be 
with, and in i8qa he secured the ap- 
pointment of superintendent of Plant 
Number Two, in Chicago. 

Under hiji supcrintendency many 
improvement!! and additions were 
made in the Chicago factory, indeed he 
developed nuch marked executive abil- 
ity that in iSgS he was appointed 
manager ol the Western Pivision with 



headquarters in Chicago. He man- 
aged the affairs of the division so well 
that in the three years he held the pos- 
ition, the business of the Company 
there was almost doubled. In July 
1 90 1 he was promoted to the position 
of Manager General Trade Sales De- 
partment with headquarters in Clev- 
eland and recently when the business 
of the Company grew to such an ex- 
tent that it became necessary to create 
the position of Manager Divisions 
West, embracing all the territory west 
of and including Chicago, Mr. Martin 
succeeded to that important post. 

Mr. Martin is of a very genial na- 
ture and has the knack of drawing 
men to him in a bond of friendship 
that is rarely broken. 

'^It's not in the time or the place 
or in the circumstances that success 
lies; it's in the man." If one sets out 
determined to get ahead in the world, 
and never loses sight of the place at 
the top, he's sure to succeed if he 
works patiently and earnestly. 
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STOVE 

GOOD FALL 

HE Sherwin- 
Williams Stove 
Pipe Enamel is a par- 
ticularly good specialty 
to advertise at this time 
of the year, Peoj>le 
are beginning to 
think of putting 
up their heating 
stoves now, and if rightly ad- 
vertised and pushed there can 
be a big sale worked up on 
Stove Pipe Enaniel. 

Unlike other similar enamels, if 
properly used, The S-W. Stove Pipe 
Enamel will not smoke or blister. It 
stands a high degree of heat, spreads 
very easily, covers the maximum 
amount of surface, and wears well. 
It's a splendid thing for brightening 
up old stove pipes. 
It makes them 
look bright and new 
and gives a dressy 
appearance to the 
entire stove. 

Good advertising 
helps accompany it. 
The counter display 
card reproduced on 
this page is very at- 
tractive, stands out 
well, and tells in- 
: stantly what the 

-...., paintis and what it 

Order by No. irj. *,__ r^, 

•^ ^-^ does. The news- 

paper electrotypes are strong and 
will help to make the goods known 
in a short time. The package is 
nicely labeled and makes a good 
display on the shelves. 

The S-W. Stove Pipe Enamel 
should be put on just after the fire 



PIPE ENAMEL. 

AND WINTER SPECJALTY. 

is allowed to go out and 
pipes are 



the 





best satis- 




while 
warm. 

If applied in this way 
and allowed to cool 
thoroughly before the 
fire is started 
again, it will not^ 
smoke or blister, 
and vvill then give 
faciioD. 

Put up in quarter i)int and 
half pint penny-lever cans. 
It's a good specialty to have on your 
shelves just now. 

If you are not car- 
rying it, write us for I 
prices and further in- 
formation, using the 
postal inclosed for 
the purpose with this 
issue of The S.W.P. | 

If you have it on 
on your shelves and 
it is not moving as 
fast as you would 
like it to, order the 
two electrotypes 
shown on this page and begin adver- 
tising it in your newspapers. It would 
be a good plan, 
too, to mail a 
postal card to 
all your trade 
calling atten- 
tion to it. 

It's the best 
Stove Pipe En- 
amel in the 
market today, 
and it will pay 
you big to push 
it. 




Order No. 174. 




A display card that sells 
paint. 
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PLAIN FACTS. 

No gains without pains. 
The foolish man is wise too late. 
Plough deep while sluggards sleep. 
A good paint makes a quick market. 



It's too late to exercise discretion 
after the paint has been applied. 

A bad article is dear at any price 
— "cheap" is dear in the long run. 



He pays double who lives upon 
trust. 

Failure follows shirk ; business fol- 
lows work. 

The foolish man says, ''I can't;" 
the wise, "I'll try!" 

Cheap paint means early failure, 
complaint, and trouble. 

Every house painted with S.W.P. 
helps you to another job. 

Good management will succeed 
where a good income fails. 

Always sell such goods that your 
customers will come again. 

There are no greater proraisers than 
they who have nothing to give. 

Every day is a little life and our 
whole life is but a day repeated. 

Wise men learn from other men's 
mistakes — the fool insists on making 
his own. 



S.W.P. surely will please. S.W.V. 
steadily wins victory. It's a good pair 
to bet on. 

All paint factories may make good 
paint sometimes but S.W.P. is good 
paint at all times. 

S.W.P. is better and cheaper than 
any hand made paint which can pos- 
sibly be put together — better for the 
customer and better for the seller. 

Do it Now is the watchword of the 
wise and the banner of the prudent. 
One today is worth ten tomorrows. 

A wise selection lays the foundation 
for a business, good methods build it 
up, and persistent hustle enlarges and 
beautifies the structure. 

Always keep busy — enjoyment stops 
where indolence begins and they must 
hunger in frost that will not work in 
heat. 

"A man must keep his mouth open 
a long while before a roast pigeon flies 
into it. " If you want the best business 
go after it with all the ability and help 
you can command. 



WHEN YOU HAVE READ THE S.W.P. HAND 
IT OVER TO YOUR ASSISTANTS. IT IS 
rULLOPSUQQESTIONSAND ENTHUSIASM 
THAT CANNOT FAIL TO HELP EVERY ONE 
CONNECTED IN ANY WAY WITH AN S.W.P. 
AGENCY. ••DO IT NOW." 
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THE SPIRIT THAT WINS. 

ERSEVERANCE in the face of discouragement — determination to 

hold to that which we know is right — courage to fight the battle 

through to the end, that's the spirit that wins — the spirit that brings 

a man out of the fray, victorious — that gives him strength to cope 

with and master life's problems. 

Steadfastness in the face of discouragement is a magnificent quality. 
The man with ideas or a purpose must possess it, or his ideas or purpose 
will amount to nothing. 

New things are generally opposed, and a man of purpose always meets 
opposition. 

Foresight and purpose to be effective require to be backed by determina- 
tion and action. 

If you believe you are right, in anything, go straight ahead. Don't be 
turned from your course by adverse criticism, don't be discouraged by oppo- 
sition — stick to it through thick and thin. 

You'll find many people ready to discredit your ideas and dash cold 
water on your enthusiasm, but don't let that dampen your ardor or slacken 
your effort, but rather let it act as an incentive to greater exertions, let it 
add strength to your determination to make good your endeavor, no matter 
what the oppostition. Set your teeth still more firmly, keep your eye fixed on 
your aim and let nothing keep you from it. Let nothing keep you from it. 

The world is full of people who drift along rudderless, turned this way and 
that by the influence of their surroundings, tossed hopelessly around by con- 
flicting opinions, entirely lacking stability or ballast. Such people never ac- 
complish anything. 

It's the man with an aim, a plan, a purpose, directed by sound judg- 
ment and worked out with implict confidence and indomitable perseverance, 
that goes out and mows down the world and compels things to come his way. 

Get out and mow. 




( n. V «. V 



General Manager. 
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SUCCESSFUL S. W. P. 
AGENCIES. 

Mr. A. C. Williamson, Fulton, Illinois. 




^ "1 are looked up 

to in this world are 
the men of action — the 
raen who do things. 
There's no place in business for 
the dreamer — the builder of air 
castles. It's the man who *'gits 
up and gits" who gets there. 

It doesn't make any difference how 
humble a man's calling may be — how 
small his start — if he h^!* ihe 
right Sort of stuff in hint 
he's going to get ahead 
— he's going to make / 
a place for himself. / 
This is particularly / 
true in selling/ 
S.W.P. It doesn't 
matter much what I 
previous conditions \ 
may have been, if an ■ 
agent starts in believ- 
ing that "the way to get 
business is to go after \\, 
and the way to go after ii is 
to get it," he always gets it. ^^ ^ 

That's the idea Mr. A. C. 
Williamson, Fulton, III., had in mind 
when he took up our agency early 
in January of this year. His predeces- 
sor hadn't set him a very good ex- 
ample, never selling more than a 
hundred gallons of S.W.P. a year. 
But Mr. Williamson started in with 
an entirely different spirit. He felt 
from the very beginning that he had 
the right goods and he knew that if 
he pushed them with the proper 



energy they would be sure to make 
a way for themselves. 

His sales prove that he was right. 
Since January 1 902 — less than one year 
— he has sold almost six hundred gal- 
lons of S.W.P. This is a remarkable 
record when it is considered that Ful- 
ton has a population of less than 3000. 
His success is due to two things: 
First, confidence in the selling quali- 
ties of S. W. P. ; second, a proper 
appreciation of the vsilue of 
good advertising. He has 
the knack of turning to 
good account every 
advertising oppor- 
tunity that presents 
itself. He keeps 
abreast of the times 
by utilizing what- 
ever will tend to 
systematize his busi- 
ness and put it on a 
basis where it will be 
more firmly under his 
rontrol. He is a warm ad- 
WUliamson vocate of our personal letter 
work, and it is rarely indeed 
that we do not receive a half a dozen 
or more requests a week for personal 
letters to be written to possible paint 
buyers in his locality. 

Mr. Williamson, although practically 
a new agent, has entered so thoroughly 
into the spirit of the S.W.P. campaign 
and is so earnest and so enthusiastic in 
his work, he feels that a few words from 
him would give encouragement to other 
new agents and would perhaps give 
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some new ideas to the old agents. 
His advice is worth heeding. 

"Don't try to do business," he says, 
"without the tickler system; it is 
absolutely the best thing that I have 
ever seen for getting at a house owner, 
and he is the man you want. The tick- 
ler system has been explained so often 
in The S. W. P. that I am sure most 
of the agents are familiar with it. If 
you don't know what it is, don't sleep 
until you have written The Sherwin- 
Williams Company for full inform- 
ation. 

"Use the personal letters, they get 
orders for you, and will often serve as 
a splendid introduction. But you can't 
expect to get most good out of them if 
you don't follow them up. Keep in 
touch with the man you're trying to 
sell ; see him frequently, not begging 
him for his order but giving 
solid facts in favor of his using S.W.P. 

"By all means use a space in your 
town newspaper. I occupy a space 
4x4 inches, using the electrotypes fur- 
nished by The Sherwin-Williams 
Company. Use the local column 
frequently. It doesn't cost much and 



makes a splendid ad. As soon as 
one of your customers has finished 
painting his house with S.W.P. insert 
a notice something like this : 

Joseph Billesbach's residence on Prairie 
Street now presents a very neat appearance. 
He recently had it painted with Sherwin- 
Williams Paint. The colors selected har- 
monize artistically which makes the build- 
ing prominent among the beautiful cottages 
on that street. 

"Don't sign your name, let it go as 
news. 

'*Last though not least: Put 
up a solid Sherwin-Williams front. 
Make your paint stock strictly Sher- 
win-Williams. You will find that 
selling a twenty-five cent can of Kopal 
will help you sell the larger packages. 
It helped me to a three gallon sale." 

There's a whole lot of encourage- 
ment in Mr. Williamson's splendid 
success for new agents who are just 
beginning with S. W. P. ; also for old 
agents who perhaps are meeting with 
set backs and are not selling as much 
S. W. P. as they would like to. 

'*The way to get business is to go 
after it, and the way to go after 
it is to get it. " That's sure. 




MAKE IT A 

\}iE fall campaign is still 
keeping up with truly sur- 
prising vigor and it shows 
what can be done to boom 
the paint sales if we only work to- 
gether. We've never before experi- 
enced such a successful fall season, 
and we're sure the agents have the 
same story to tell. 

But the battle isn't over yet. 
There's one more month of it. So 
let's continue to wage it with the same 
old, enthusiastic, conquering spirit. 
I ^You know, the race is never won 
unto the wire is crossed. The pace 
up to the three-quarter mark has been 
a hot one. Let's make the finish 



HOT FINISH. 

hotter. We can do it. If there are 
any jobs in your territory that are still 
unsold, send us the names of the own- 
ers and we'll go after them for you. 
If there are any painters who ought to 
be converted, let's know who they 
are, and we'll do the best we can to get 
them into line. If there is any special 
help you would like to have, don't 
hesitate to let us know. We want to 
continue to work with you right up to 
the last minute. We want to make the 
close of the fall season just as lively, 
just as satisfactory, as the opening. 

Let's go down the home stretch to- 
gether, and we'll certainly make the 
finish a hot one. 
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STORIES BY WARD. 




|;EARLY every S.W.P. agent 
I visit has some interesting 
story about how S.W.P. 
beat out I^ad and Oil, or 
some other paint. As these stories are 
always interesting to me I take it for 
granted they will interest you and will 
prove to be good talking points when 
you are selling S. VV. P. to some 
** doubting Thomas." I will repeat a 
few of these ''o'er true tales" as they 
were told to me. 

S. W. P. Saves Mooey for the Coo- 
tracting Paioter. 

Story told by S.W.P. agent at Mai- 
den, Mass.: "When I was in the 
contracting business I had two rooms, 
each the same size, that I had to have 
painted in one morning to enable me 
to get my men at an outside job in the 
afternoon. I had an Englishman 
working for me who always refused to 
use S.W.P. I told him to take some 
S.W.P. and paint one of the rooms. 
He said, *I don't want to use that 
bloomin' rotten stuff. I would rather 
mix my own paint.' 'All right,' said 
I, *go ahead and make up your own 
paint, but get the room finished this 
morning. 

**I sent another man to the other 
room with S.W.P. They started off 
together. About 8 o'clock the Eng- 
lishman came back to the shop for 
some thinners or colors (I forget 
which) to get his paint right. The 
other man was back at the shop shortly 
after, hi« room painted completely, and 
1 Hont him out on a job of glazing where 
ho put in ftftocn lights of glass before 
noon. The Englishman did not get 
hrtf k \\u\'\\ after 11 o'clock. He put 
in hi^ ttmc tmtil noon ttn->und the shop 
I Irrtnntg n]> prtint j>ots. It is easy to 
f^gnro ihrtt I wrtw trtr rthcAil on S.W.P. 
thrtl mornn^g.** 



S.W.P. Wins with the Women. 

Another story by the same agent: 
"A customer called for 100 pounds of 
lead and live gallons of linseed oil, 
saying, 'I shall be out of work for a 
short time and I am going to paint my 
house.' I knew there was no use of 
talking S. W. P. to him, so I sold him the 
lead and oil. In a few days he wanted 
twenty-five pounds more of the lead. 
I happened to be out of that size 
package, and as his time was too lim- 
ited for him to wait until I could send 
for it, I got him to use S. W. P. to 
finish. As it was the back of the 
house that was unfim'shed, he said, 
'I'll use the stuff, for it don't matter 
much on the back.' Next day he 
came in and said, 'Well, I am up 
against it for sure, now. My wife 
says that the back of the house makes 
the rest look sick, and insists on hav- 
ing the house look the same all over, 
so you would better let me have five 
gallons of S. W. P. to use over the 
white lead and oil." 

An Honest Test WiU Win the Honest 
Painter. 

Story told by S.W.P. agent at Wor- 
cester, Mass.: "For a long time I 
have been trying to get two Swedish 
painters to use S.W.P. They always 
claim, however, that they can mix better 
paint than any ready mixed paint. The 
other day I gave them one gallon of 
S.W.P. Flat White and one gallon of 
China Gloss White, and told them to 
use it, and if they did not find it bet- 
ter than they could mix themselves, 
I would not charge them one cent for 
it. Well, I have not seen them since, 
but this morning they sent in an order 
for four gallons of each, to be sent up 
to the house they are working on. 
That looks as though S.W.P. has won 
out once more." 
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A GOOD SPECIALTY TO PUSH NOW. 




r, TtHE S-W. Wagon and Im- 
Bn \u piemen t Paint is a good 
I W \ specialty to push now. 
^ ** There are many good argu- 
ments in favor of its use and every 
agent ought to make a special effort to 
bring it to the front. 

A great many farmers leave their 
implements and wagons out in the 
open during the winter without 
\ny protection against the weather. 
That's what rusts and spoils them and 
makes them deteriorate fast. If farm 
wagons and implements are worth 
anything at all they're surely worth 
protecting and they certainly ought to 
be protected against the winter's snows 
and storms. They should not be al- 
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"^ WAGON . 

AND (MPLCMENT PAINT '"''''X 
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Wagon and Implement Counter Card 



The S'W. 

Wagon and Implement 

Paint 

AN AFTER HARVEST SPECIALTY 



lowed to go to ruin for the want of 
a little paint. 

The Sherwin-Williams Wagon and 
Implement Paint is just the thing to 
help preserve them. It will certainly 
improve their appearance. It is made 




GOOD WAGON PAINT »AVE8 WAGONS 



If yoa vMl yttmt wagm to lut the loagal po«&l« t 
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Paint 
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0000 COLOR*. CA«V TO PUT OM. 



Tivo columns njuide by j% in. deep 
Order by No. 142 

in six strong colors ; can be washed 
repeatedly without injury ; and stands 
the hard wear to which farm wagons 
and implements are subjected. It is 
an oil paint and dries with a good oil 
gloss. It can be applied by most 
anyone, works remarkably easy, and 

is very economical. _^ — _. 

Those are the 
arguments that can 
be advanced in sell- 
ing it, and if a little 
extra push is put into 
its sale at this time 
of the year, you'll 
be surprised what a 
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PAINTED 

FARM IMPLEMENTS 

lut lofiffcr for being kept 
in good cooditioa. The 
paint keeps decay away. 

Tm 
SHomM'WiLuam 

Wmom m litnuKHT 
Pumr 

is the best paint made ibr 
the puipose. It's made for 
durability. 

Ask for cok>r cards. 
Comes in Red. Yel- 
low. Blue. Green and 
Black. 



One column ivide by 

J in. deep. 
Order by No. 14.1. 



lot of it you can 
sell. 

We are ready to 
help you all we 
can. If your 
counter display 
card isn't in 
good condition 
or if you haven't 
one let us know 
and we'll send a 
new one. If you 
need color cards 
or anything else 
to help push the 
paint, call on us 
and we'll do what 
we can for you. 
Use the news- 
paper electro- 
types. They're 
good. If you are not carrying Wagon 
and Implement Paint now, it will cer- 
tainly pay you to place it on your 
shelves. It is by far the best paint of 
its kind in the market today. It is 
put up in pint, quart, half gallon, 
and gallon tin packages, attractively 
labeled. It makes a splendid show- 
ing on the shelves. 
It is a good seller. 

THE CLERK WHO STANDS UP FOR 
QUALITY. 

The other day I went into a store to 
buy a pair of suspenders. I wanted to 
pay fifty cents for them. The young 
man who waited on me showed me a 
selection of fifty cent values. Then 
in the most natural way displayed an 
assortment of seventy-five cent values, 
saying, **Here are suspenders that will 
cost you seventy-five cents a pair, but 
they are of much higher (luality than the 
others you've looked at, and will give 
you satisfaction and wear that will more 
than counter-balance the difference in 
price. They are better than the fifty 
cent pair." 



I told him I didn't want to pay 
seventy-five cents. That didn't daunt 
him however. He knew he was sel- 
ling a high quality article — he was en- 
thusiastic over it — he believed in it — 
he wanted me to believe in it. In a 
gentlemanly, insistent way, he dem- 
onstrated the good points of the seven- 
ty-five cent suspenders ; he showed me 
where they would give me greater 
comfort than the fifty cent sort, and in 
a short time he had me convinced that 
after all I did want to spend seventy- 
five cents ; and I did, too. 

If that clerk had been weak-kneed 
— ^if he hadn't had the courage of his 
convictions — I would have bought the 
cheaper grade of suspenders, and 
would not have been so well satisfied. 



It's that same sort of salesmanship 
that sells S. W.P. in face of low quality 
opposition. In order to sell a good 
article you must believe in it your- 
self and show by your talk, your ac- 
tions, and your looks that you do. 

When you're up against a *'cheap- 
by-the-gallon-man," stick up for 
S.W.P. and don't be held down by 
'*low price" talk. Demonstrate that 
gallon-price isn't the key to value in 
paint. Show where S.W.P. saves 
money by the job. Point out its cov- 
ering capacity and how it saves the 
painter's time. Bring out its long 
wearing qualities and the good finish 
it gives. Stick up for good quality 
against inferiority and you'll sell your 
man nine times out of ten. 



The clerk who doesn't sell S.W.P. 
is the one who is afraid to back it up, 
who doesn't stand up boldly for good 
quality, and who allows himself to be 
discouraged by the **cheap" man. 

Always have the courage of your 
convictions and you'll win out every 
time. That's been my experience, 
and I was a clerk for many years. 
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A SIMPLE AND EFFECTIVE WINDOW. 

SIMPLICITY in window dressing is always sought by good advertisers. The 
quicker the eye can take in the entire details of a window, the stronger, usually, is the 
impression created. 

The display illustrated above is exceptionally simple in design and construction. Drape 
the window in the usual way. Procure two or three carpenters' squares, place on them oneof 
each size can of S.W.P. Hang a square and a half gallon can of S.W.P. in the window 
on one side, place a paint brush on each can, tastefully arrange a few color cards and one 
of the *^ Cover the Earth" posters. Write the sign, S.fV.P. is on the ''square'* in the\can 
and under the brushy then the window is complete. 
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PORTRAITS OF S. W. P. MAKERS. 

A. E. SCHAFER, Manager Central Division and Carriage and 
Manufacturers Sales Department. 

r 




f 



m 



\HE foolish man says IcanU, 
the wise man says P II try, is 
an old homely saying with 
more truth than poetry in it. 
Many a man has gone down to defeat 
in the business world who if he had 
adopted as his watchword "Til try" 
instead of "I can't" would have made 
a most pronounced success. 

It's not the genius who always suc- 
ceeds in business. It's the man who's 
willing to take things as he finds 
them, who's not easily discouraged, 
who in spite of disappointments main- 
tains firmly his determination to forge 
ahead. 

'Til try" and '4 will" are the 
magnets which have lifted Mr. A. E. . 
Schafer from the humble position of 
general roustabout in the machine 
shops and engine room of The Sher- 
win-Williams Company to the posi- 
ion of manager of the Central 



Division and the Carriage and 
Manufacturers Sales Dept. in a com- 
paratively few years. He has won suc- 
cess simply through dint of hard work, 
by believing in himself, and by striv- 
ing hard to overcome every difficulty 
which met him on the way. 

Mr. Schafer took his first position 
with the Company on August 25th, 
1 88 1. He began in the engine room 
and machine shops doing whatever 
was given him to do. He did not 
remain there long however, being pro- 
moted in three months to a higher 
place in the S.VV.P. filling room. 

His next upward move was to a 
minor position in our shelf goods 
stock room. But he wasn't the sort 
of young man easily satisfied and in 
a few months won for himself another 
advancement, this time to the S.W.P. 
packing room. 

In June 1882 he was transferred to 
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the Advertising Department where he 
served in a clerical capacity for two 
years. In 1884 he was given a clerk- 
ship in the Railway Sales Department. 
From there it was but a short step to 
the position of chief clerk in our 
Cleveland house to which he was ap- 
pointed in the Spring of 1886. After 
eighteen months service in that capac- 
ity, he was made assistant sales man- 
ager of the Cleveland district. 

Mr. Schafer had now gone ahead 
in the office as fast as he could reason- 
ably expect, and he felt that to round 
out his experience, a few years of road 
work would be of much benefit to him 
and in October 1887 he secured the ap- 
pointment of traveling representative 
in Central and Southern Ohio, North- 
em Kentucky, and West Virginia. He 
covered this territory until October 
1889 when he was transferred to the 
field embracing Northwestern Ohio 
and Northeastern Indiana. 

Meanwhile our business with the 
large carriage and general manufac- 
turing trade of the country had been 
developing to such an extent that in 
order to look after it properly it was 
necessary to secure men of wide expe- 
rience in the paint field, and in August, 
1895, Mr. Schafer was appointed spe- 
ial representative of our Carriage and 
Manufacturers Sales Department. He 
traveled in the northern portions of 
New York, Pennsylvania, Ohio, 
Indiana, besides having within his 
control the Northern part of Illinois, 
and the states of Michigan, Wiscon- 
sm, and Minnesota. 

He was so successful in this work 
that in November 1899 ^^ was made 
assistant manager of his department 
and in November of the following 
year, when the manager resigned to 
enter the carriage manufacturing 
business for himself, was advanced 



to the position of manager of this de- 
partment. 

In this last named capacity he de- 
veloped marked excutive ability, and 
soon made his department a very in- 
fluential one in the growth of the 
Company. Together with the men 
under him he has succeeded in win- 
ning for the Company over eighty 
per cent of the carriage trade of the 
United States and Canada, the sup- 
port of many of the large farm imple- 
ment and wagon builders of the 
country and a long list of prominent 
manufacturers in every line of busi- 
ness. 

He proved himself to be such a 
strong business getter in this depart- 
ment that in September of this year 
he was advanced still higher, being 
appointed to the managership of the 
Central Divison of the Company, still 
retaining active management of the 
carriage and manufacturers sales de- 
partment. 

Mr. Schafer thoroughly believes in 
being straightforward with everyone 
and the principal factor that has contri- 
buted to his success as a salesman and 
sales manager is strict adherence to the 
truth in selling goods. As he says him- 
self, ^^If I am buying anything I want 
to know all I can about it. I want to 
be told the truth about it and don't 
want any mis-statements or false asser- 
tions. That's the principle I have 
always gone on when selling my cus- 
tomers. I've never yet made a state- 
ment about my products that couldn't 
be proven true. I believe in selling 
goods as I would like to have them 
sold to me." 

He is of a genial, sunny disposi- 
tion, has the knack of meeting men 
in an open-hearted, frank manner that 
wins him fast friends. He is a Knight 
Templar, thirty-second degree Mason, 
and a member of the Mystic Shrine. 
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S. W. p. ADVERTISERS. 

What the Agents Are Doing in the Way of Special Advertising. 

The State fairs that are held in the fall offer an unusually good opportun- 
ity for effective advertising. The number of photographs of splendid displays 
we have received during the past month show very conclusively that ihe agents 
thoroughly appreciate this opportunity and are not slow to take advantage of 
it. On this page are reproductions of some of the most attractive exhibits. 

We congratulate the agents mentioned below on their progressiveness in 
makmg such a good showing and we want to thank them for their thought- 
fulness in remembering the ''S.W.P. Advertisers' " page. 

It needs but a glance at the photograph of ter his name. Mr. Tritt is now planning 



the exhibit made by Mr, 




Booth of Selby Drug Co. 
Odebolt, loiva. 

in the work by his 
Hummel. 



J. S. Green, Mor- 
rison, III., to 
see that he 
thoroughly 
understands 
how to dress 
a booth in a 
striking man- 
ner. His 
headquarters 
were the cen- 
ter of attrac- 
tion at the 
Whiteside 
County Fair, 
held in Mor- 
rison a short 
time ago. Mr. 
Green was 
ably assisted 
manager, Mr. F. F. 



to sell S. 

hundred 

mers. 



W. 

far- 



P. to every one of those four 




Mr. F. E. Tritt, Knightstown, Ind., 
is an S. W. P. agent who never does 
things by halves. When he under- 
takes to do any adver- 
tising it is usually of a 
kind that shows marked 
originality and an un- 
common advertising 
spirit. At the fair held 
in his town this fall, he 
turned the float used in 
the parade into a street 
bazaar and succeeded in 
gettingover 400 farmers 
of the surrounding 
counties to visit him and 
take away an S.W.P. 
circular. He did it by 
offering a chance on a 
gold watch to every 
farmer who would call 
at his bazaar and regis- 




Float and Street Bazaar of Mr. 
F. E. Tritt 



Enthusiasm 
and push are 
noteworthy 
attributes of 
our aerents in 
La Crosse. 
Wis.. The 
V. Tauche, 
HardwareCo. 
They are al- 
ways after 
busmess and 
never lose an 
opportunity 

V W "^P ""to ^J«^A'*'' of Mr. J. S. Green 

the front. That they have the right spirit is 

easily seen by noting their fine showing at the 

Inter-State Fair held in La Crosse last month. 

In addition to the splendid prominence they 

gave S.W.P. in the inside of the fair 

building, they placed their large iron * *cover 

the earth" sign at the 

m main entrance, so every- 

* one who attended the 

Fair was sure to know 

that S.W.P. covers the 

earth, or at least that 

part of it adjacent to 

La Crosse. 



Simplicity of design 
is one of the principal 
things to remember 
when dressing a win- 
dow or a booth. The 
fewer details there are 
and the less crowded 
the display the more ef- 
fective will be the result. 
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Display of V. Tausche Hdiu, Co. 
La Crosse, IVis, 

Simplicity is the chief charm of the booth ar- 
ranged by the Selby Drue Co., Odebolt, 
Iowa, for their fall carnival. Every part of 



it can be taken in at a glance, and that's the 
object sought by every good window dresser 
and display man. 

BEGIN NOW. 

Begin now to think of your list of 
house-owners to whom you wish the 
1903 spring mailing circular sent. In 
a little while the bulk of the fall paint 
trade will be over and there'll probably 
be a short time before the Christmas 
trade begins in which you could do 
some work on your new list. 

We would suggest that you begin 
now. You know how important it is 
to have a good list. The better the 
list, the greater will be the benefit de- 
rived from the mailing circular. 



S. W. p. TALKS OVER THE COUNTER. 

Talk No. 8 — With the painter who tries to induce a prospective buyer to 

use lead and oii. 

about it, yet you say lead and oil is 
better. That's not fair. 

The Painter — Mr. Agent, a little 
over three years ago, Sam Robinson, a 
painter friend of mine, used one of 
those mixed paints. He paid $1.20 a 
gallon for it. Inside of a year the 
paint was of as many colors as Joseph's 
coat. It faded, cracked, and peeled, 
and was in the worst condition possi- 
ble. Before being repainted the old 
paint had to be burned off to the 
wood. 

The Aji^en/ — Unfortunately there 
are many brands of poor, worthless 
prepared paints on the market, and 
the good suffer for the bad. This 
is equally true of white lead. All 
white lead is not good. There's 
a great difference in brands just as in 
prepared paints — some are worthless, 
and some are good. There is just as 
much trouble, just as many poor jobs, 
resulting from the use of white lead, 
as from the use of other paint material. 



The Customer — I want a color card 
of the Sherwin-Williams Paint. The 
Sherwin-Williams people have been 
writing me letters for the last month 
or so and I think I'll use their paint. 

The Painter (who happens to be 
in the store) — I wouldn't use it if I 
were you, Mr. Customer. Lead and 
oil is what you ought to buy. 

The Customer — I used lead and oil 
when I painted two years ago. The 
Sherwin-Williams Co. tell me that 
their paint is better. Mr. Agent here 
says the same thing, so I think I 
shall use it. 

The Agent — Mr. Painter, have you 
ever tried S.W.P.? 

The Painter — No, I haven't. I've 
mixed my own paint ever since I be- 
gan to learn the trade. I know what 
lead and oil is. I don't know any- 
thing about your paint. 

The Agent — That's it, exacdy. 
You've never tried S.W.P. You ad- 
mit that you don't know anything 
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The Painter — ^Well. any way, when 
I buy white lead and oil, I know what 
Fm getting. 

The Agent — How can you be sure 
of it? The lead may not be pure; 
the oil may be adulterated or the tur- 
pentine ' 'fixed . ' ' Any one of these arti- 
cles being wrong will spoil all the rest. 
How are you going to tell? You can't 
— until the damage is done. There's 
ten times less risk in buying a pre- 
pared paint with the name and guar- 
antee of well-known makers like The 
Sherwin-Williams Co. on every pack- 
age, than in buying three or four dif- 
ferent materials that come in just as 
many qualities and mixing your own 
paint. 

The Painter— ThsLi may be, but 
The Sherwin-Williams Company have 
to take the same chances as I have. 

The Agent— No, Mr. Painter, they 
do not. They manufacture nearly all 



their raw materials ; they make their 
own oil; manufacture their dry col- 
ors, varnishes, japans, dryers, etc. 
What material they do buy they buy 
in immense quantities, and in order 
to protect themselves, are compelled 
to test everything they buy. Not only 
that, they even test the materials they 
make themselves before using them. 
They know to a certainty that every- 
thing their paint is made of is right. 

The Painter— Wen, I've used lead 
and oil all my life. My father used 
it before me, and I'm going to con- 
tinue to use it and to recommend it. 

The Agent — That's prejudice due 
to habit, Mr. Painter. You're a rea- 
sonable man, and I'm sure that if you 
knew S.W.P., how good it is, and 
what it can do for you, you would use 
it. I'm willing to leave the matter to 
your judgment. Here's a quart can 
of S.W.P. White. Take it home with 
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you. Test it out, and if it doesn't 
cover more surface, work easier, and 
look better than lead and oil, I'll 
give in. 

The Customer — ^That's fair, Mr. 
Painter. I'll wait until I see how 
S.W.P. turns out before buying my 
paint. You let me know the result of 
the test, Mr. Agent. From your talk 



I'm inclined to think that Mr. Painter 
will come over to your side of the 
fence. 

(There's nothing that'll more 
quickly convince a prejudiced painter 
that S.W.P. is all right, and that you 
have full confidence in it, than to offer 
him a sample can for a test. Let him 
try it out, and if he's honest, he'll 
soon admit its superiority.) 



KOPAL STANDS HARD WEAR. 




j^OPAL is the best general pur- 
pose varnish that any man 
can buy. There is no work 
too good or usage too hard 
for it. It stands up under every test 
given it and never fails to prove its 
worth. 

Here's a letter that tells the sort of 
varnish it is and what may be ex- 
pected of it : 

Central Valley, N. V. 
I put two coats of your Kopal Vat- 
rush on my soda water counter a year 
ago last spring. It has stood the weat 
much better than I thought it possible for 
any varnish to stand, having been 
washed, in the busy season, sometimes as • 
many as a dozen times a day, and some- 
times with soap, and even occasionally 
Tvith ammonia or bicarbonate of soda in 
the water. 
Yours truly, 

George Cornell, 

Oct. J, igo2, S. W,P. Agent, 

Kopal 's a varnish it pays to push. 

It suits all classes of trade. Dealers, 

painters, house-owners, architects, 



contractors, and builders — everyone 
who uses it likes it. It's a varnish to 
build up trade on. It's a good enter- 
ing wedge for future business. 

Kopal couldn't be otherwise than 
good. It's made from good ma- 
terials, the hardest Kauri gum, well 
aged pure linseed oil, pure spirits tur- 
pentine, and the best varnish dryer. 
There's nothing else in it but the skill 
of the maker. 

It's durable, elastic, and works very 
easily. It's excellent for outside doors, 
bathrooms, soda water counters, boats, 
carriages, in fact any place where a 
good, tough, long wearing varnish is 
wanted. 

There's no other varnish at any- 
where near the price that can touch 
it in general good qualities. It's a 
varnish that'll please all your custom- 
ers. It's a varnish that'll make money 
for you. 

Are you selling it now? If not, 
write us for prices and further infor- 
mation. 



THE PLANT THAT MAKES THE S. W. P. OIL. 



MARKED success has at- 
tended the establishing of 
our linseed oil plant. The 
mill has been in operation 
now for some months and has, as we 
expected, greatly strengthened our 




position as paint makers. We are 
now practically beyond the control of 
market manipulation. 

Formerly we were the largest in- 
dividual purchasers of linseed oil on 
the continent, and the fact that we 
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were dependent upon others for our 
supply of so important a material was 
often a serious matter. The plant 
strengthens our position in the manu- 
facturing world. 

Our manner of making oil is the 
best known. The seed is stored in 
immense steel tanks, where the oil- 
giving qualities are retained better 
than with the usual method of storage 
in wood. The best and most im- 
proved methods are employed in filter- 
ing and purifying. Specially designed 
steel storage tanks, in a room of uni- 
form temperature, insure pure, well 
aged oil. 

When we planned the mill we ex- 
pected to have a surplus production 
of oil to sell in the open market. But 



so great has been our growth, that 
despite the size of the plant, running 
at the limit of its capacity, all the oil 
is used for our own requirements. 
But we have room to grow and it is 
likely that we shall soon considerably 
increase the plant. 

This splendid addition to our facil- 
ities is of great moment to our 
agents. It gives them wider oppor- 
tunities, and stronger arguments in 
selling our goods and ought to make 
them more confident of S.W.P. It is 
of interest to the property holder and 
painter and increases the prestige of 
our agents in going after the trade. 

Use the linseed oil plant as a talk- 
ing point in selling S.W.P. 




Unloading a boat load of flax seed at the marine toiuer of the Com- 
pany s Linseed Oil Mill. The complete plant is not shown 
here. It ivas illustrated in the May issue of The S. fF. P. 
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HAND WRITTEN WINDOW CARD SUGGESTIONS. 

To be written with blue pencil on wrapping paper. 
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ANNUAL 



OUR TWENTY-SECOND 
CONVENTION. 

The Twenty-second Annual Con- 
vention of the representatives and 
managers of The Sherwin-Williams 
Company will be held in Cleveland, 
the week commencing November 
third. 

At this convention the plans we 
have made for booming our business 
for the coming year, and the new ad- 
vertising features and helps we have 
designed for our agents will be ap- 
proved. 

This annual meeting means a great 
deal for all of us — ^agents, representa- 



tives, and ourselves. It enables us, 
through our salesmen, who are your 
direct representatives, to come into 
closer touch with you and to decide 
more intelligently upon what is neces- 
sary to help you maintain the hot pace 
that you set your competitors. It en- 
ables us to judge the future by the past 
and to plan more wisely the campaign 
for the coming year. 

We expect the 1903 convention to 
be the largest and most profitable one 
we have ever held. We shall cer- 
tainly try to make it the most produc- 
tive one for our agents. You'll hear 
more about it in our next issue. 
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PLAIN FACTS. 



If you want to get a-long well, DIG 
DEEP. 

A proraise to pay is not always a 
favorable owe-men. 

The most dangerous imitation is 
nearest like the true. 

He that has four and spends five, 
has no need of a purse. 

Wishers and woulders are never 
good partners for any man. 

Some vices are most unpopular — 
ad'Vice frequently most of all. 

To change one's mind is to be wiser 
today than we were yesterday. 

Here's another winning pair. Com- 
monwealth Barn Red and Ename laid. 

It's sad to see people squander 
money and know that you cannot help 
them. 

Honest goods never disappoint you. 
Ten times repeated, they will still 
please. 

If meti abused their bodies as they 
do their credit, the race would soon 
run out. 

Two things about which we should 
never be angry — what we can help 
and what we cannot help. 



Push the hardest when business is 
prosperous — that's the time to make 
the biggest gain. 

No man ever yet succeeded in busi- 
ness by offering goods to his trade 
because they were low priced. 

Keep your force and facilities con- 
standy at work. Activity brightens 
and strengthens; rust dulls and 
wastes. 

The poorest goods often put forth 
the loudest claims — as a traveler with 
an empty purse may sjng in the pres- 
ence of a robber. 

Half hearted interest and half 
hearted energy never win anywhere — 
one must enter heart and soul into 
whatever he undertakes in order to be 
a successful man. 

There are two reasons why more 
people do not mind their own busi- 
ness^ — one is that they haven't any 
business, and the other is they haven't 
any mind. 

"It's not the time, nor the place, 
nor the circumstances that win success 
— it's the man." There isn't a single 
S. W. P. agency that can't make the 
biggest kind of success out of S.W.P. , 
if the work is taken hold of with the 
determination to win and the do it now 
spirit. 



WHEN YOU HAVE READ THE S.W.P. HAND 
IT OVER TO YOUR A88I8TANT8 IT 18 
FULLOF8UQQE8TION8 AND ENTHU8IA8M 
THAT CANNOT FAIL TO HELP EVERY ONE 
CONNECTED IN ANY WAY WITH AN 8.W.P. 
AGENCY. "DO IT NOW.*' 
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OUR TWENTY-SECOND ANNUAL CONVENTION 

^H E Twenty-second Annual Convention of The Sherwin-Wil- 
liams Company's representatives and managers, was held at the 
Company's headquarters, Cleveland, during the first week of 
November, from the 3rd to the 8th. It was successful in every 
way ; larger in numbers and greater in amount of work accom- 
plished than any previous convention. 
These annual meetings are now the most important event in our business 
year. Through the salesmen, the management is brought closely in touch with 
our agents. We also learn the conditions of trade in the various divisions and 
territories, the results of our past efiorts, and the improvements that can be 
made for the future. Our representatives are your representatives at the con- 
ventions. They express your views and your suggestions in the discussions 
which shape our plans and policy. At the sessions every point is given the 
very best thought, questions are asked, views are expressed. Every man in 
attendance has but one desire — to strengthen and improve our position. This 
co-operative spirit is responsible for our remarkable growth. 

The representatives leave the convention stronger business men, and 
better paint men, with a wider knowledge of the Company's products and 
business methods. The lists of bur goods are thoroughly reviewed by the man- 
agers of the different departments, and the representatives become thoroughly 
conversant with the characteristics and uses of our products. They are, there- 
fore, in a better position to help you. 

Our plans for this year are more extensive than ever. We have mapped 
out an aggressive campaign for reaching the consumer through your assistance. 
Your help in the past, and the splendid results obtained, leave no doubt of the 
wisdom of the, co-operative policy. We are prepared to do more progressive 
work than ever before. Our force of traveling representatives has been in- 
creased and twenty new territories will be covered. This will enable each man 
to give more personal assistance to each dealer. The promoting and advertis- 
ing features for the year are the most complete we have ever shown. Some 
new, good specialties have been added to our b'st of products. Taken all 
together, we start out from this convention time stronger, bigger, and better 
equipped than ever before. 

The year that has just closed, was the most successful in the history of our 
business. It was a year of expansion in every department. The total sales 
were the largest, and showed a greater percentage of gain over the previous 
year than ever before. The estimates for the year were greatly exceeded. The 
plants at Qeveland, Chicago, Newark, and Montreal have been materially 
enlarged and improved. A linseed oil mill has been established at Cleve- 
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land; where we are crushing, treating, 
and refining our own linseed oil. A 
new division, the Southwestern, with 
headquarters at Kansas City, has been 
established, and arrangements have 
been completed for opening a new dis- 
tributing depot at Winnipeg about 
January ist. 

Confidence — in yourself — in the 
goods — in the Company — was the key- 
note of. the convention. The success 
of the last year, and future prospects, 
warrant this sentiment, and every man 
realized it. There was not a doubtful 
one present. 

It is a heavy task to review and dis- 
cuss the work of all our departments, 
but everyone was so enthusiastic that 




Decorations at the General Office entrance dur- 
ing convention week. 



not a moment was wasted ; not a de- 
partment or feature was missed^-every- 
thing was attentively considered. 

A significant fact of the business 
sessions was that no complaints were 
brought before the convention for 
consideration and disposal. This can 
only mean that the products are very 
near perfection and that the paint 
troubles of the S. W. P. agent are a 
thing of the past. 

A "smoker" held Tuesday evening 
in the Company's club-room, was one 
of the diversions of the week. The 
officials, managers, and representatives 
were in attendance, business cares 
were forgotten and a good time was 
enjoyed. It was a happy reunion. 

On Friday evening, No- 
vember 7th, a banquet was 
held in the auditorium of 
the Cleveland Chamber of 
Commerce. Officials, rep- 
resentatives, and ail Cleve- 
land employees, numbering 
nearly 600, were present. 
The big banquet hall was 
tastefully decorated, an 
orchestra furnished a well 
selected programme, and 
played for an informal re- 
ception following the dinner. 
The after dinner speeches 
were interesting and help- 
ful. 

Many able addresses were 
delivered during the week, 
well worthy of publication. 
But limited space necessi- 
tates a selection. The ban- 
quet address, on Business 
Success^ by Mr. Cotting- 
ham, the General Manager, 
treats of a subject that is 
the spirit of our organiza- 
tion. It is printed in 
part, in order that all con- 
nected with our Company 
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may learn of the principles we are 
building on, and catch some of the 
enthusiasm and inspiration that the 
address created in the banquet guests. 
The main portion of Mr. Cotting- 
ham's address is as follows : 

I want to say in the beginning that I 
know of no way of reaching the top of the 
ladder of business success except by climb- 
ing, and that I know of no wa)r of climbing 
except by effort — hard and continuous effort. 
The climbing begins at the very bottom 
rung, and if the climber is to make head- 
way he must take a firm ^rip, keep his eyes 
riveted on the top, and his mind firmly set 
on reaching it. The progress will be slow, 
especially at the start, it must be made step 
by step, for it's only by such practice and 
experience that we become fitted to stand at 
the top. 

The trouble with most business climbers 
is that they want to set to the top without 
the g^eat struggle and hard effort of climb- 
ing. They want to be boosted up, and I 
have observed that the man who has to be 
boosted up has to be held up — left alone 
he'll topple and fall, he has not learned to 
stand alone — he is not at home in such an 
exalted place. So I repeat the onl^ way to 
reach the top and stay there is to climb, and 
climbing, let it be remembered is slow, hard, 
toilsome work, but it's a grand thing to 
stand at the top. 

Business success, like all other things in 
this world worth havine, depends^upon the 
exercise of certain dennite characteristics, 
and it is of three of these essentials, which I 
deem among the most important, that I wish 
to speak. 

I St, Health — health of body and health of 
mind. 

2nd, Ambition. 
3rd, Work. 

Of course there are a lot of other things 
necessary to business success, but these to 
my mind together with honesty, form the 
broad foundation on which to build, and all 
else is but the detail of the structure, the 
size and importance of which will depend 
upon the strength of this foundation. 

Given a man with good health of body and 
mind, a consuming ambition to rise, and a 
large capacity for hard work , and I care not 
^vbo he is, ^vbat he is or *where he is, he 
will come to the top. You can't keep such 
a man down — it would be contrary to the 
laws of human progress and experience. 
The time, the place, and the opportunity 




Our growth since 1896, The smaller pail 
represents our business in 1896, the larger 
one our business in ig02. 

will not be wanting to such a man. It's the 
man that makes these, not thev that make him. 
And every one, ambitious of success, should 
be thoroughly convinced of this. I have 
no (>atience with those who attribute success 
to a lucky chance, a fortunate condition or 
a rare opportunity — these come to every 
man, the difference being, one sees them, the 
other does not. One has worked for them, 
and prepared for them, and when they pre- 
sent themselves he seizes hold of them. ^ The 
other is not preoared and so they slip by 
him— and he calls it hard luck. 

Let a man but have an aim and purpose, 
and opportunity to attain his end will not 
be wanting. The field of business is open 
to all. In the great arena of trade every 
man can compete, and every man has a 
good, fair chance, the statements of croak- 
ers to the contrary notwithstanding. 

It's ^wonderful yi\izt can be accomplished 
in time by a man who works persistently 
along the right course. It's deviating from 
the course, getting off the track, letting 
down a little at times, that is fatal to 
progress. Stick -to-it-ivencss is characteris- 
tic of all men of great achievements. 

Let me now direct your attention to the 
first qualification for business success which 
I referred to — Healtb. The man who neg- 
lects his health is, to say the least, very 
short-sighted, and to say the truth, a fool. 
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A comparison of our relative gro*wth year 
by year since i8g6. 

He needs his health to stand the tremendous 
strain necessary to the struggle for success, 
and he needs his health to enjoy success. It 
is a sad thing to see a man who has worked 
hard and won success left with a wrecked 
constitution which utterly unfits him for 
the enjoyment of the fruits of his labors. 
Such a sight is not unusual to-day, and 
should prove a warning to those engaged in 
the strenuous life of our times. 

We all know the importance of the 
machinery of our ^reat tactories and the 
pains taken in keepm^ it in perfect condi- 
tion. How watchful is the engineer to see 
that the fires are kept burning, that the 
machinery is well oiled, that everything is 
done to make it work smoothly, for it is 
only through the exercise of such care that 
the highest efficiency is obtained. 

The human machinery must have the 
same care if we are to develop it to the 
highest point of efficiency. The body and 
the mind comprise the motive power of our 
being. The body generates the current for the 
mind, and the current keeps in motion the 
machinery of our operations. Surely then 



it behooves us to keep our motive power at 
all times up to the highest standard. 
Should we neglect it, there is likely to be a 
breakdown and the plant put out of oper- 
ation. 

Every man should study himself, should 
knoiv himself. He should find out what is 
most essentia] to the preservation of hi» 
health. He should find out what he 
can do and what he can*t do. He should 
know what he can eat and drink and what 
he canU eat and drink, and live according- 
y. He should know what kind and how 
much exercise he requires, and take it. He 
should know how much sleep he needs, and 
get it. He should know his capacity for 
work, and not go beyond it. He should in 
all things be temperate and regular. These 
things are important if a man wishes to keep 
himself keyed up to the proper pitch, and 
he can't be keyed up if his motive power 
is run down. 



Most men know what is necessary to keep 
them in good condition, but yet lack the 
moral courage and strength of mind to gov- 
ern themselves accordingly. Men of such 
self-indulgence need never expect to make 
the most of themselves, for he who is not 
master of himself and can not manage and 
control himself, certainly cannot succ^sfully 
manage and control others. He is a weak- 
ling, unfit for leadership. 

If it's essential to care for the health of 
the bodv, it's still more essential to care for 
the health of the mind, for the mind is more 
sensitive to ill treatment than the body, and 
a diseased mind is ten times worse than a 
diseased bodv. Therefore we must be care- 
ful how we reed and excercise this most deli- 
cate and important factor of our organiza- 
tion. It's a clear, strong mind in a healthy 
body that counts. Mental equipment, like 
physical equipment, can be developed by 
training. Good reading, good associates, 
good thinking, is the kind of exercise and 
training the mind requires. 

High thinking leads to high aiming. 
There is a good old proverb that says, **As 
a man thinketh, so is he," which is an 
eternal truth. We become largely what we 
think we want to be. If we think great 
things long enough and hard enough, some 
day we may do them. On the other hand, 
let a man be pessimistic and morbid of 
thought, let him keep thinking he's no good, 
that everything and everybody is against him, 
and he'll never amount to anything, and 
these things are very likely to come to 
pass. It's so much better to be enthusiastic 
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and optimistic than a pessimist and a growler. 
^Tts not the man avho moans and cries ^ but 
the man *wbo acts and tries lubo finds tbe 
hUsstng *neath tbe ivoe. Keep within, a 
clear, healthy mind and you're sure to have 
a cheerful, courageous heart, and these 
things, backed by a strong, rugged consti- 
tution, will ^o a long way toward helping 
you win busmess success. 

I now come to the next qualification — 
jfmbition. 

Some people seem to think it's wrong to 
indulge a great ambition. I am ^lad to say 
Tm not of that number. I think it's a mag- 
nificent thingfora man to strive with all the 
power that's in him to make the most of him- 
self. To be ambitious is to dream, to long, 
to aspire to be something greater than we 
are, and to long to be such is the next thing 
to being it. So I say, let every man and 
every woman keep alive the fire of ambition 
and let it burn so brightly that you will be 
ever spurred on to the highest endeavor. 
The desire to distinguish one's self is 



laudable and commendable. A man^ with- 
out ambition is like a bird without wings — 
he can never soar into the heights above, 
but must walk like a weakling, unnoticed, 
with the crowds below. He never feels the 
thrill of enthusiasm which pulsates through 
the veins of the ambitious man as he presses 
forward in the exciting struggle to reach his 
aim. I am truly sorry for the man who 
lacks ambition, and I ptty the man who is 
devoid of enthusiasm. Such can not hope 
for great business success, for every ^reat 
career is the expression of a great ambition 
and a great enthusiasm. 

Ambition let us remember, needs to be 
regulated, or it's apt to become a master 
and lead to ruin, as has been the case since 
the world began. 

It must, too, be reduced to a definite, 
reasonable condition to be of practical use. 
It doesn't do to live in the clouds all the 
time — a fellow is likely to get dizzy at such a 
height. We want to come down to earth 
occasionally and get on a good, working 
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basis. It's a good thing for a man to have 
one great, overshadowing ambition and one 
high ideal to strive for, but it's well also to 
have some lesser ambitions to work to, 
which will serve to keep him in training 
for his higher aims. As he reaches the 
lesser ones he can advance to the higher 
one, and in this way will get encouragement 
to keep up the struggle. 

It's well that the office boy should aspire 
to be president, but in adclition I would 
recommend him first to aspire to be chief 
clerk, and when he gains that place to aspire 
to be manager, thus keeping his definite 
ambition within range all the way up to the 
top. And I hope our bovs have this ambi- 
tion, and I hope that all our staff, while 
ambitious for themselves, will also be am- 
bitious for the Company and let this spirit 
work among us and carry us to the topmost 
place in the business world. 

I have now touched on health and am- 
bition. In order to realize the possibilities 
of these advantages, they must be backed by 
*ivork. How much you are going to make 
out of your strength of bod^ and strength 
of mind and your great ambition, altogether 
depends upon how hard and persistently 
you are ivilling and able to work. 

Work, in order to be highly successful, 
must be done because you like f/, not be- 
cause it's a necessity. You must throw 
your heart and soul into it, it must be a 
part of yourself. All the great works of art, 
of science, and of industry are ereat because 
they are part and parcel of the one who 
created them. Such work is the expression 
of a life and was accomplished not for the 
love of gain, but through the love of work 
and the desire to excel. 

The man who finds work drudgery and 
an everlasting grind, who is looking always 
for the quitting time, will never do really 
good work. Such a one is but a machine 
and will always have to have an attendant. 
He could not be left alone, for he works 
only because he has to and when he is kept 
up to it. The spark of originality and en- 
thusiasm, generallv called genius, is want- 
ing and his work is commonplace. 

Of this kind of workers there is an over- 
supply in the world and so the price is low. 
But for the man who works because he 
desires improvement and advancement, be- 
cause he desires to accomplish, because he 
wants to do something better than it's ever 
been done before, because he wants to be a 
prize ^winner in the ^reat race of the world, 
there is almost no limit to what be may 
ccomplish. 



Work is not hardship, it's one of the 
Creator's greatest blessings, and the one 
who fails to realize the truth of this onlj 
deceives himself. There is no real happi- 
ness in idleness; there is nothing like the 
genuine satisfaction that comes from honest 
toil and the feeling that you are doing some- 
thing and making headway in the world. 

Nothing, perhaps, can better indi- 
cate the enthusiasm, loyalty, and good 
fellowship, so apparent during con- 
vention week, and so characteristic 
always of Sherwin-Williams men, than 
the convention songs. 

The 1902 convention song was a 

big success. It went as follows, to 

the tune of "The Good Old Summer 

Time": 

I. 

There's a time in each year that we always h<^d dear. 

Glad Convention time — 
With its meeting, and greeting, and earnest < 
peting. 

Glad Convention Time. 
When this help is over, then we are in clover. 
Ana work seems a beautiful rhyme. 
If troubles annoy, we turn back to enjoy 
The Glad Convention Time. 
Chorus. 
In this Glad Convention Time — 

In this Glad Convention Time, 
e three cheers fc 
Rer still we climb. 



We'll give three cheers for better years 
" s highei 
With hand to hand, and heart with heart. 



As I 



We cover every clime. 
We're bound to be bigger and greater than ever. 
From this Convention Time. 

II. 
Our force is united and wnMigs are all righted 

In Convention Time, 
We make up our slate and we strike a swift gait. 

At Convention Time. 
We are talked to the brim, with al* knowledge and vim 

In a plentv that's almost sublime. 
But we get a great fill, and a conquering will. 

With Convention Time. 
Chorus — 

III. 
The way that we grow, is to know that we know. 

From Convention Time, 
Since our goods are the best, we must pass all the rest. 

Leading every time. 
Not one of us doubts that we're bound to win out. 

And this keeps our CONFIDENCE prime. 
We're safe in our betting, if never forgetting. 

The Glad Convention Time. 

Chorus — 
[Refrain by the Western Division RefMrcsentatiTes.] 
In the good old painting time — 

In the good old painting time. 
Strolling through the country tovms with the good old 

line, 
S. W. P. is all we see, and that's a very good sign 
That it's the paint they all will use- 
In the good old painting time. 
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"You'll Find It Everywhere," 
a song by the Canadian conting- 
ent, was sung to the tune of "On 
a Sunday Afternoon . ' ' The words 
follow : • 

I. 

Oh we're here — once a year — 

And we're glad to be 
Entertained — Once again 

By the S. W. P. 
In our best we are dressed. 

For "Canucks" are we, 
And we say — with the rest — 

There's only one best. 
And that's S. W. P. 

Chorus. 
For you see it everywhere, 
In colors bright and fair, 
Take a trip to the Klondyke, or over the sea, 
It covers the earth, as you plainly can see. 
If you climb the golden stair 
You will surely find it there ; 
It's the best paint for Sunday, 
And likewise for Monday, 
Is S. W. P. 

li- 
lt's a paint that won't fade 
In the sun's bright rays — 
It is known in each zone 

Where it's used always. 
When in doubt, look about — 

Ask for S. W. P. 
It's the best in the land. 

There's only one brand. 
And that's S. W. P. 
Chorus. 
Oh youll find it everywhere. 
On the houses, in the air — 
S. W. P. is the best paint you'll sec. 
We have iust got an order to paint the Red 




Thi Hollenden Hotels Representatives* bead- 
quarters during convention lueek^ sho*wing 
the Company* s large electric signs. 

For you see it everywhere, 
And the ladies all aeclaie, 
If you want a complexion 
That will stand close inspection. 
Just try S. W. P. 

Extra Chorus. 
Oh you see it everywhere. 
No matter where you stare, 
Ask the man in the moon what makes him sad. 
He'll tell you at once— the cause of his mad — 
For he sees it everywhere. 
And he can't with it compare. 
For it shines on a wet day 
As well as a dry day — 
Sea. Docs S. \V< P. 



TO BOOM OUR VARNISH BUSINESS. 




pj ^N order to increase the sales 
I y of The Sherwin-Williams 

J [ I Varnishes, and to help our 
agents work up a larger and 
more profitable business in them, we 
have organized a special department 
to be known as The Varnish Depart- 
ment. The whole time and attention 
of this department will be devoted to 
finding ways and means to obtain 
greater publicity for our varnishes, to 
creating new fields for them, and to 
build up the varnish business of every 
agent who handles them. 

Mr. L. J. Fasquelle, a former mem- 
ber of our traveling force, has been 
appointed manager of the new depart- 



ment. He has had much experience 
on the road, thoroughly understands 
the requirements necessary to make 
varnish sell well, and we believe he is 
peculiarly fitted to be of big help to 
every agent who sells S. W. V., in se- 
curing the largest varnish trade in his 
territory. 

We have made great plans to push 
S. W. V. more vigorously than ever 
before. With the organization of the 
new department we have determined 
to do everything in our power to use 
the full strength of our advertising and 
selling forces to make S. W. V. as well 
known in every part of the country as 
S. W. P. 
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TWENTY-SECOND AN\ 
From a photograph taken in front of the Gen 



We certainly have everything in our 
favor. Our varnish making facilities are 
the very best. Our kettles, filters, storage 
tanks, etc., are all the latest improved 
kind, and the men who make our varnishes 
are trained experts. 

Our storage facilities are particularly 
good. We doubt if any other varnish 
maker in the country has as good. 
Proper storage is a very essential item in 
the making of varnish, for on the careful 
aging of varnish depends in a large 
measure its appearance and working, 
drying, and wearing qualities. Our 
facilities enable us to age our varnishes 



thoroughly — to give them plenty of time 
to ripen before they are sent out. That's 
one of the reasons why they are so uni- 
formly good — usable to the last drop. 
They contain no sediment whatever, but 
are always clear and in splendid working 
condition. 

It will surely pay every agent who is 
selling S. W. V. now to put an extra push 
into marketing it. And it will well pay 
every agent who is not selling it now, to 
place a trial order on his shelves. We'll 
help him sell it. We will place in his hands 
a most effective system of securing trade. 
That's what the new department is for. 
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A CLEVER CHRISTMAS IDEA. 

While in San Antonio, Texas, last year, I 
saw a large crowd in front of Wolff & 
Marx's window, attracted by hundreds of 
letters written to Santa Claus by children. 
The manager very kindly gave me the par- 
ticulars regarding it. 

First, they put an ad in the paper, tell- 
ing the children that their store was Santa 
Claus' headquarters, and that he would 
arrive at the depot on a certain day, at a 
certain hour. They further staled that 
Santa Claus would be pleased to have the 
children write him letters telling him what 
they would like for Christmas ; and to ad- 



dress their letters in care of Wolff & Marx, 
and that a Santa Claus' letter box would 
be found just inside their main enuance 
door. 

At the time advertised Santa Claus ar- 
rived with three or four truck loads of 
Christmas toys. Upon reaching the store 
he at once went to the mail box, took 
the children's letters, got into the window, 
opened them, read them, and put them 
where the crowd could read them. 

This is an ad that keeps the children 
interested, and when you interest the chil- 
dren, you are sure to get the parents. 

J. W. Ward. 
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SUCCESSFUL S. W. P. AGENCIES. 

Weed & Co.. Buffalo, N. Y. 




PERSISTENT stand for 
first quality in everything 
they sell, ever since the 
company was first organ- 
ized, in 1818, is the keystone of the 
success Weed & Co., Buffalo, N. Y., 
have made with S. W. P. since they 
took hold of our agency, in the spring 
of 1902. 

The present company is formed of 
a number of aggressive and progressive 
business men who believe thoroughly 
in pushing a good thing. They are 
never slow to avail themselves of every 
opportunity and every help given 
them to bring S. W. P. to the front 
and to work up the sale of it to the 
high point where, they are convinced, 
it belongs. 



The methods that they employ in 
pushing S. W. P. are the same that 
have built up their general business. 
Like other successful S. W. P. agents, 
they believe that /he way to get busi- 
ness is to go after it. Not only do 
they believe in that maxim — ^they 
practise it. 

They employ an outside man who 
is constantly soliciting orders for them 
— ^not only amongst householders, but 
also among contractors, painters, 
architects, etc. All inquiries as the re- 
sult of his calls are carefully followed up 
and no effort spared to land the order. 
To supplement his work, and to pave 
the way for him they carry on a very 
vigorous newspaper campaign. Ordi- 
narily, their newspaper space occu- 
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One of the wagons bearing The S- W, sign 



pies about three columns, a portion of 
which is always devoted to paint. 

But they do not content themselves 
with only a moderate space for S.W. P. 
the year round. When the paint sea- 
son is on — the time for action — their 
space in the newspapers devoted to 
paint runs from one and one-half to 
two columns, inserted in five different 
papers. In a city the size of Buffalo, 
with its tributary population, one can 
easily imagine the result of such work. 

Another feature of their outside 
advertising — their efforts to get the 
prospective buyer into their store — is 
very effective window displays. For- 
tunately, their windows lend them- 
selves to dressy effects, as will be seen 
by the one we have reproduced. It's 
a solid Sherwin-Williams front — an 
actual demonstration of their belief in 
high quality, and the axiom ^^goods 
well shown are half sold." 

But, perhaps, one of their most 
effective outside advertisements — one 
that is seen all over Buffalo, and that 
attracts wide attention — is that ob- 
tained through The Sherwin-Williams 
signs they have painted on their de- 
livery wagons. A delivery system 
offers a splendid opportunity for good 
advertising, and Weed & Co. have 



seized the oppor- 
tunity and have 
turned it to good 
account. 

No matter, 
however, how 
strong, or how ef- 
fective one's out- 
side work may be, 
if the forces on 
the inside are not 
marshalled right- 
ly, much energy 
is wasted and the 
proper returns 
can not be expected. 

Weed & Co.'s inside advertising 
is just as forceful, just as good, 
as their outside campaign. Their 
paint stock is neatly arranged 
in a department by itself. It 
presents an appearance that is 
striking, and instantly impresses the 
prospective buyer by its business-like 
tidiness. 

Back of the counter stands the 
young man in charge of the paint de- 
partment, Mr. Lester Rauber. He is 
a thorough paint salesman and keeps 




Mr. L,ester Rauber^ Manager 
Paint Department. 
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himself well posted on the talking 
points of S. W. P. He has sold paint 
for eight years, handling in that time 
four or five different brands, but, in 
his own words, ''It is easier to sell 
S. W. P. than any other paint we have 
ever handled. In fact it sells itself." 
It is rarely, indeed, that Mr. Rauber 
fails to sell S. W. P. to a prospective 
customer. 

The general work of Weed & Co. 



comprises a constant use of our per- 
sonal letters, the proper display of our 
advertising features, and a paint pro- 
moting department of their own, which 
they have now in contemplation. 

High quality, good, and persistent 
advertising, and well informed, enthu- 
siastic salesmen, form a trio that is 
bound to win success every time . Such 
a combination is invincible. 



PORTRAITS OF S. W. P. MAKERS. 

E. M. Williams, Manager Street Railway Sales Department. 




tR. E. M. Williams, oldest 
son of the Vice-President of 
the Company, is the man 
who stands at the head of 
our Street Railway Sales Department 
— a department that has grown rapidly 
within the last few years and that has 
been keeping pace with the general 
growth of the street railway industry 
throughout the country. 

The department was organized in 
February 1901. Previous to that time 
we had been securing our share of the 
trade but the field was so large and so 
susceptible to vigorous tilling, it was 



deemed worthy of special attention and 
the organization of the special depart- 
ment with Mr. Williams at the head 
followed. 

Mr. Williams became connected 
with the Company in September 1893, 
entering its employment in the capac- 
ity of a workman in the grinding de- 
partnient for Quick Drying Coach 
Colors. He was shortly promoted to 
the mixing room and successively held 
positions in the S.W.P. grinding, 
mixing, and filling departments. 

His next move was to the practical 
testing room of the Company where 
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his previous experience was crystal- 
lized and rounded out and where he 
gained a knowledge of the foundation 
principles of paint making. 

From the testing room he was 
sent to the factory office and in the 
summer of 1895 ^^ ^^ offered the 
superintendency of the Montreal fac- 
tory. On acceptance he was again 
transferred to the testing room in order 
that his practical knowledge of paint 
manufacture might be extended. On 
November first, 1895, ^^ ^^°^ ^^ 
Montreal to enter upon his new duties 
as superintendent of our Montreal 
factory, which position he held until 
October 1897, when he returned to the 
Cleveland office to enter the Railway 
and Marine Sales Departments. 

He served in this capacity for four 
years, looking after the records and 
correspondence connected with those 
departments and on the organization 
of the Street Railway Sales Depart- 
ment was made manager of it. 



Mr. Williams is a firm believer in 
the future of his department. As he 
says himself: ** There are two reasons 
why the Street Railway Sales Depart- 
ment is bound to become a most im- 
portant one in the growth of the Com- 
pany : • First, the rapid and continued 
development of the street railway in- 
dustry ; secondly, our superior position 
in the paint world both as to manu- 
facturing facilities and better know- 
ledge of the essential requirements of 
good car painting — knowledge gained 
through years of experience in manu- 
facturing products for railway uses.'' 

He is one of the most enthusiastic 
men in the entire Company. He be- 
lieves firmly in our future greatness. 
He is a warm advocate of the principles 
of high quality and vigorous push that 
have been the foundation stones of the 
Company's success. He is of a gen- 
ial temperament, is always bright and 
cheerful, and has social qualities that 
make him welcomed everywhere. 



Digitized by CjOOQIC 



190 



THE S. W. P. 



AN ALL YEAR SPECIALTY. 



H E Sherwin-Williams Var- 
nish Stain, for staining and 
varnishing at one operation 
chairs, tables, woodwork, 
etc., is a specialty no dealer can af- 
ford to neglect. It is a product that 
is always in demand. There is no 
particular time of the year for selhng 
it. It is constantly being used for 
household decoration. 




No other varnish stain in the mar- 
ket sells so well or gives such satisfac- 
tion. In high quality, it has distanced 
all competitors. Practical tests have 
demonstrated this fact. Another proof 
is in the large market it has found in 
every territory. Its durability, and 
the richness, strength, and exactness 
of shade have made it a leader 
and a trade getter. One of its chief 
merits is its easy working qualities. 
It spreads out easily under the brush, 
does ndt pull or drag. Applying it is 
a simple task, not tiresome, and the 
work can be done satisfactorily by any 
amateur who will follow directions. 



The S-W. Varnish Stain imitates the 
natural wood correctly. It is made 
in cherry, oak, green, mahogany, 
walnut, ebony, and golden oak, and is 
put up in quarter pints, half pints, 
quarts, and half gallons. It can be 
used on both new and old painted 
surfaces. When previously painted 
surfaces are to be changed to a nat- 
ural wood color. The S-W. Varnish 
Stain Ground is first applied, followed 
by a coat of the desired shade of var- 
nish stain. Ebony does not require 
any ground. Light colored natural 
woods simply need a coat of the shade 
wanted. 

The S-W. Varnish Stain is espec- 
ially adapted for household use. It 
is fast becoming a household necessity. 
There are always places where it can 
be used to advantage. It is service- 



able and decorative 
many times the sur- 
face has been pre- 
viously painted, a 
natural wood shade 
can always be pro- 
duced, and an en- 
tirely new appear- 
ance given to the 
article. 

Satisfactory re- 
sults have every- 
where followed its 
use. It is a splen- 
did advertising 
specialty. It is so 
good and gives such 
perfect satisfaction 
that it never fails to ^y' 



No matter how 
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win a custo- 
mer. You 
can sell it with 
absolute con- 
fidence. It 
has stood 
every test 
given It. 
The product 
is backed up 
and receives 
the benefit of 
our extensive 
advertising. 
It is put up 
in attractive 
form and makes a first-class showing 
on the shelves. The display and the 
color cards describing it are cleverly 
designed. And in addition, the 
Company furnishes each dealer with a 
special rack for a counter and showcase 
display. The rack is of light iron, 
finished in dull black, and has proved 
of value in giving extra push to 



Jk€ 



Vamisk Stain 
Card. 



Display 



TALKS WITH CLERKS. 

There's a good old maxim, *'A place 
for ever3rthing and everything in its 
place'* that I should like to see more 
generally practised by clerks — at least 
the clerks in some of the stores I've 
been in recently. 

Just a few days ago I went into a 
store and asked for certain size collar. 
The clerk who waited on me hunted up 
and down the stock for five minutes 
before he found my size. He apolo- 
gized for the delay by saying, **the box 
was in the wrong place." But it had 
no business to be in the wrong place, 
and if that man was in my employ I 
should give him a talking to that would 
instill into his mind the value of know- 
ing his stock, and keeping it always 
in good condition. 

Never let your stock get away from 



WeLikeChange 



the sale of the line. 

The Company also supplies forceful 
newspaper electrotypes, two of which 
we have reproduced. No specialty 
could be more satisfactory, or afford 
the dealer a better 
opportunity to build 
up a trade on our 
other lines. It is 
the best specialty 
for the dealer on 
the market today. 
Because of the con- 
stant demand for 
it, it is always ad- 
vertising for you. 
It is most essential, 
then, that the pro- 
duct you are selling 
should be the best. 
You can depend 
upon The S-W. Var- 
nish Stain. 

It stands iht Ont column wid* fy sM, 
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you, always know where every article 
is. There's nothing that pleases a 
customer more than quick, polite ser- 
vice, and the clerk who doesn't know 
his stock thoroughly can never satisfy 
in this regard. 



When the **boss" gets * 'grouchy" 
don't grumble and get out of patience. 
Remember he has many things to worry 
him that you know nothing about. He 
has all the responsibilities of the busi- 
ness on his shoulders, all the worries, 
all the cares. If he gets out of humor, 
put up with him, show him by your 
manner that you are in sympathy with 
him, that you have the interests of his 
business at heart always, and if he's 
the right sort it won't take him long to 
brighten up. 
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CHRISTMAS WINDOWS. 

Drugs. 



YOU SHOULD 
REFLECT 

Our fancy mirrors do. 
If you do, you will buy 
one. 

We have all kinds. 



WHICH? 

Simply a question of 
which one. You can't 
go wrong. 

All the latest novel- 
ties in Christmas Cards. 



Place mirrors care- 
fully so that faces of 
smaller reflect in larger, 
and so that persons 
looking in can see their 
reflection at the same 
time in different mir- 
rors. Don't crowd the 
window. Use card, You should reflect. 

Have platform in window raised at back, making an angle of about 30 
degrees. Cover with dark blue or black material. Arrange Christmas cards 
in the center to spell the word '* Which," with point of interrogation. Sur- 
round with a deep circle of cards. Use window card Which f 



Qeneral. 

Put one or two small tables in the window, according to its size. 



Taste- 



LIGHT 

ON GLASSWARE 

Glassware, to be good, 
must be rich in cut, 
of heavy polish, clear 
and flawless. Ours is 
that kind. 



fully arrange glassware 
set on tables and place 
in center a fancy lamp. 
At night turn out the 
regular window lights 
and light lamp on table. 
Use card Light on 
Glassware, 



POSTERS AND 
PICTURES 

The newest of a new 
line. Always appro* 
priate. 

The right thing. 



Dress window to represent room and hang a few large pictures or 
posters. Group smaller ones artistically. Use card Fosters and Pictures. 

Hardware. 

Raise platform in window to represent at able, and cover with table- 
cloth. Arrange in different forms a half dozen or more of the various styles 
of cutlery around the table. Use card Beauty and Quality. 

Represent a skating pond. This can be simply and effectively done by 

placing a large looking 

glass in the bottom of 

window: raise sides 

around it slightly, and 

cover by unrolling a 

bale of cotton batting, 

allowing the batting to 

come down over the 

edges of the glass; 
sprinkle over the cotton batting ground glass for a glistening, frosty appearance. 
Arrange various styles of skates on the batting. Use window card, Skates. 



BEAUTY AND 

QUALITY 

Is what you admire in 
Cutlery. Must look 
well. Must cut well. 
Our goods combine 
these two. 



SK ATES- 


We have the stock. 


We have the prices. 
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OUR AIM IN THE VARNISH TRADE. 

THERE exists a strong impression among all connected with our organ- 
ization that we are destined to become the largest varnish makers in the 
world, as we are now the largest paint makers. 

That's our aim, sure enough, and we have a habit of nei^er letting 
up until we get what we go after. This is the spirit that dominates the great 
and growing varnish department of our business. 

The fact is we like the varnish business. We feel that we are '*cutout" 
to make a great success of it. Our training and experience in doing things 
well fits us for it. The very thorough and accurate system which we have 
developed after long painstaking years, fits exactly the requirements of var- 
nish making and varnish selling. 

Varnish making needs care and accuracy as much as anything else, and 
varnish selling needs intelligent, forceful advertising and correct methods. 
These things we do at their best. When we began making varnishes we said 
WeUl make them as good as our paints. We couldn't afford to do anything 
else. We have had too much success in making good paint to think of mak- 
ing any other than good varnish. 

We expect to gain the first position in the world as varnish makers by 
giving better value in the goods than others, and by making a greater sale for 
them than others. We expect to make it pay you to sell our varnishes just as 
well as it pays you to sell our paints. 

We can do that very thing noWy and the principal object of this number 
of The S. W. P. is to convince you of the truth of this statement. Look into 
our varnish proposition, weigh it well, and we are sure you will see the wisdom of 
getting into line and into harmony with the great efforts we are putting into 
Siis work, and the advantages that you will surely derive by being identified 
with it. We shall count on you. 




9 — " y^ 



Gemral Manager . 
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WHERE WE STAND IN THE VARNISH BUSINESS. 




Mr. H. A. SherviiUf 
President of the 
Company t well 
known as an old 
time varnish man. 
In fact he is one of 
the pioneers tn 
America in food 
varnish maktng. 



OUR years ago we placed 
our varnishes on the open 
market. We were in a 
splendid position to intro- 
duce the line, as we had a 
thorough knowledge of 
varnish making. For a number of 
years we had been manufacturing all 
the varnish used in our paint making, 
^1^ and we were by far 

K^% the largest consumers 

^^J of varnish in this 

^D^L country or any other. 

^jH^H^ We were as skillful in 
^^^^^ the manufacture of 
varnish as in the mak- 
ing of paint. 

We decided at the 
beginning to follow 
the same policy that 
we adopted when we 
started in the paint 
business, in the sixties, and to build 
up our varnish business on the prin- 
ciple of high quality. And we fur- 
ther decided to put the same pro- 
gressive advertising spirit into the 
sale of our varnish that had proved so 
successful with our paint. 

We entered the market with the 
avowed intention of becoming leaders 
in the varnish manufacturing industry. 
Our success each year and 
the continued growth of our 
business have brought this 
aim well within our reach. 
We know now the selling 
value of S. W. V. We know 
now that by vigorously push- 
ing it we can build up the 
largest varnish business in 
the world. We are going 
to have the same success in 
varnish making as in paint 
making. 

The increase in our sales 



I^JP^' 



Mr. W. H. Cotting- 
kam. General Man- 
ager. B e/o re he 
became con nected 
with the Company he 
manufactured pood 
vamtskes in Canada 
under the name of 
The Cottingham Var- 
nish Co. 




Mr. J. C. Beardslee, 
General Superintend- 
ent o/ our manufac- 
turing department. 
There is probably no 
better posted man in 
the country on the 
manu/dcture of good 
vamtsh. 



each year has been 
remarkable. Our 
reputation as makers 
of good paint and 
our success in that 
industry have been 
very properly taken 
as a guarantee that 
the varnishes we put 
on the market would 
be of a high stand- 
ard. 

Although our aim 
has been an ambitious one we have 
gone into the business carefully and 
thoroughly, wishing, as in the paint 
industry, to build securely from the 
foundation up. 

We have received a very gratifying 
share of the trade, but S.W.V. is so 
good and has given such splendid sat- 
isfaction that we want more of the bus- 
iness. The field for fine varnishes 
is wide, and we know that if our goods 
are properly introduced their quality 
will build up an immense trade for our 
dealers and for ourselves. 

For this purpose — to bring our var- 
nishes systematically and thoroughly 
to the attention of every painter, dec- 
orator, builder, architect, and house- 
holder on this continent — we have 
organized, as announced in 
the December issue of The 
S. W. P., a special varnish 
department. The exclusive 
work of the department is to 
co-operate with our dealers 
in getting S. W. V. into use. 
Never before in our his- 
tory have we had as complete 
plans as those we are putting 
into effect this year. Our 
advertising is just as strong 
and forceful as we can make it. 
We are beginning the biggest 
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trade-getting campaign ever waged. 

Working with our loyal agents on 
the co-operative plan we have built up 
the greatest paint making business in 
the world. Our varnishes are just as 
good as our paints. And there is not 
the slightest doubt but that the paint 
selling methods will build up an 
equally large business in varnish. 

Varnishes as good as we have been 
putting on the market are sure to win 
their way to the front. Every one of 
them is trustworthy. Entering the 
field with long practical experience 
and a scientific knowledge of varnish 
manufacturing, and having directed 
our efforts and energies to improve- 
ments in every detail, we are now in 




position and have 
the facilities t o 
make, and are mak- 
ing, the best var- 
nishes obtainable. 

We are deter- 
mined that S.W.V. 
shall have the big ^:^J^,J- ^Vrnf/k 

sale its quality de- SaUt Department. 

serves. We are go- ^'l<7jrw*/ 
ing into the fight tY'/Ji: Z'.u % 
fully prepared, and him to boom the sau 
with a confidence ^^ ^' ^' ^' 
that is bound to sweep everything be- 
fore it. We have set out to be leaders 
in the varnish world. We shall never 
turn back. We mean to reach the 
top. We will reach it. 



AN S. W. v. TALK OVER THE COUNTER. 

With the Painter who's looking for good Varnishes. 



The Painter — Mr. Agent, I've got 
a big job of varnishing to do. You 
know the new house Mr. Evans has 
put up? Well I've secured the con- 
tract for all the varnishing and inter- 
ior decorating. Tom Dowling is to 
do the outside painting. 

The Agent — I'm glad of that, Mr. 
Painter. It's a big job. I suppose 
you'll want a lot of good varnish? 
Mr. Evans is a particular man. He 
wants the best always, and is willipg 
to pay for it. 

The Painter — I'm going to *'do 
myself proud" on that job. Whose 
varnishes do you carry? 

The Agent — ^The Sherwin-Williams. 

The Painter — Do they make good 
varnishes ? I haven't tried any of 
their varnishes yet. I've used their 
paints though. If their varnishes are 
an3rthing like their First Quality Colors, 
they're all right. 

The Agent — You bet they make 
good varnishes. Just as good as it's 



possible to make. I've been carrying 
their varnishes ever since the Company 
entered the varnish market, about 
four years ago, and I've never had a 
legitimate complaint on them. 

The Painter — They're practically 
youngsters in the varnish business, 
then. I understand it takes a whole 
lot of experience to know how to 
make good varnish, and if The Sher- 
win-Williams Co. have been in the 
market for only four years, they can't 
be very expert varnish makers. 

The Agent — Oh, they're not strang- 
ers to the varnish business. They've 
been large manufacturers of varnishes 
for years. All they made they used 
themselves. The high quality of 
many of their paints is due in a large 
measure to their success as varnish 
makers. Their consumption of var- 
nish for their own use is very large. 
There are not many exclusive varnish 
makers that turn out as much varnish 
as The Sherwin-Williams Co. use for 




Digitized by CjOOQIC 



TK S. W. P. 



their own purposes. The reason they 
went into manufactnriDg varnishes was 
beca::se they ne\'er could get varnishes 
that were of aniforro quality and that 
could be depended upon to give good 
results always. 

The PainUr — How do their var- 
nishes work ? Do they flow out well, 
are they good and clear and all usable ? 
The last can of varnish I bought from 
Mr. Dealer down the street was all 
*• muddy" and I had to throw part of 
it away. 

The Agent — I've always found The 
Sherwin-Williams Varnishes all right in 
every respect. And what's more, I've 
never met a painter who didn't like 
them after once trying them. 

The Painter— \\e\, that's pretty 
good evidence. 

The ^^^n/— To get back to the 
good qualities of The Sherwin- 
Williams Varnishes : The first essen- 
tial in the manufacture of good 
varnish is good material. If you 
don't have good material to begin 
with, you can't expect good varnish. 

The Painter — Yes, that's true 
enough. 

The Agent — ^The gums used in The 
Sherwin-Williams Varnishes are direct- 
ly imported for the purpose. The 
linneed oil is old tanked oil, well aged 
«ini] frt'e from impurities — you know 
VKr Shorwin- Williams Company make 
tlirir own oil — the turpentine is abso- 
lve I y inirc, and the dryer specially 
|»rr|»nre(l. 

Thr Painkr — You talk rather con- 
Htlrmly, how do you know so much 
filurnt lljc varnish materials The Sher- 
^iii*U1lliiiiii^ (!o. use? 

The Agent — ^I've been handling 
tfi^th iiiiinu for a great many years 
t)MW, iinil I have yet to find where the 
t iiM^|p^inv ii^jule any misstatements re- 
UrtMlin^ Ihtir products. I know they 
MNr i\\r ji(rrAlrr«i care in the selection 



of their raw materials, and I place iro- 
pb'cit confidence in everything they 
say about their varnishes — it wouldn't 
pay the Company to try to fool nae. 
I wouldn't be long in finding them 
out. 

Tlie Painter — No, I shouldn't 
think it would. 

The Agent — It also takes a perfect- 
ly equipped plant to turn out good 
varnish. The Sherwin-Williams Fac- 
tories are the best equipped in all par- 
ticulars. Their appliances for meas- 
uring and weighing materials are 
most exact. Their kettles, etc., arc 
of the latest kind. They have big 
storage capacity and are able to allow 
their varnishes to age thoroughly be- 
fore they send them out. You know 
how important that is. It ties up big 
capital and that is what makes it im- 
possible for small concerns to make 
fine varnishes — really good varnishes 
— ^successfully. 

The Painter — Have you a sample 
can of one of The Sherwin-Williams 
Varnishes that I could try? 

The Agent — ^Ycs, here's a quart 
can of Kopal. It's a general purpose 
varnish. You can use it inside or out- 
side. I'll warrant you'll find it the 
best varnish you've ever used. If 
Kopal doesn't suit you I'll miss my 
guess. I'll back it with my reputa- 
tion. Take it with you and try it. 
I'll expect you back with a good re- 
port on it. 

The Painter— MX right. I'll be 
glad to give the varnish a fair test in 
every way. If it suits me, I'll tell 
you, and if it doesn't, I'll be equally 
frank with you. 

(When a painter is looking for in- 
formation about The Sherwin-Williams 
Varnishes, the surest and quickest 
way to convince him that they're right 
is to give him a can of Kopal for a 
test. Kopal will win him every time.) 



L/ 
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SIX BIG VARNISH SPECIALTIES A SUCCESS. 



WHEN we grouped together 
Kopal, Excello, Durable Spar, 
Mar-not, Dry-o^nite, and Shellacine 
under the head of The Sherwin-Wil- 
liams Six Big Varnish Specialties, we 
determined to put our whole energy 
into pushing them, into making them 
better known to the house-painters 
and decorators of the continent, into 
making them a decided success. We 
have been very successful in that aim. 

It was only last September that Six 
Big Varnish Specialties were intro- 
duced. The goods had been in the 
market individually long before then, 
but since we have begun advertising 
the line collectively it has gone to the 
front in a way that has been truly sur- 
prising, and we are convinced now 
that with the support of S. W. P. 
agents there is a big success in store 
for Six Big Varnish Specialties. 

Here they are : 

^^^>w^ The varnish for eeneral pur- 
^9QP|^^ poses. It is made lor durability 

^^5^^ ^^^ can be used successfully 
either outside or inside. It is a pure Kauri 
gum and linseed oil varnish. It is elastic 
and remarkably easy working. An excel- 
lent varnish for outside doors, boats, car- 
riages and other work where a good, tough 
varnish is necessary. 

Strongly advertised. Brought before 
painters with letters and mailing cards and 
special methods of distribution. A well 
written, effective booklet is furnished dealers 
in desired quantities. Handsome store dis- 
play cards are also furnished. 

A varnish specialty for gen- 
eral house work. It is an 

excellent rubbing varnish 

and also takes a hieh gloss. It is an easy 
working varnish, dries dust free in about 
six hours and hard in i8 hours and is very 
transparent. 

The adveitising is forceful. A well writ- 
ten, well printed booklet is furnished 
dealers in liberal quantities. Store display 
cards are furnished. There are electrotypes 
or newspaper work and any and every spec- 
ial help we can give you to build up a big 



business on Excello. We bring it to the 
attenton of the painter forcefully and system- 
atically through a special plan of distribu- 
tion which we shall explain if you write us. 

i^ Will withstand the severest 
fmgkkjUrkDMk ®"^*^^ exposure, and is un- 
^** T~r^^r ^ affected by salt or fresh water. 
'^^~ The most durable varnish 
made. It is very brilliant and is elastic. 
For use on ships, yachts and boats, it has 
no equal. Advertised forcefully in our gen- 
eral advertising. 

p-j^JTl A durable floor varnish. It 
MA'^KlT is not easily scratched or 
• ^"^^ * J marred. Dnes hard in about 




24 hours with a tough wear-resisting gloss. 
It works well and flows out evenly under 
the brush. This product is the result of 
special attention and study and is the most 
durable floor varnish that can be used. 

Strongly advertised as a household spec- 
ialty. We furnish electrotypes for newspa- 
per work and give special assistance to every 
dealer to get the varnish into use. Once 
used, it advertises itself. 

The master painters dryer. 
It mixes perfectly with lin- 
seed oil. Does not curdle or 
separate, and can easily be 
made the leading dryer in use in your 
locality. Painters and decorators are find- 
ing that it gives the very best results and 
can be depended upon always. 

Backed up by forceful advertising. It is 
brought strongly before the painter in our 
direct advertising. 

OUnriCME ^ li^ui^ wood sealer for first 
Xnlll^'^ coating on interior wood 
v" work (floors excepted). Seals 

up the wood effectually and furnishes a 
splendid foundation for finishing coats. It 
works easily under the brush and sands to a 
smooth, hard surface without gumming up 
the paper. It meets every requirement de- 
manded of it. It's the best nrst coater of 
its kind sold. 

Well advertised directly to the painter, 
both in the Six Big Varnish Specialties and 
specially by itself. It makes fast friends 
with the painter and gives him confidence 
in all the lines you handle. 

We do not know of any six varnish 
specialties that have so much merit as 
The Big Six. The line is good all 
the way through. It isn't comprised of a 
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^ixkI v&mish here and a fair varnish 
tliere. Each individual article is 
food. 

\\> arc going to continue to push 
The Big Six. \\'e feel that we're go- 
ttig to win every painter in the country 
with Ihem. That*s what we've set 
i?ut to do. 

Wc want you with us however. We 
watU you to put The Big Six in stock. 
\\> want to go into your territory 
with the advertising system we have 
b^ck of the line. We want to get in 
touch with the 
IPk *1 ^^^ painters in your 
^|A I {iij locality. We want 

Y^ A , w -^^-J varnish business of 
your territory. You 
can get it with The 
Big Six. 

In addition to 
the special adver- 
tising we have for 
Six Big Specialties 
as a line we have 
special show cards, 
booklets /and news- 
paper electrotypes 
^ for each individual 
t^'*\hrfXlni %«ir varnish. We have 





oar campaign and mean to wage it 
vigorously. 

If you have The Big Six in stock 
now, and have not yet used any of the 
electrotypes and other advertising 
features to push the line let us hear 
from you today and let us begin work 
in your territory. 

The electrotypes 
reproduced on this 
page have been 
prepared particul- 
arly to advertise 
the Six Big Varnish 
Specialties to the 
painter They are 
very forcefully 
worded and are de- 
signed so they will 
stand out well and 
attract attention. ^'^'^^^ ., ^^^^J^trAf 

u J -^^^ £hy-0-mtte. One coi~ 

They can be used umnwidebyjl^in.deep^ 

to very good ad- Order h ^'o. ^i6. 
vantage in pushing the line. 

It will certainly pay you to order 
some of them today. If they do not 
fit the newspaper space you are oc- 
cupying, write us, 
giving the size of 
your space and we 
shall be very glad 
to supply you with 
well written copy 
and a special 
* 'cover the earth" 
border. 

We shall also be 
glad to help you 
in every possible 
way to push the 
line to the front. 

If you haven't 
the goods on your 
shelves, write us for 
prices and further 

information. Do it F<>r the Btr six. One 
, J r\ 'A column wide by jU in. 

today. Do It now. deep. Order 4 ^^ »iS 
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PORTRAITS OF S. W. P. MAKERS. 
Mr. Harry Dwight Smith, Manager Promoting Department. 




A 



VERY important depart- 
mcDt of our business is that 
known as the Promoting 
Department. We are often 
asked what the Promoting 
Department means. This 
question we can answer best by giving 
Webster's definition of the word pro- 
mote, which is as follows: *'To con- 
tribute to the growth, enlargement or 
excellence of, to forward, advance, 
contribute to the increase or power 
of." 

That is what our Promoting De- 
partment was established to do, and 
that is what it is doing. It is our agent's 
department. It was established to 
increase your business as well as ours. 
It is the department that writes the 
"personal letters and sends the adver- 
tising through the mail to the property 
owners, painters, architects, contract- 
ors and builders, etc. A great deal 



of the thought and time of those en- 
gaged in it is spent in devising ways 
and means of increasing the trade of 
our agents' stores, and particularly 
that of their paint departments. 

We feel, therefore, that every agent 
will be interested in knowing some- 
thing of the man who so successfully 
manages this branch of our organiza- 
tion, Mr. Harry Dwight Smith. 

Mr. Smith objected to being ''writ- 
ten up" because he is editor of this 
paper, but we could not allow his 
modesty to deprive our agents of some 
knowledge of one who is constantly 
striving to be of use to them as well as 
profitable to us. With a promise to 
deal gently with him we gained his 
consent to publish this article. 

Mr. Smith is a native of Wisconsin, 
but for the greater part of the last 
eighteen years has lived in Cleveland. 
In his early days he showed a fond- 
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ness for business and work and began 
at twelve to spend his Saturdays and 
vacations clerking in a retail shoe store. 
He kept at this persistently for a num- 
ber of years, and gained a great deal 
of experience in the management of 
a retail business, that has been of value 
to him in editing The S. W. P. Dur- 
ing these same years he developed his 
advertising instinct and discovered his 
ability to write, and some two years 
before entering college, became Cleve- 
land correspondent for a shoe trade 
paper of New York City. 

This work gave him the ambi- 
tion to become a journalist. To 
prepare himself for such a career 
he entered the Western Reserve Uni- 
versity, Cleveland, where he spec- 
ialized along the lines that would fit 
him for his work. After leaving col- 
lege, and failing to obtain an immedi- 
ate position in newspaper work, he 
entered a high class art, stationery 
and engraving establishment in Cleve- 
land, where he developed his taste for 
the artistic in printing and advertising 
work. He did not, however, abandon 
his intention to get into journalism, 
and still continued his efforts to get a 
place in New York City. Within a 
year he obtained a position on the 
staff of the New York Journal. He 
served in this capacity for two years 
and was given every opportunity to 
learn all the details of editing and 
printing a great newspaper. His 
duties included reporting, writing, ad- 
vertising, and superintendence of ihe 



*' make-up" of the paper. Such ex- 
perience, together with Mr. Smith's 
natural liking and ability for the work, 
peculiarly fits him for the duties in his 
present position. 

His connection with this Company 
dates from January, 1899. His first 
position was Assistant Manager of the 
Printing and Advertising Department. 
On our establishing a general Promot- 
ing Department, Mr. Smith was chosen 
manager of it. It was, at the 
beginning, a small department, but 
under his energetic, forceful, and 
able direction, it has become one of 
the most important in the business. 
Its influence is felt in each of our 
branch houses, and in the store of 
every agent on our books. 

Mr. Smith is a man of ideas, and, 
what is better still, with the ability and 
power to execute them. He is full of 
energy and push, and is never satisfied 
with things as they are, but is con- 
stantly striving to improve them. His 
ideals are high and his determination 
to reach them strong. His heart is in 
his work, and it must at all times sat- 
isfy himself before he is content to 
pass it to the judgment of others, and 
this is a guarantee of its efficiency. 

Like all the managers of this busi- 
ness, his faith in the Company and its 
future is unbounded, and it is by the 
exercise of this confidence that he is 
able to throw into his work the earn- 
estness and enthusiasm that always 
characterize it. 
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A NEW DIVISION ADDED TO OUR ORGANIZATION. 



position in the paint world. It is 
another link in the chain that we are 
constantly forging in our **cover the 
earth" campaign. 

We realize to the fullest extent the 
part that S. W. P. agents have played 
and are playing in the progress that 
we have been able to make. We are 
very mindful of the fact that it is very 
largely owing to the splended co-oper- 
ation they have given us that we have 
been able to go ahead so rapidly. 

We mean to continue to deserve the 
loyal support of every S.W.P. agency. 
We mean to redouble our efforts dur- 
ing the coming year to make S. W. P. 
better known in every section of the 
United States and Canada. We mean 
to strive with all the power at our 
command to make the sale of S.W.P. 
so profitable to our agents that they 
in turn will find it advantageous to 
give us still heartier, still closer co- 
operation. 



N December i, 1902, we 
established a new division, 
to be known as The South- 
western Division, with 
headquarters at 1400 St. 
Louis ave., Kansas City, 
Mo., where all business for the great 
Southwest will be transacted in future. 
The very rapid growth of the sale 
of S. W. P. and our other products 
throughout the southwest, and the 
success of our former Kansas City 
Depot, led us to make this change in 
our organization. 

We have erected a large new ware- 
house and office building for the use 
of the new division. We are going 
after the business of the southwestern 
portion of the states with greater vigor, 
more determination, and better and 
wider plans than ever before. 

The establishment of the new divis- 
ion marks another step in our onward 
march. Ir is a strengthening of our 





ff^arehouse and Offices, the Southivestern 'Division, 
.1400 St. Louis Ave., Kansas City, Mo. 
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THE VALUE OF WELL AGED VARNISH. 




^^■*^ ^ ROPER aging, is a very 
I p I important factor in varnish 
I I making. A properly aged 

I I varnish is always the best 

I I varnish — other things being 

equal. Aging is essential. 
Good varnishes are always varnishes 
that have matured until fully ripe. 

Aging varnish properly improves its 
appearance^ color, working, drying, 
and wearing qualities. It removes 
all sediment so that 
it is possible to use 
all the varnish. 

To age varnish 
properly, ties up a 
large amount of 
capital. So much 
capital is involved 
that it practically 
prohibits small con- 
cerns from compet- 
ing successfully in 
good varnish. 

In this depart- 
ment of varnish 
making we have 
splendid facilities. 
VVe have immense 
storage capacity 
and are thus able, 
notwithstandingour 
very large output, 
to allow every 
batch of our varnish to mature thor- 
oughly. The Sherwin-Williams Var- 
nishes are stored for months in 
specially constructed steel tanks in a 
room kept at uniform temperature 
throughout the year. They are care- 
fully watched and tested frequently, 
and are never sent out until they are 
fully "ripe," and in right condition 
in every respect to give satisfaction. 
They contain no sediment whatever — 
every drop of them can be used. 



aging with 
thousands of 



ll|i liiiii 




A corner in the big Storage House "C". 

fVe are constantly aging o'ver 300,000 

gallons of Varnish. 



We are constantly 
careful attention many 
gallons. This means a great amount 
of capital out of use but it pays. Wc 
obtain varnishes that are right — al- 
ways. 

One needs but to test our varnishes 
to see what the aging has done. 
Compare them with similar varnishes 
of other makers — you'll find few of 
them so thoroughly aged — and you 
will appreciate at 
once the gain we 
make by taking 
such care. 

That's one of the 
reasons whyS.W. V. 
always stands in 
such favor with the 
painter. That's one 
of the reasons why 
our varnishes give 
such universal satis- 
faction and do such 
uniformly good 
work. 

The careful way 
in which S. W. V. 
is aged before being 
placed on the mar- 
ket and the caution 
taken to have it 
right, always are 
splendid talking 
points in selling the goods. Use them 
for all they're worth. 



IDLENESS IS WASTEFULNESS. 

Never be idle. Always have some- 
thing to do. Idleness fills up a man's 
time more completely and gives him 
less time for improvement than the 
most arduous kind of employment. 
The man who goes to the front now- 
a-days is he who makes every moment 
of the day count. 
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THE NEW YEAR. 



* I ^ enter upon the New Year 

\\7^ with the liveliest feelings 
of confidence in the good 
business and bright pros- 
pects that 1903 has in 
store, both for our agents 
and ourselves. The year just closed 
has been a busy, prosperous one for all 
of us, and we are sure that with the 
splendid staff of loyal, enthusiastic, 
earnest S. W. P. agents we have sup- 
porting us, and with the largely in- 
creased manufacturing and selling 
facilities we have provided that we 
ought 'to be able to make 1903 still 
more satisfactory and profitable. 

There never has been a year since 
we began business that we have not 
progressed. It is in the order of 
things that we should make gains each 
year ; that each year's headway should 
be greater, along more extensive lines, 
more promising, more widespread 
than that of the previous year. 

When we look back over the thirty- 
six years of our business life, and view 
the success that has always been ours, 
we become still stauncher adherents of 
the principles of high quality, persist- 
ent, intelligent advertising, and good 
methods, which have always been the 
foundation stones of our businsss and 
upon which our organization, as it 
stands today, has been built. And 
we become more determined, too, to 
continue along the same lines — to in- 
crease our business simply by sticking 
closely to the principles that have 
proved so successful in the past. 

We shall begin the New Year with 
well defined plans for a vigorous, per- 
sistent, business buildmg campaign. 
We shall not be content with the rec- 
ords of 1902. We have pushed our 
estimates way up. It is our intention 
to work like beavers from the very 



beginning to make 1903 ^^the greatest 
ever" — the greatest year in point of 
sales and profit that either you or oor^ 
selves have ever known. 

We can make 1903 in reality **thc 
greatest ever" if we work together 
from the very beginning — ^if we make 
the right sort of resolutions, and see 
that we stick to them throughout the 
year — that we co-operate with one 
another — ^that we work for each other's 
benefit from start to finish. 

We have made some resolutions for 
the New Year. They are not many— > 
but they mean much. We intend to 
keep them. They have not been 
made on the spur of the moment. 
They have been carefully thought out. 
Even as far back as last June, they 
began to take shape. Here they are: 

To gi<ve you better service in e^very 
ivay than e<ver before. 

T& try to make your S.fF.P. agency 
more profitable to you than in any 
previous year. 

To tvork ivith you njuitb might and 
main to help you secure a bigger paint 
business than last year. 

To give you better helps, more orig- 
inal helps, more productive helps, 
than any other concern. 

To iwork vuith you unceasingly to 
better your business, not only during 
^903 i but so long as you an our 
agent — to helf you in every depart- 
ment of your business. 
We believe that you've made reso- 
lutions, too. We believe that we shall 
have closer co-operation from you 
during the new year. We know that 
you'll do your part to make 1903 
truly **the greatest ever." 

Let's take off our coats then, and 
go in to win — to fight, during 1903, 
the best fight we've ever fought. 

Success — greater success than ever 
before, and a happy and prosperous 
New Year — is our sincerest wish to 
all of you. 
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THE 1903 MAILING CIRCULAR. 



00 N we shall be ready to 
commence preparations 
for the mailing of the im- 
mense edition of the Cal- 
endar Circular we have 
designed for 1903. 
We want to make the circular this 
year a greater success than ever be- 
fore. We want it to be more produc- 
tive, to reach more ''live" paint buy- 
ers than in any previous year. We 
want no *'dead** names on the lists 
sent in by S W. P. agents. 

We have gone to a great deal of 
expense to make this year's circular 
as attractive as possible. It is by far 
the handsomest, best printed, and 
best designed we have ever issued. 
We try to make each year's edition 
better than all previous ones. We 
believe we have succeeded beyond our 
expectations this year. 

The success of the circular will very 
largely depend upon the co-operation 



of the agents. If we don't get "live" 
lists of property owners, and get them 
promptly, we cannot expect good re- 
sults. The circular has always proved 
itself to be the best paint-selling help 
the agents can get, and where prop- 
eily used it pays for itself over and 
over again. 

We urge all S. W. P. agents, there- 
fore, to begin the preparation of their 
lists now. The holiday trade is about 
over, and the clerks can be kept busy 
collecting the names of all bona fide 
property owners in each locality. 
Don't take the names from tax books, 
poll books, patent medicine or like 
lists. Make your list a "prize winner" 
from top to bottom. Fill it full of 
"live" names of paint-buying persons. 

Begin your list now, so you can 
have it ready when we send for it. 
Just put a little extra effort into the 
work, and you'll be well repaid for 
your trouble. 

The 1903 circular is the best yet. 
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SUCCESSFUL S. W. P. AGENCIES. 

Mr. F. A. Sperry, Colorado Sprlni^s, Colo. 



IXTEEN years is a long 
time to hold the agency 
for any line of goods. And 
when each year sees a 
stronger cementing of the 
ties that bind together 
dealer and manufacturer; when each 
year sees a steady growth in the busi- 
ness of both, the fundamental princi- 
ples underlying the success of each 
mast be laid upon a sound 
basis, and there must have 
been co-operation between 
the two, that went to 
build up the business of 
one as well as of the other. 
Sixteen years is the 
length of time that Mr. 
F. A. Sperry, Colorado 
Springs, Colo., has had 
the S.W.P. agency. Sev- 
enteen years ago he first 
became acquainted with 
S.W. P., the initial ship- 
ment to him being fifteen 
gallons for his own house, 
sent him by our treasurer, 
Mr. S. P. Fenn. 

Mr. Sperry was at that 
time a contractor and 
builder with a large busi- 
ness, and the quality in 
every one of those fifteen 
gallons convinced him that S. VV. P. 
was the paint he ought to use on his 
buildings. 

His success with S. VV. P. as a con- 
tractor set him to thinking hard, and 
soon he saw an opportunity for a still 
more remunerative trade if he took 
hold of the selling end of S. VV. P., 
and one year after he used his first 
gallon of S. VV. P. he accepted the 
agency for it. 

From the veryj- beginning he was 




Mr. F. A. Sperry, 



successful. He was enthusiastic from 
the start. He believed he had the 
right goods, he believed that he could 
succeed with S. VV. P., and he entered 
into its sale with a spirit of enthusi- 
asm that was infectious and convincing 
to his trade. 

Mr. Sperry is a great advocate of 
personal work with prospective cus- 
tomers. He believes in going after 
business with vigor. He 
watches closely for all 
news of new buildings to 
be erected. Almost as 
soon as the permit is is- 
sued, and sometimes be- 
fore that, he seeks an in- 
terview with the archi- 
tect, endeavoring to in- 
duce him to specify 
S.W.P. Where necessary 
painter, contractor and 
builder, and property 
owner are followed, in or- 
der that no mischance 
could possibly prevent 
S. W. P. being used. 

Colorado City is a 
thriving place, constantly 
growing in population, and 
there is always a goodly 
number of new buildings 
going up. To supple- 
ment the personal work he does he 
has a good bill board advertisement 
all over town which reads : 

IFant Paint? Sperry Has It, 
HTant S,H^.P.f Sperry Has It. 
And, in order to keep S. VV. P. 
always before the people of his city, 
he has placed at every drinking foun- 
tain in town a tin cup bearing an 
S. VV^ P. advertisement on the inside 
bottom. He also keeps a supply of 
these cups in his store to give to the 
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Mr. Sperry' s fine display of S, W. 
farmers, so they may never forget 
when they want paint, that '*Sperry 
Has It.'' 

His windows are good always, and 
we regret that we are unable to repro- 
duce the photograph he sent us show-, 
ing one of his recent attractive displays. 

The brief, pithy statements he uses 
in his newspaper advertising are char- 
acteristic of him and show a spirit of 
energy and determination, as will be 
seen by the following : 

My experience with the S. W. P. for i6 
years has been GOOD. Business has in- 
creased every year. But last year was sim- 
ply phenomenal, and this year we are going 
to out-do all previous years, and with the 
wonderful growth of our city, and being 
near one of the highest points on this earthy 



we are simply go- 
ing to mount Old 
Pike's Peak and 
pour S.W. P. on- 
to our new houses 
if ThcS. W. P. 
people will keep 
us supplied. 

It's the con- 

fi d en c e in 

S. W. P. that 

is so apparent 

in the above 

statement that 

enabled Mr. 

Sperry to sell 

three carloads 

of paint last 

P, and S. W. V, year, and that 

has caused him to be known as 

'^Carload Sperry." 

His success with S. W. V. is almost 
as great as his success with S. W. P. 
He uses the same methods in pushing 
the goods. Architect, contractor and 
builder, painter, and property owner 
are worked just as hard on S. W. V. 
as on the other lines. There is the 
same careful attention given to the 
store display of varnish ; many of the 
high quality arguments are made to 
do duty in selling S. W. V., and that 
they have been successful is proven 
by the size of Mr. Sperry's opening 
order for S. W. V. for the coming 
spring season, which amounts to 
almost 400 gallons. 
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TALKS WITH CLERKS. 

By an old Retailer. 



T 



HE other day I went into 
a store to buy a fancy vest. 
The clerk who waited on 
me evidently took me for a 
''mark." He seemed to 
have made up his mind to 
sell me what he wanted to sell me, not 
what I wanted to buy. I wouldn't 



have objected to that if he had gone 
about it in the right way. But he 
didn't even ''size me up properly.'* 
His whole air plainly said, "Now, see 
here, my good man, I know what you 
want. I'm going to select this vest for 
you, and you've got to buy it, see." 
But I didn't buy it. I had my own 
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peculiar notions about the sort of vest 
I like. I'm not at all **set" in ray 
ways, but Tm rather quiet in my tastes 
and I never allow rayself to be led 
astray by '* Smart Alec" clerks. 

When Mr. Clerk found out that I 
wasn't so *'easy" he lost his teraper. 
He began to sneer, allowed that I 
wasn't posted on style, and didn't 
know a nice vest when I saw it. 

Maybe I was a little behind the 
times on style. But, then, I'ra grow- 
ing old now and have a taste for quiet 
things as I said before. There were 
two or three vests in the lot, however, 
that I fancied. They were a trifle 
gay for an old man, but I believe if 
my vanity had been properly appealed 
to, I would have bought one of them. 

But Mr. Clerk couldn't see things 
my way, so finally he told me that he 



couldn't please an old crank and 
turned on his heel and walked away. 
If I live to be as old as Methuse- 
lam's Tom Cat, I'll never go into that 
store again. And I shall not permit 
my friends to go there either. 

A good clerk — a real salesman — 
never loses his temper because he 
doesn't make a sale. Salesmanship 
means something more than the actual 
selling of goods. It means tact, pa- 
tience, winning the good wiU of a 
customer, making an impression that 
will bring back a person again and 
again asking iox you, 

A customer may have an idea of 
what he wants when he goes into a 
store but that's no reason why he 
can't be led diplomatically to buy 
something else that will do as well. 




S.W.V. AND THE 

E have grouped together 
^^ on one card four of our 
best known varnishes — 
four varnishes particularly 
suited for home decoration 
and have named them 
The Sherwin - Williams Household 
Varnishes. They are No, i Furni- 



HOUSEHOLDER. 

ture^ Kopal^ Excello, and Mar-not, 

We did this because we wanted to 
put into the hands of the dealer a line 
of varnishes that he could offer to the 
householder as being expressly suited 
for home work, because we wanted a 
line of varnishes that we, ourselves, 
could advertise to the householder. 




A shipment of S, W, P, and S, W, V, to ''Carload Sperryr 
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These four varnishes are not new 
by any means. Kopal, Excello and 
Mar-not have been advertised system- 
atically and persistently in the past. 
They have a wide reputation now for 
the good work they do, and are 
especially well known to the house- 
painter and decorator under the Six 
Big Specialties group. Their addi- 
tional grouping under the heading 
The Sherwin - Williams Household 
Varnishes will widen the field for 




The Household Varnishes sboiu case 
display card. 

their sale and ought to make them 
still more profitable for the dealer to 
carry. 

No. I Furniture, though not so 
well advertised in the past as the 
other three, is nevertheless fairly well 
known to S.W.V. dealers. It is a 
low-priced varnish for furniture and 
general inside use. It is medium in 
color, easy 
working, and 
quick drying. 
It dries dust 
free in four 
I hours and hard 
in 2 4 hours and 
I can be rubbed. 

It is our aim to 

I specialize more 

and more in 

every depart- 

' ment of our 

Kopal Display Card:\ business. We 




appreciate 
particularly 
the import- 
ance of house- 
hold special- 
ties. We have 
been eminent- 
ly successful 
for years in 
marketin g 
paint special- 
ties. We are 
meeting with 
like success 
in varnishes 




striking counter card 
advertising ExcelU, 



for particular uses. We are giving 
the subject our best thought and have 
every facility for carrying on the work 
successfully. 

To make a specialty that will be 
satisfactory always, requires careful 
study, exactness, and thoroughness. 
Every ingredient and every process in 
the manufacturing must have the 
closest attention. This is particularly 
true in the making of varnish. 

We believe that in The Sherwin- 
Williams Household Varnishes we 
have a line of specialties that is pecu- 
liarly fitted for the purposes for which 
it is intended. We believe that it is 
a line the dealer can go out and get 
the business of the householder with. 
We shall be 
glad to send 
you the spe- 
cial display 
card adver- 
t i s i n g this 
line. If you 
have the 
goods in 
stock now, 
write for them 
today, also 
for special 
electrotypes 
and booklets. 




I 
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Shoiu card for general line. 
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A FEW VARNISH FACTS. 

By J. C. Beardslee, General Sup't Manufacturing Dep't. 



HERE are many qualities 
which go to roake good 
varnish. Some of these 
come from the high grade 
of material used, some 
from the character of the 
manipulation in the course of manu- 
facture, and some from minute atten- 
tion to detail. 

The qualities covered in this last 
class are of great importance because 
they go to make varnish thoroughly 
dependable. The best materials in 
the main tend to produce durability. 
The best methods of manufacture 
bring easy working, proper flowing, 
and drying qualities. 

It is the careful after aging and 
careful watching of the small details 
which turn out a varnish always the 
same and produce an article that will 
reproduce results time after time. 

The careful attention to detail 
which has characterized the conduct 
of our paint business has been applied 
to our varnish business and if pos- 
sible, even more carefully worked out 
and more carefully applied, for two 
reasons: First, we have been en- 
abled to apply to the manufacture 
of varnish the information as to the 
best manner of dealing with these 
details acquired in the paint business, 
and second, our large technical 



knowledge has fitted us to consider 
these problems in a scientific way, thus 
enabling us to give to each individual 
point the attention that it deserves. 

Recent years in the varnish business 
have seen constantly lowering prices, 
with a tendency toward constantly 
lowered qualities, until a great deal of 
the varnish business of the country is 
now done largely, if not entirely, upon 
the basis of price alone. A more un- 
satisfactory way of purchasing varnish 
can hardly be imagined. 

While realizing that there is use in 
the proper place for other goods than 
those of the highest grade, this Com- 
pany has endeavored to approach the 
varnish business on the same basis 
that it has taken up the paint business, 
offering for each use a varnish which 
we believe to be suited for that use, 
and declining to offer a varnish of a 
grade lower than that we believe will 
be satisfactory for the purpose. 

We believe the time is coming 
when the varnish business will see a 
reaction from the constantly lowering 
trend of prices and qualities of the 
last few years. When that time comes 
we want our agents to think of us as 
able to supply them with suitable, sat- 
isfactory and reliable material. We 
can do that now, and have been doing 
it for years. 



WHY THE S-W. VARNISHES ARE GOOD. 



*^**^ ^N our booklets and adver- 
tising describing S. W. V. 
we use the expression, 
''They're good.'* The 
words are apt, and come 
spontaneously. Our var- 
nishes are good, every single one of 
them. Let us briefly state why they're 



good: 

Good varnish depends upon good 
materials, proper appliances, and skill 
in making. We are proud of our 
position in each of these departments. 

The materials composing fine var- 
nish are gum, linseed oil, turpentine, 
and dryer. The selection and prepar- 



Digitized by CjOOQIC 



i8 



The s. W. p. 




M^y^ "tSflT 



MKk n at M iwmMpt, 



THt 




ation of these materials requires exper- 
ience and expert knowledge. 

Our gums are gathered direct from 
the gum fields of the world. All gums 
have their peculiarities — some are good 
for one purpose and quite unsuited for 
others. Some are used alone and 
others in combination. By long study 
and many chemical and practical ex- 
periments, we have acquired a thor- 
ough knowledge of 
the subject. Our 
gums are graded 
and selected by ex- 
perts in each of our 
factories. 

On linseed oil 
and its proper ma- 
nipulation largely 
depends the life of 
a varnish. In order 
to obtain always 
the most satisfac- 
tory oil, we estab- 
lished a linseed oil 
plant, and have for some time been 
making, treating, and refining our 
own linseed oil. Our manner of 
making the oil and our methods of 
filtering and purifying are the most 
approved. Specially designed steel 
storage tanks in a room of uniform 
temperature, i n - 
sure pure, well 
aged oil . The oil 
used in our var- 
nish is the finest 
s e lected old 
tanked oil. It is 
stored until thor- 
oughly matured, 
and gains the pur- 
ity and brilliancy 
♦ "TTLlor^ * *^^* ^^^ alone can 

^^ AgMMlloarnnM. givC. 

^ T., . .^ c. r^Yit turpentine 

is carefully tested 
before it is used. 
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Nothing but the pure, unadulterated 
spirits are ever employed. 

A very great deal depends on the 
dryer used in varnish. There are 
many varieties, and 
close attention is 
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necessary in its se- 
lection. Our dry- 
ers are made by 
ourselves and are 
tested in our 
chemical laborato- 
ries. We know 
that they are right 
before we use 
them. 

Our factories are 
complete and 
equipped with 

proper and well 

kept machinery one column wide by 4% 
and appliances. r^^" /'Hf 

. t i- Order by No aa. 

A number of our 

appliances are manufactured by us 
from our exclusive designs, and 
many of our methods are original and 
not found elsewhere. 

Even with the finest selected mate- 
rials and the best machinery, it re- 
quires years of hard study and much 
practical experience to become skillful 
in varnish making, and able to make 
always fine varnishes. Here, our 
many years in the varnish business 
give us a decided advantage. Many 
of our men have grown up at the 
work, and have the faculty for exact- 
ness and the habit of thoroughness 
that make uniformity in varnish pos- 
sible. 

After our varnishes are made they 
are stored away in steel tanks to 
mature. We have immense storage 
capacity and are able to allow them to 
thoroughly mature. A varnish is never 
sent out until we prove from practical 
tests that it is perfect in working and 
drying qualities and in appearance. 



Digitized by CjOOQIC 



The S. W. p. 
AN S. W. V. WINDOW. 



19 




IN dressing a window, it is always well to display only one line of goods. 
A better effect is usually obtained and there is more likelihood of direct 
results. The window illustrated above is raade up of The S-VV. Six Big Var- 
nish Specialties. It is very simply dressed. Display a gallon can of each 
varnish in the line ; also the same number of quart or pint cans if your window 
is large enough. Decorate with cheese cloth, arrange some of our varnish 
booklets and show cards neatly, and the window is finished. 

If you haven't the required booklets and show cards, write for a supply today. 
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A BINDER TO PRESERVE YOUR COPIES OF 
THE S. W. P. 

' ^E have long felt thPt if the 
Y^ agents had some conven- 
ient way of preserving their 
copies of The S. VV. P., 
they would probably take 
a greater interest in the 
magazine and would undoubtedly be 
more inclined to file away each 
month's issue for future reference. 

We have decided to present to each 
agent who wants one, a special binder 
for the purpose. The binder is illus- 
trated on this page. It is cloth bound , 
has the tide "The S.W.P," and the 
Company's name stamped in gold on 
the front cover, and will hold twelve 
copies — a year's issue. 

It ought to be the aim of each 
S.W.P. agent to preserve carefully 
each copy of The S.W.P. The mag- 
azine is growing in usefulness every 
day. We strive to make each issue 
better and more helpful than the pre- 
vious one. From a typographical and 
literary standpoint, it has improved 
wonderfully since we first began to 

publish it. It is recognized to-day as The Binder for The S. W. P. IFrite 

oneofthebcsthouseorgansinthefield. '"• T/^^ ?/ ;r*if.'""* ' 

We feel that you, as a loyal sup- 
porter of our organization and a con- to you free of all expense, if you drop 
stant reader of The S.W.P., will want us a postal card asking for it. Write 
one of the binders. We shall send it for it today. 





A NEW DRYER. 

Dry-o-nite, the dryer listed under 
The S-W. Six Big Varnish Specialties 
is a new dryer we've just put on the 
market. 

It's the best dryer at the price that 
can be bought. It positively will not 
harden in the can and it dries oil per- 
fectly without curdling. It mixes 
well with oil and altogether is a dryer 
that can be pushed with confidence. 



A GOOD OLD VARNISH UNDER A 
NEW NAME. 

We've changed the name of The 
S-W. Durable Floor Varnish to 
Mar-not. The new name was given 
primarily for advertising purposes. 
Mar-not is also an improvement over 
Durable Floor Varnish. We've tried 
to give it better drying qualities and 
to make it generally more adapted for 
its uses. 
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THINK RIGHTLY, ACT PROMPTLY. 

A letter from President Sherwin to the Employees of the Company, which 
appeared in the January issue of " The Chameleon," the monthly maga- 
zine published by the Company in the interest of its Employees. 
.We publish the letter here because it treats on principles 
that ought to interest every business man. 

AM glad to have an opportunity to wish you all a Happy New 
Year. More than that, I wish every employee of this Com- 
pany continued happiness and prosperity. 

It is not possible for all to attain the same degree of happi- 
ness or success, but all may, and all should, make the most of 
the opportunities within their reach. All alike have time, 
which is one of the greatest of our free endowments, and I believe that 
time is the one thing we are most wasteful of. We should, as early in life as 
possible, study how our time can be best occupied for ourselves, as well as 
for others, remembering, that too much work is as bad as too much play, and 
that too much of both, is as bad as too much idleness. 

When your time has been well regulated, resolutely stick to it, and then 
whatever you do, do it well — a little better, if possible, than it has ever been 
done before. Thus you have prepared the way to more important duties, and 
should you be thought capable, you will soon be called to them. 

I commend ambition, if it is rightly used. Let it be of that kind where 
one seeks to serve rather than to be served. 

Never fear being overlooked in the crowd. The best workers are seldom 
lost sight of. One of the pleasantest business experiences of my later years, is 
the progress of our employees. I look with pride upon those now in promi- 
nent positions who have come up step by step, many of them from the lowest 
round of the ladder. 

A few years ago it was much predicted that in the change from many 
small to few large business establishments, there would be less opportunity for 
young men to get up in the world, but we have already found that this was 
not true. 

I verily believe from my knowledge of* both conditions, that the oppor- 
tunities for a young man to find his true level, are greater now than ever before ; 
and advancement is more surely by merit. 

The demand for ability all the way up the line from boy to manager in 
the large business concerns never was so great as now. I have used the word 
**ability." That may not be sufficiently explicit. I mean to say the demand 
is for those who think rightly, then act promptly, and make the fewest mistakes. 

To be successful, certain cardinal principles must be at the foundation of 
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all right thought and action. Business conditions change rapidly and we must 
adapt ourselves to them, but such principles as honesty, courtesy, generosity, 
and industry do not change. Indeed it seems to me that these and other 
kindred virtues are found more essential to business success than formerly. 
It is certain few succeed without them. 

There is another very important element of success in a company like 
ours, that is, the encouragement of individual effort. No two people are alike, 
and it is not fair to the one who does his work best, to be classed with an 
inferior workman, or have the two equally rewarded. 

You, who have others under you, whether in offices or factories, should 
encourage your subordinates to merit promotion. Never mind if they get 
higher than you are. You can lose nothing by it, but can, in that way, render 
the Company, as well as yourself, loyal service. 

I am glad that the employees of our Company are not simply machines, or 
cogs in a machine, but are independent individuals, each recognized as such 
in his or her ambition to do and be something better. If this had not been so 
in the past, the Company would never have been so successful as it is, and if 
we continue this, with other wise methods, we may expect continued success, 
both as a company and as individuals. 



President . 




AN ADVERTISING SUGGESTION FOR ST. 

TINE'S DAY. 



VALEN- 




I^IMELY advertising is always 
most effective. The mer- 
chant who is ever on the 
lookout for an opportune 
time at which to reach his customers 
soon wins for himself a reputation for 
originality and up-to-dateness. 

St. Valentine's day offers a splen- 
did chance to do a little bit of clever 
advertising, something that will shove 
you ahead of your competitors a 
notch. It's a good day to begin the 
preparatory work for your spring 
paint campaign. 

As a flyer we would suggest that 
each S.W.P. agent prepare a neat 
business announcement calling atten- 
tion to his new spring stocks, dwelling 
on his ability to take care of orders, 
and how it will pay the person ad- 
dressed to call to inspect the agent's 



store. There might be some special 
line of goods that could be mentioned 
particularly ; it would be a good idea 
to offer some inducement or to have a 
special sale during that week in order 
to get the people into the store. 

Enclose the announcement in a 
regular valentine envelope without 
any business card. That will natur- 
ally arouse the curiosity of the ad- 
dressee and will make the announce- 
ment all the more effective. 

The best results are obtained always 
by special work at a special time. Every 
week, every day even, has its own 
particular features that should be made 
use of to advantage. The progressive 
merchant — the merchant who suc- 
ceeds — ^is the one who is on the alert 
for the particular opportunities of 
each day. 
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These suggestions are simply good "copy" to be turned over to your printer 
and can be adapted to any style of display you choose. 



KNOWLEDGE IS 
THE GUIDE 

to wisdom. Those who know most 
about The Sherwin-Williams Paints 
are the ones who use them most. 
You can test the paints in the 
package, under the orush or ap- 
phed to the surface, and they'll al- 
ways prove their superiority. We 
want them tested ; we want you to 
become thoroughly acquainted with 
them. To know 

8. W. P. 

is to appreciate its good qualities 
and the splendid results it always 
gives. Buy a s«mple can — it'll 
prove how good S.W. P. is. 



SAVES MONEY. 

S. W. p. saves money for the 
property owner in many ways. 

It saves in the actual number of 
gallons required to do a job by 
covering the greatest number of 
square feet to the gallon 

It saves the painters' time by 
spreading easy. 

It saves in ultimate cost by put- 
ting off for the longest time the 
need for repainting. 

S. W. P. is the safest and best 
paying paint investment. 

Come in and get color cards. 



A CONSCIENTIOUS 
PHYSICIAN 

does not take greater care in com- 
pounding his medicine than is ex- 
ercised in preparing 

THESHERWIN'WILLIAMSPAINT 

It is made on e«act formulas that 
give the best proportions of carbon- 
ate of lead, oxide of zinc, and lin- 
seed oil. 

Experts watch every detail of its 
manufacture. There s no loop-hole 
for mistakes or inaccuracies. The 
results are always ceruin, and the 
consequence is that S.W.P. always 
satisfies. Come in — we'll tell you 
more about it. 



SIMPLE ADDITION. 

Good paint plus good painter plus 
good surface give good painting. 
This is a sum in simple addition 
that is proven true every day by 
the good results obtained through 
the use of 

The Sherwin-Williams Paint 

Good paint— S.W.P.— is the first 
essential in good painting, the next 
a good painter, and the last a good 
surface. Given these three you'll 
never fail to get satisfaction. We 
can supply the first— S.W. P.— the 
safe paint. 

Going to paint? Let's tell you 
more about S W.P. 



EVERY DROP 
OF S. W. P. 

is right — right in every way. 

From start to finish every detail 
of its manufacture is watched with 
the one aim ot obtaining good re- 
sults. 

A thorough chemical analysis ol 
all ingredients is made to insure 
purity. 

It is ground and mixed by ma- 
chinery that does the very best 
work. 

Not a single thing is left undone 
that can add to the certainty of 
good results. That's the only way 
to make paint right. Color cards 
for the asking. 



FOR MANSION OR 
MODEST COTTAGE 

S. W. P. is safest, best, and most 
economical and not without reason. 

It's best because made from best 
materials — pure lead, pure zinc, 
and pure linseed oil. 

It's safest because the materials 
it is made from are all carefully 
tested both chemically and prac- 
tically before being used to insure 
their being right and best for the 
purpose. 

It s most economical because it 
covers most surface to the gallon 
and wears longest. 

You can get color cards at our 
store. 
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BIG IMPROVEMENTS FOR THE WESTERN DI- 
VISION. 




N January the twenty- 
fourth the general of- 
fices and warehouse of 
the Western Division 
of the Company at 
■^ Chicago were moved 
to our factory property, and hereafter 
all correspondence intended for the 
Western Division should be directed 
to The Sherwin-Williams Company, 
Chicago, Illinois, Pullman Station. 

We have been building on our Pull- 
man property almost continuously for 
the last two years. During the past year 
the paint factory has been very much 
enlarged. A new power house has 
been erected, a well appointed office 
building and warehouse constructed, 
and the dry color works of the Company 
moved to Chicago and enlarged and 
improved until we have now, without 
question, the most modern, most com- 
plete, and largest dry color plant in 
this or any other country. 

These additions to our facilities place 
us m a most enviable position in the 
west, and in fact materially strengthen 
our position all over the country. 
They widen our scope considerably, 
and ought to have the effect of making 
S.W. P. and S.W.V. better known 
everywhere. 



The growth of our business in the 
West, which has made necessary these 
big improvements, has been most re- 
markable. Ever since we first went 
to Chicago the sales have been in- 
creasing at a yearly rate that prove to 
us the immense opportunities the 
Western States offer not only to our- 
selves, but as well to every S.W. P. 
agent who goes after the paint busi- 
ness with the proper spirit. 

It is only three years ago that we 
established headquarters in San Fran- 
cisco, with a depot in Los Angeles, in 
order to take care of the business of 
the Pacific Slope, our sales in that 
part of the country having grown to 
an extent that made it impossible for 
the orders to be handled properly 
from Chicago. Yet in that short time 
we were compelled to divide again 
the remaining territory of the Western 
Division, establishing last November 
the Southwestern Division with head- 
quarters in Kansas City so that we 
could be in position to develop to the 
largest extent the possibilities in the 
great Southwest. 

As we are now organized, with 
greatly enlarged facilities in the West- 
ern Division, and with a chain [of 
houses that practically and completely 




Plant Number Two, Pullman, III. 

Looking do*wn Kensington Ave. to*ward the office building and ^warehouse. 

The buildings in the right foreground sboiv the dry color 

Tjuorks—tbe largest in the ivorld. 
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Another vieiv of Plant Number Tivo. 

Overlooking the rear of the buildings from Stephenson Ave. The ivest *wing 

of the big ^warehouse is seen at the extreme right. 



covers the entire continent, we are 
going after business this year as we 
never went after it before. 

We don't believe in standing still 
one moment. We believe thoroughly 
in progress all along the line. 

Our own success is the best proof 
in the world that we have the right 
goods and the right methods back of 
us. We want each S.W. P. agent to 



have that same confidence and to feel 
that in pushing our products he can 
do so with every assurance of the 
profit and satisfaction he has every 
right to expect from a straightforward , 
first-class business proposition. 

We are all working toward the same 
end — to get the most money out of the 
paint business. We can do it if we 
work together. 



PUSH S.W.P. IN THE FIVE GALLON PACKAGES. 

There's Good Profit in It. 




LOVV is the time to begin 
fishing for the large orders 
— the orders that take 
S.W.P in five gallon pack- 
ages. There are many opportunities 
in every locality to sell S.W P. in the 
big packages And it doesn't require 
any great effort either. It's just as 
easy as selling it in the smaller cans. 

Always remember that S.W.P. is 
made to paint buildings with outside 
and inside Just keep that in mind, 
and every time you hear of a building 
that is going to be painted or that 
ought to be painted, go after the 
owner with the intention of getting 
S.W.P. used. Then make up your 
mind to sell it in the five gallon cans. 
The large package affords the agent 
the biggest profit in every way. It 
enables him to turn over his stock 



quicker and to increase his output, 
and it's just as easy to handle as the 
small cans. 

We should hke to see you selling 
more S.W.P. in the five gallon pack- 
ages. We are ready to help you do 
it. If there are big jobs in prospect 
in your territory now, send us the 
names of the owners and we'll go 
after them for you with our "personal 
letters." We'll help you push the 
five gallon packages. 




Plant Number Tivo^ as itivas in j8gg. 
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PORTRAITS OF S. W. P. MAKERS. 

Mr. L. J. Pasquelle. Manasrer Varnish Sales Department. 

r 




"Dig Deep" is an expressive and 
pithy phrase that has been adopted as 
one of the guiding rules of business by 
this Company. Mr. L. J. Fasquelie, 
manager of the Varnish Sales Depart- 
ment, is the author of the expression, 
and any sketch of his business career 
would be but an amphfication of these 
two words. Thoroughness, and the 
getting-at-the-heart of things are quali- 
ties that marked him from the begin- 
ning for a successful business life. 

The management of so important a 
department as the Varnish Sales De- 
partment — ^to conduct its affairs so as 
to make obtainable the high position 
we have determined u[K)n in the \^r- 
nish industry — calleti for a man of 
parts. Mr. Fasquellc's business train- 
ing, his cxi>ericncc and success as a 
traveling representative, the interest 
and cKxse thought he had given to 
varnish selling conditions, his enthusi- 



asm, and his loyalty — ^the quality that 
is worth its weight in gold — earned 
him the promotion when the depart- 
ment was esublished last October. 

For many years Mr. Fasquelie has 
been a varnish enthusiast. Long be- 
fore we placed varnish on the open 
market, he saw the demand for a line 
of varnishes of the same high quality 
as our paints, and was very anxious 
that the Company should increase its 
plant and go after the trade. When 
the Company went into the business, 
he was more than ordinarily success- 
ful in placing the products. He is 
imbued with the idea of a great luture 
for our varnish trade, and that in a few 
years we shall lead in the industry. 

Mr. Fasquelie is a graduate of the 
University of Michigan, Pharmacy 
class of ^^2. afterwards entering medi- 
cine, but was prevented by ill health 
from completing the course. He rep- 
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resented a drug firm for three years, 
and in 1888, established a retail drug 
business. While on the road he had 
met a number of The Sherwin-Williams 
representatives, and was impressed by 
the position they occupied among 
traveling salesmen, and by the repu- 
tation the firm had with the trade. 

When, in 1891, he decided to 
travel again, he made application to 
The Sherwin-Williams Company. He 
followed the application up closely 
and was appointed to Territory 23, 
comprising seven states, from Virginia 
to Florida. This route was covered 
for six years, and a good business de- 
veloped. Mr. Fasquelle was then 
transferred to Eastern Michigan, where 
his work was attended by increased 
trade, until last October, when he 
took control of the Varnish Depart- 
ment. 

The reasons for Mr. Fasquelle's 
success- are not difficult to ascribe. 
The principles underlying them can be 
adopted by anyone who has the pur- 
pose and spirit. Mr. Fasquelle, in 
his own words, "Never knows when 
to stop working." As a salesman he 



was persistent in his efforts to promote 
the Company's business. His ambi- 
tion was to create a demand for our 
products. He kept closely in touch 
with all the affairs of the Company, 
and the conditions of the trade, and 
took a personal interest in the affairs 
of the agents and dealers in his terri- 
tory. He was a tireless worker. 

He has carried the same principles 
into the management of the affairs of 
his department. He believes firmly 
in the best service and the highest, 
and only the highest, quality products. 
Good results have already followed the 
organization of the new department, 
and the decision to develop system- 
atically the varnish business was evi- 
dently a wise one. The .increased 
sales during the last few months — the 
dull months of the year — have en- 
dorsed the work of the department. 

Mr. Fasquelle stands square in bus- 
iness and social life. He is a man 
who inspires confidence. He has 
strengthened the management of the 
Company and his enthusiasm, loyalty 
and ability will be strong factors in the 
greater development of our varnish 
business. 




Mgyer Dale Farmy on Onondaga Lake, near Syracuse, N. Y. One of the 
finest stock' farms of the state. Country borne of H. A. Moyer, of Syracuse, 
N. v.. Manufacturer of Fine Carriages and T(,oad fTagons. All buildings 
patnted tvitb S.fT.P. Mr. Moyer bas a national reputation as a manufacturer 
of high grade carriages, and uses The S-fF. products on bis vehicles. 
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S. W. p. ADVERTISERS. 

What the Agents Are Doing in the Way of Special Advertising. 

I^RIGHT, effective advertising of S.W. P. has been done by the agents 
during the last few months. The work has been along many lines, and 
much of it original. It is an endorsement of the Company's pro- 
ducts and methods that is particularly gratifying, and one that will be 
a stimulus to increased effort. 

The advertising work of our agents is also a very material help to us. 
They are in very close touch with the consumer, and their advertisements con- 
tain ideas on lines of work to follow. The work of one agent is also helpful to 
another. Samples and sketches of the advertising done by dealers are valuable, 
and whenever the work has given good results, the "S. W. P. Advertisers" 
should be remembered. The various plans instituted for the spring campaign 
would be particulariy interesting. 

We congratulate the agents, whose work is reproduced here on the 
force of their advertisements. 

was well arranged and in 
harmony with the lines of 
the arch. 

The window has strength 
and dignity, and one is not 
surprised to learn that it 
was a very successful trade 
getter. 



r 



f^ 



f.p.*iHoesat 







Messrs. Pollock & Co., 
Columbus, Neb., is a firm 
that has introduced many 
unique, up-to-date schemes 
for advertising S. W. P. 
Making use of the blankets 
on delivery wagon horses 
for S. W. P. bulletins is 
one of the methods the 
firm has been employing 
lately to **carry the tid- 
ings.*' 

It is a good advertising 
suggestion. 



Sfft •/ h\ /V I Am H0fstn. Rtckfsur^ \. }\ 



Strrn^th aiul tr\i*lx\\uthinc'Mi anp the ivieis 
Mrikin^K tNMur\r\i h\ t\\r wituiow ihNpljv 
o» Mr \V, K Shrnfl. KlUx^xmh. Kan. U 
WAi A !»plrn\lid «^>ncrpiion cjirrtuIN >^v>rke\i 
out in ilrtaiL The arvh \xa^ nuvic ^4 nuni- 
rllcil Al.ihji!(tinr in l>x\> i»lor$. Vhe UxcTt 
\sii% \sr\\ r\rtnitr\i. Xht Imr* are «r\\n^. 

The di»pU> ot paint prxnUu^ anvi carvis 



The window and adver- 
tising display of the store 
of Mr. F. P. Van Hocsen, 
Rochester, N. Y., impress 
one immediately with the 
value of artistic arrangement. Sim- 
pacit>- and strength are here, and these are 
the aim* ot the true advertiser. There is 
n^vthin^ elaborate in the display, yet the 
eHi^ot is pleasing and striking. The siens 
us«^i are etfrcti\-e and suggest the advisa- 
bi!it>- ot airrnts having a number painted 
and advamajprously displayed. 
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Proof of the 
value of adver- 
tising work along 
new lines is 
found in the suc- 
cess that has at- 
tended the work 
of The Da Lee 
Johnson Hard- 
ware Co., Fitz- 
gerald, Ga., in 
poster advertis- 
ing. The poster 
shown in the 
illustration shows 
marked original- 
ity and was the 
work of a mem- 
ber of the firm. 
It is striking; the 
idea is clearly 
impressed and 
not soon forgotten. 

This is the kind of advertising that is 
sure to attract attention and bring results. 




The attractive *windo*w of W . E. Sheriff, EUsuuortb, Kan. 

It is a plan that could' be adopted in most 
localities, and one that gives opportunity 
for progressiveness and ingenuity. 



THE VALUE OF PREPARATION. 

A Talk on the advantage of getting ready ahead of time for the spring 

paint campaign. 

sential in our own business. As early 
as June of each year we formulate 
our plans for the coming year. We 
decide then what we are going to do 
to increase the business of our agents 
and ourselves, and we adhere rigidly 
to those plans. 

This is the time of the year that 
S.VV.P. agents ought to begin to pre- 
pare for the spring campaign. In 
most localities there is a lull in trade 
during the early part of February, and 
no better woik could be done during 
the dull days than to size up the 
paint situation thoroughly and to map 
out your campaign down to the small- 
est detail so that when the real busy, 
paint-selling days come, you will be 
in position to go after the orders in 
the best possible way. 

Here are some suggestions that will 
be helpful to you if carried out 
promptly : 



j * 33 ^0 matter what calling in life 

\ ")g jB one may look into he will 

^ Rv 3 invariably find that it is 

- l"^ the man who has prepared 

himself for his chosen work who gets 

to the top. 

Preparation is absolutely necessary 
if we would make the most of our op- 
portunities as they arise — if we would 
do better than our fellow man — if we 
would get out of the crowd and climb 
to the top. 

This is especially true in selling 
paint. In our experience we have 
found that the most successful S.VV.P. 
agents are those who plan their cam- 
paign long before the paint season 
opens — who send scouts, as it were, 
into the enemy's country to find out 
how the land lays — who watch their 
competitors, and anticipate every 
move of the opposition. 
We find preparation positively es- 
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Place 3rour spring stock orders very sooo 
if you haven *t done so already. Go over 
your stock very carefully, and figure out as 
nearly as you can tlie quantity of each 
color you think you will need for the entire 
season, based on your last years* sale. Add 
to that a good percentage to uke care of 
increased business. Then make up 3rour 
mind that you* re going to sell every gallon 
of that stock , and l>egin at once to work to 
do it. 

Look into your supply of color cards, 
counter cards, and other advertising features 
for S.W.P. and the other lines. Be sure 
that you have enough of each feature to 
take care of all your needs. Then see 
that all the counter cards and general 
inside advertising features are placed where 
they will do roost good. 

If you haven*t a special place to keep 
this ad\*ertising, provide one without delay. 
It's a very good plan to ha\-e all vour 
color cards and booklets, etc.. conveniently 
arranged so the clerks can get at them 
quickly. It sa\-es time and it creates a 
good impression on customers. 

Decide on the newspaper space %'ou are 
going to occupy during the busy season. 
Make vour appropriation as liberal as pos- 
sible and try to advertise in as many papers 
as you can. Proportion wur space accord- 
ing to the importance of each of \-our de- 
partments, a small space to the minor depart- 
ments and a large space to the more protit- 
able ones. Paint ought to have a big space. 

Go through our booklet. *' Electrotypes tor 
Advertising" and select the electrot>pes you 
will want to advertise S.W.P. during the 
busy season. These electrotypes are "good 
copy," and they'll save you lotTj of lime. 
Vou can turn them over to the newspaper 
with instructions how to run them and 
have the matter off your mind for the 
rest of the season. In addition to the 
paint electrotypes we'll gladly write. 



if you wish us to, special advertisements 
for you for paint or anything else you sell. 
We want to help you as much as we can. 

Plan a series of **live" paint windows for 
the endre season. Use our booklet "Store- 
Windows** — it's full of good suggestions 
for attracdve windows. Choose the dis- 
pla3rs that you like best, number them i, 2, 
3, etc., and then instruct your clerks to use 
them in that order, starting the windows 
earhr in the season. 

Be^n now to make a list of all the prop- 
erty in 3rour locality that is going to be 
pamtcd or that ought to be painted this 
spring, so that we can begin writing the 
*^ personal letters** to the owners at just the 
right dme. Keep this list separate irom the 
one >x>u make up for the mailing circular. 

Send us the names of the painters, archi- 
tects, contractors and builders in your 
territory who need converting to S.W.P. 
and S.W.V. We*ll go after them for you 
with "personal letters** and do what we 
can to win them over to your side. 

Brush up on all the talking points on 
S.W P., S.W.V. , and the other lines, and 
see that %'our clerks are also fully posted. 

Many additional special features that 
can be profitably employed in your 
locality will suggest themselves to you. 

Begin the advance work without de- 
lay and before your competitor is fully 
alive to the situation. Be ready for 
the race before he has even thought 
of the harness, and at the end of the 
season you'll be surprised at the paint 
business you will have done. Sow 
your field early with good seed and 
your granary will be overflowing 
with protitable paint orders. Begin 
the work to-day. 






I 



W.P. 



unci 









t.^J 



P9iter used by The Da Lee JotHstn Hardware C«.. FitzgermU, Gm, 
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A DAV WITH THE MASTER PAINTERS' ASSOCI- 
ATION OF CLEVELAND. 




LHE Master Painters' Associ- 
ation of Cleveland inspected 
the Cleveland plant of the 
Company in a body on 
Wednesday, January 2 1 St, The visit 
was a very enjoyable one and we be- 
lieve proved most profitable to all 
concerned. 

After a very good dinner served in 
the Com- 
pany's 
own lunch 
room, the 
visitors, 
under the 
guidance 
of the sup- 
crin ten- 
dent of 
the plant, 
started out 
determin- 
ed to learn 
for them- 
selves the 
position of 
The Sher- 
win-Wil- 
liams Co. 
in the paint 
world, and 
incidently 
to ascertain our facilities for making 
paints and varnishes that would at all 
times come up to the high standard 
maintained by men so well posted in 
the paint business as members of The 
Master Painters' Association. 

Every department of the big plant 
was gone through thoroughly. The 
men were made to feel that they were 
at full liberty to pry into everything 
they saw and to ask as many questions 
as they wished. Everything was open 
to their full inspection. 




The Master Painter's Association af Cle'veland. From a 
photograph taken in front of the General Office *Buildtng, 
Wednesday^ Jan. 21, *when the members inspected the plant. 



We believe the visit resulted in a 
better understanding of the Company'* 
ability to care satisfactorily for the 
business of the practical man. Every 
one of the visitors expressed them- 
selves most favorably on what they 
saw; Particularly were they impressed 
with the orderliness and neatness so 
apparent in the factory. 

It will 
probably 
interest 
S. W. P. 
agents and 
painters in 
other part» 
of the 
country ta 
know what 
the Master 
Painters' 
Associa- 
tion of 
Cleveland 
think of 
Plant No. 
One of the 
Company, 
so we are 
printing 
the ex- 
pressions 
of some of the members at the con- 
clusion of the trip : 

A great institution. The best syitem- 
atized, and the cleanest I've ever been in» 
and I have inspected many paint plants. 
Geo. H. H err on. 

Had no idea it was such a plant. It's 
certainly an eye-opener. 

Geo. Sanderson. 

It's a great plant, I'll tell you. 

Stephen Mills. 

It's larger than I thought it was. 

Fred. *Bernsdoff, 
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It goes to show that paint can be made 
right. Gi9. J. Lmug, 

I've seen paint plants abroad as well as 
in America, and Vm satisfied that this is 
better equipped than any Tve ever seen. 
You have the nicest, and cleantst plant, 
without any exception, that I have ever 
visited. Fred Epple. 



More than I ever dreamed of. 



L^vje. 



The plant is far larger than I ever im- 
agined — more extensive. A'. W^, Orfm. 

I knew you had a big plant, but I am 
actually surprised. The sv-stem, thorough- 
ness, and cleanliness, impress me %-ery 
much. J. W. Lmithi, ' 

Has exceeded my expectarions. I am 
particularly impressed with the extent of 
your varnish making facilities. I knew \-ou 
'made varnish, but never thought you did it 



on such a large scale. You have a very 
complete plant. I admire it for its clean- 
liness. John Leiniger. 

The best I was ever through. For clean- 
liness it's the finest I've ever seen— that's a 
great feature. %. 1?.. tFilb. 

The size of the plant, the way it is con- 
ducted, and the cleanliness, impress me 
greatly. T. Saxer, 

Never thought it was so big as it is. 

Samuel Kno^wlfn. 



Simply immense, 
ical skill. 



A wonder of mechan- 
Max. C»oks. 



For size, thoroughness, and cleanliness, 
it exceeds my expectations ten times over. 
Adam McKee, 

It*s all it's cracked up to be. The way 
the work is handled, the good sjrstem, and 
the cleanliness are beyond my expectations. 
T, Ge9rge Saxer, Jr. 



THE HAPPY 


PAII^OBR MAN. 


lUnise paintintr is my bu*ine«. 


Tve experimented widely 


N\^ a halt bad siut ok trade. 


As a man must in this biz, 


Ami the little all that I p^>s$e$s 


And I think I've finally settled 


H> paint and bm?^ was made. 


On the best paint that there is. 


Vet. 1 ai\va>*Y u^e iU)e kind ot paint. 


Now rov road lies straight before me, 


liN the kind I like >\hi see: 


And m years that are to be. 


For The ShervxinAViViiams Paint . p re- 
pa rr\l^ 
Is jjvhhI en\Hi);h hu me. 


The Sherwin-Williams Paint (pre- 
pared' 
Win smooch that path, you see. 


1 c^Hild m>t paint whii p^mrait 


r\e tried it out in ereiy way — 


N\M b*i tfn iuu<^» what it's w\^h. 


B\ water, frosts, and fires. 


N\>t i\HiKi 1 diaxx a laiuiM^at^ 


It's pji the staring quaiiries 


It WHt *^rrr\l n^e the eatth 


That the Painter Man admires. 


Hut I can paint a h\H^'M^ \ur bam. 


Now I ".I jmy ahnays by this paunt 
Thai's always staid by me. 


i>T a *hip that *a»S the !«<a. 


With I he 5ihri>xt« - NV», ian» Pa»m 


Fi» Trie Sherwin Williams Paint (pre- 


V pir|vjifrxi 


pared 


And It* ji\xy< e»UH»):h K^ me. 


Is px^ enough for me. 
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SEASONABLE WINDOW CARDS. 

^ ERG'S a suggestion 
for attractive win- 
dow cards for St. 
Valentine's week: 

Procure sQ|2»e«faeets of red 
card board ; tiiro them in the 
shape of hearts; cut out a 
square piece from the center ; 
write your ad with blue pencil 
on a piece of white paper, a 
little larger than the square 
in the heart, and then paste it 
on to the back of the heart so 
the ad will show through 
nicely. The contrast between 
the red and the white paper, 
and the shape of the card 
will give a striking effect. 

Carry out the same idea 
in all the cards that are used 
in the store during that week. 
Make your price cards, an- 
nouncement cards, etc., in 
that way. Have every piece 
of advertising in your store 
suggestive of St. Valentine. 

It will please both old and 
young people, acd ought to be 
a good stroke of advertising. 
Besides, it will individualize 
your store and make it differ- 
ent from your competitors. 

St. Valentine's day would 
be a particularly good day to 
make an effective window 
display of S. VV. P. with a 
card reading, L<nr*s at- 
tainment is a happy home. 
S. W. P. makes the home 
bright and cheery. 

Many other good ideas can 
be worked out that will make 
good advertising features. It 
is an opportunity, and the 
progressive metCtMbl allows 
no opportunity to' pass. 
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STORE TALKS. 

Ads for the Dealer Who Has Good Things to Tell About His Store. 
LOW is an opportune time to run news items in your regular adver- 
tising space in the local papers. The disposition you are making 
of your winter stock, the clearance sales you are holding or purpose 
to hold, the plans you are making for your spring trade, the spring 
goods that have arrived, the dates upon which you expect other shipments, 
will make interesting reading for your customers. The policy of your busi- 
ness, and any alterations or extensions you intend making in your store build- 
ing will inlerest your trade. There is much in the every day store life that is 
news — and advertising. 

These "Store Talks" should be written as plain, straight forward news- 
paper **stories". As the items should be news, it is impossible to give any 
definite copy and we offer the following merely as suggestions that may be 
turned to good account. 
FOR THE HARDWARE STORE. 
We have just received a complete stock 
of contractors and builders supplies. 
Having made a specialty of this line of 
goods lor many years we have the ex- 
perience necessary to select a trustworthy 
stock. We are particularly well pleased 
with the assortment we secured tor this 
spring's trade. It's the best we ever had. 
Everything is of the standard quality and 
you will Bnd every article of honest value. 
You'll find the prices right, too. We 
have been in the business long enough to 
know when to buy, and our financial 
position gives us a good rate with the 
wholesale houses. 

Take it altogether, you cannot do bet- 
ter or as good in any other store than 
this, for these supplies. In the matter 
of nails, locks, door knobs, and hinges, 
for instance, you will find that we can 
give you an especially good bargain. 
FOR THE GENERAL STORE. 

We have gone into the grocery busi- 
ness more extensively than ever this year. 
We have increased our facilities for 
handling the trade, and are carrying a 
more complete stock. We are in splendid 
position to supplj^ your needs. The 
policy of our business, "good service 
and honest goods", will be carried out 
in our grocery department. You will be 
ture of fresh, wholesome, and toothsome 
goods, full measure, and quick attention 
when dealing with us. 
#OR THE DRUG STORE 

There are a great number of tonics, 
mineral waters, etc. advertised nowadays, 
and we have made a thorough examina- 
tion of the lines most widely advertised 



and sold. We wanted to put the very 
best in stock. We have done so. You 
will find every one on our shelves relia- 
ble. We haven't one line that we arc 
doubtful about — we are confident that 
they are all trustworthy. 

We carry a very full assortment. You 
will be safe in coming to us for the 
tonic you want. If it's right, we have it 
and if we have it, it's right. 

FOR THE WALL PAPER STORE. 
Our preparations are made and our 
stock complete for our spring business. 
To ^t satisfactory wall paper for this 
year it was necessary to make our selec- 
tions and get our order in early. We 
not only got our order in, but we had the 
goods delivered. And our stock is in 
every way satisfactory. We are proud of 
it and want to show it to you whether 
you intend having walls papered this 
year or not. The designs are all the 
very latest patterns — the patterns for 
1903 — no old designs or unfashionable 
colorings. 

FOR THE LUMBER DEALER. 

It would be impossible to get poor 
lumber from our yards for the very good 
reason that we do not believe in handling 
poor lumber, and don't handle it. The 
lumber we do keep in stock is the kind 
you can rely on. We have good honest 
lumber for every purpose. 

If you are building a house or. a bam 
this year, we know that you can find in 
our yards the very best lumber for every 
use. Lumber for the finest work, and 
rough lumber for rough purposes — all 
good. We have the biggest stock we 
ever carried — and the best. 
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ANOTHER CALL FOR THE MAILING LISTS. 

lE wish again to urge all 

S. W. P. agents to begin 

the preparation of their 

mailing lists for the Calen- 
dar Circular. 

Our plans have all been carefully 
laid to care for an unusually large num- 
ber of property owners' names, but 
judging from the way the lists are 
coming in now, there is danger of our 
not being able to give good attention 
to lists that are held until late in the 
season. Our edition of the circular, 
though larger than ever before, may 
not hold out long enough to provide 
for the late comers. 

Every agent ought to do his best to 
have his list in our hands at the earliest 
possible moment. You will help us 
greatly by doing so, and you will 
make it possible for us to mail the cir- 
culars into your territory at just the 
time they will do the most good. 
If you haven't started your list yet 




The IQOJ Calendar Circular. 

do so immediately. Make it a *'live" 
list from start to finish. See that every 
name in it is that of a possible pamt 
buyer. Do not compile it from tax 
books, patent medicine lists, poll 
books or like sources. Go to a little 
extra trouble and make it the best list 
you can possibly get up. It will 
certainly pay you. 




;XOR the 



TALKS 

By 
life of me I 



an 

can't 
mer- 
their 



me 
imagine why some 
chants will keep in 
stores elerks who don't seem 
to have the least idea of how to ap- 
proach and size up a customer 
properly. I don't know of any qual- 
ity that is more necessary in a good 
clerk or that ought to be cultivated 
more than the faculty of being able 
to judge a customer and to form an 
opinion of his likes and dislikes. 

Last week I went into a store to 
buy a necktie. A nicely dressed 
young man politely inquired what I 
wanted. I told him and he immedi- 
ately laid on the counter a flaring red 
tic with a broad white stripe running 



here's a 
sure will 



WITH CLERKS. 

Did Retailer. 

through it, saying: *'Now 
very nice tie and one I'm 
look well on you." 

Well, I was too astounded to say 
anything for a minute. I thought 
perhaps that I was flashily attired, so 
I went up to a looking glass and 
found that I was dressed as usual, in 
a dark suit, wearing a tie of modest 
pattern. I didn't have a loud thing 
on me. 

After I got over my confusion I be- 
gan to grow angry, and I said to the 
clerk: "See here, do I look like a 
youngster? Why do you offer me a 
tie like that? Can't you judge by the 
way I'm dressed the sort of tie I 
would like?" 
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**VVell," he replied, ''I want to sell 
this tie. We've had some of the 
same kind in stock for a long time and 
I want to close them out." 

Wasn't that tactful? I'll tell you 
that boy couldn't work for me very 
long. He 'd t urn away more custom- 
ers in a week than he'd sell in a year. 

When you're waiting on a cus- 
tomer, the first thing you ought to do 
is to try **to weigh" him. Find out 
what he wants, the price he wishes to 
pay, etc. Show him something in 
that line, then, if you have an article 



that you want to dispose of, if you 
think he's the sort, bring it out diplo- 
matically and begin to talk its good 
points. Should you discover that he 
doesn't like the by-play, "side-step" 
quickly and don't make any apologies 
either. 

And when that man comes into the 
store again try to remember his pe- 
culiarities and wait on him if you can. 
You'll find by doing so that you'll 
soon have a clientele that will ask for 
you always and that will prove to your 
employer exactly what you're worth. 




Our New Floor Varnish. 




AR-NOT— a dura- 
ble floor varnish — 
is a new varnish 
we've just put on 
the market. It is 
the result of many 
years of careful 
testing and experi- 
menting, and we 
believe it by far 
the best, most economical, and long- 
est wearing floor varnish on the market 
today. 

A first class floor varnish must 
possess the following characteristics: 
It must be easy working and flow out 
evenly and well under the brush, be- 
cause it is hard to apply varnish to a 
floor. It must be quick and thorough 
in its drying — it must dry over night 
— because it is impractical to keep a 
floor out of service for any great length 
of time. It must be tough and elastic 
so as not to mar or scratch under 
foot wear. It must hold a high degree 
of luster, and it must be impervious 
to water or moisture in order to stand 



the washing to which a floor is sub- 
jected ; neither must it become brittle. 

Mar-not has all these qualities in 
the highest degree. It is a tough, 
elastic varnish that stands the racket 
well and does not mar or scratch 
easily. It works well and dries dust 
free in eight hours, and can be 
walked on next day. Mar-not is a 
perfect floor varnish ; it will so prove 
itself to your customers and to you. It 
will bring you increased trade and in- 
creased reputation. It will pay you 
to push it, to make a leader of it, for 
it will make a leader of you in the 
varnish business. 

We have the fullest confidence in 
this product and are determined to 
push it to the front. 

Mar-not is being strongly adver- 
tised in The Six Big Specialties, 
andinTheS-W. Household Varnishes. 
It's one of the strongest articles any 
agent can have on his shelves and 
we strongly urge every agent who is 
not handling it now, to write to-day 
for prices and further information. 
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THE WAY TO GET BUSINESS IS TO GO 

AFTER IT.'' 

ijT'S a good time notv to apply this motto to your business with 
all the vigor you can command. 

There's lots of trade lurking around, lots of people con- 
templating painting and improving their property this spring. 
Go after them. Don't wait for them to come to you, there's 
too much risk in it. Others are keen for business. Get there early. Get 
there first. Your success depends upon it. 

As an agent for this Company you are better equipped to go after and get 
trade than your competitor. It'll pay you better to put effort into your work 
than it'll pay him, for the proposition you have to offer the paint consumer is 
the best that has ever been offered. But it's got to ht pressed home , it's got 
to be placed before him with intelligence, force, and persistency. It's up to 
you to do this now. 

The finest products and the most elaborate and perfect system are of no 
avail unless backed by the tireless force of your own energy. Human effort 
counts for more than all else in business success. The product and the 
system are but instruments placed in your hands to be worked. The skill and 
industry with which you use them alone determines your superiority and your 
success. And so it is in all human affairs, opportunity provides the instru- 
ments, but we, ourselves, must learn to use them. And it's only by persistent 
practice and constant training that we become skillful and proficient in hand- 
ling them. It's the man who uses his instruments that gets results. It's the 
agent who uses our system that wins success. 

So let it be your determination this promising spring to make the very 
most of every opportunity that comes before you. Apply to your business 
every aid that offers, work your advantages to the limit, and you cannot fail to 
make progress along the high road to success. 




<x V «. V 



General Manager. 
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QOINQ AFTER THE PROPERTY OWNER. 

Use the Personal Letters They Get the Orders. 




so wide 
that in 
have to 
it. Not 
hustle, but 
must unite 



HE way to get business is to 
go after it, the way to go 
after is to get it.** 

Now-a-days the field is 
and competition so keen 
to get business we 
forces and go after 
must we unite and 



order 

join 

only 

we 

to 



hustle. There 
is no sentiment 
in business. If 
you want a 
man's trade 
you must show 
him that your 
proposition is 
of value to him 
— that you 
have more to 
offer than '*the 
other fellow." 

The pro- 
gressive man 
ufacturer and 
the up-to-date 
dealer recog- 
nize that their 
interests are 
identical and 
co-operate i n 
systematically 
bringing their 
goods to the 
attention of the 
buyer. They 
co-operate in going after business. 

From the foundation of The Sher- 
win-Williams Company, its policy has 
^>een to give every help within its 
power to assist the dealer turn over 
h:^ stock quickly and profitably. We 
are constantly working and planning 
U»x more paint orders for the dealer. 



Samples o) some of our personal letters 
and mat ling cards. 



One of the helps that has proven most 
productive is our '-personal letter*' 
system of direct advertising to paint 
consumers through the mail. In each 
one of our divisions we have a s[>ecial 
department with a special staff whose 
whole time is exclusively devoted to 
this work. This department is organ- 
ized for your 
use; to write 
special letters 
ioiyou to prop- 
erty owners in 
your locality 
who are going 
to paint or who 
should paint, 
to painters, to 
contractors 
and builders, 
t o architects, 
and* to others 
interested i n 
paint. In each 
letter we refer 
the person ad- 
dressed to the 
agent who 
sends in the 
name. 

Big results 
have every- 
where followed 
the work. Last 
year a majority 
of our agents 
all over the 
United States and Canada made use 
of the department in securing a larger 
and better paying paint business in 
their respective localities. 

This year we have increased our 
facilities and further perfected our or- 
ganization for carrjring on this work. 
It is the best, most systematic, and 
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most thorough method of going after 
trade that can be employed. It will 
help you go after and get the paint 
business in your territory. The '* per- 
sonal letters" will introduce the paint 
products on your shelves to the pros- 
pective customer. The "personal 
letters" will keep him in line. They 
will place the talking points of the 
paint you want him to buy persistently 
before him. They will keep your 
name and your paint stock constantly 
before buyers. They will bring orders. 



If you have not yet mkdfe use of 
the ** personal letters,** send\in oB 
the blank you will find enclosed ta 
this number of TheS.VV.P. the narae^ 
of all those property owners in your 
locality whom you know are going to 
paint soon or whose property ought to 
be painted, and give us the chance to 
prove to you the value of this work. 

If you have tried the ''personal 
letters," it won*t need any urging on 
our part to get you to fill out and 
mail the blank to us. 




The Master Painters' Dryer, a New and Powerful Dryer We've Just Placed on 

the Market. 
RY-O-NITE is the 




name 
of a brand new dryer, 
built upon a brand new 
plan, that we've just 
placed on the market. It 
has been listed under the 
Six Big Varnish Special- 
ties for some time but 
none of it has been sent 
out, as we wanted to be 
sure that it was right — right in every 
way, before we placed it in the hands 
of our agents. 

We have taken plenty of time to 
test it. We've tried it in every con- 
ceivable way and it has stood up 
well — ^better, lots better, than we ex- 
pected — under every test. It is right 
now. That's why we're introducing 
it to you in this number. 

Dry-o-nite is what is known as a 
combination dryer, that is, while not 
strictly a turpentine article, it has a 
large percentage of turpentine in it. 
It's paler than other dryers sold at 
about the same price, and it's twice as 
strong as the ordinary japan dryers. 
And what is of most importance, it 



has none of the dangerous qualities of 
most low-priced dryers. It doesn't 
cause top-drying ; it won't curdle oil 
or varnish; and it won't burn the 
life out of the paint. It is also abso- 
lutely uniform in every way^-one of 
the great essentials of a good dryer. 

Dry-o-nite is rightfully called ''The 
Master Painters* Dryer." It is an 
article that will appeal to every 
painter — it's sure to win his confi- 
dence. You can back it against any 
dryer in the market at anywhere near 
its price and feel sure that it will win. 

We want you to try a sample can. 
We want you to see for yourself just 
what Dry-o-nite is. We should like 
to have the painters in your town test 
it. They will find it right. 

We're enclosing with this issue of 
The S. W. P. a postal card order blank 
so you may send for a trial order 
of Dry-o-nite. Make it a five gallon 
can. It will give you an opportunity 
to place the goods squarely before the 
painters of your town. 

Send in your order now. 






SEND AN 

ORDCR 

TODAY 
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S.W.P. TALKS OVER THE COUNTER. 

Talk No 9 — With the man who has a new house to paint. 



Tkf Cmst^mtr — Mr. Agent* I shall 
soon t>e ready to point my new boose 
and I ara ap a^nst the hardest 
proposition I ever struck in trying to 
decide what paint to use. Mr. 

Black, agent for Paint Co., has 

told me aboat his gtxnis, Mr. How- 
ard wants me to use the paint he 
sells. I ha\-e had a chat with Arthurs, 
the ^\4inter. who warns me a^nst all 
pre^vared ^»aint and advocates lead and 
oiK Tm up Against it. I don t want 
K> make anr mistake. Wlut do you 
think ot leAd and oil ? 

;,.. {,^ T- — It it's pure, it's better 
than *\ <--•*" prepared paint, but no 
matter hv>w pure or ^xxi it may be. it 
s^tt be a5 ^vvxi as gvvxi. reliable 
prrivirevl ^\x:ut. Vhe uvan wS> U^ors 
IcAd anvl ou has either been rre idiced 
ju:Att*>t pretvxrev! pair.t trv^m h^^ing 
uvcnI the ^vhcar*' stu ' or b>is ne^xr 
guen j^wsl pnr*j\Arv\i :vji*:^: a chJince to 

Ik \\\-n - — \V>ji; rrerared 

\ k^V* tMt tt 



^Sfr\k*:t-\\ " Ar:*:?. a:>i 
«**' vtx'* lv::^r «wk a: 



l<vx ^\vtt l^A*^ J 

\ i V I • rr -' - V ^ Vt * 

i-vA. ; TO, ' *^ >x ^-v v 



oc'^r rrsrvdLT^: 



> : X^* 
fc Ar**VT 

vV o- *x^^ 
N' -\ vvX> 

"X -\jio^ oir 



positive in these claims? You have 
to take the word of The S-W. Com- 
pany that they manufacture from cer- 
tain materials in a certain way. 

The A^ent — I do. But I know the 
reputation amd worth of the Company 
whose word I am taking. I have been 
selling their products for six years and 
the way they do business with me 
makes me have faith in them. Are 
these not good reasons for believing 
their statements? 

The Customer — Yes, they stand for 
something. 

r\e Az^nt — And I have another 
reason, and one that ap{>eals more 
particularly to you and me. I know 
that S. W. P. will bring the results 
claimed tor it. I have the evidence 
ot men who have used it, not away off 
in another part of the country, but 
ni:ht here in this town. Ask Mr. 
Jorvian or Mr. Lee, both reliable 
va:^.^^^5, and Mr. Da^is, Mr. Wilson, 
Ar>i \tr. l>r. all men you know, who 
:ised S. U\ P. when they built their 
n^>:viences. In tact most of them used 
rbe S-\X , rroducts throughout. 

riT sS-^st-Ksr — I wUl do that. 
No*, when I «as talking to Arthurs, 
tre rdt.*zrtr. he ad\ised. as I said be- 
;orf. :o =^ jead and oil. He said he 
rvto. T'^ter --^ed a prepared paint that 
«A> :sir,>aiotory. or that gave him 
<.xv: re<-^ :<, 

: /, ^c T-_He never used S.W.P. 
:'"?r., < *A .?. wiJ never chalk or pow- 
o.^T. x> »oc kro* lead and oil usually 
o->r>. -<?.A-^?e tbe oude of rinc in 

> A ;", oo.^T.^rriot^ the defects of the 
;fio, i^,: i^-tt a harder sur^ce. and 

0.'^ :".i: t;f^-t> :ts '.-<ce longer. Taslc 

> • r ^rT tr^r V-fri, so yoa get a better 
oo^vc. --Tc r**$ a greater spreading 
oA j;fO r» tr.ti jeai. so yoa get a paint 
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that covers more surface, and one that 
is, therefore, more economical. 

The Customer — That sounds rea- 
sonable enough, but Arthurs is a good 
painter — has had a great deal of expe- 
rience in painting. He has probably 
considered these very points. 

The Agent — Well, Mr. Customer, 
there is no better way of coming to a 
decision on paint than by actual test. 
Have Arthurs or any other painter 
uke some of his lead and oil, and 
ril take a quart can of S.W. P. from 
my stock and we'll make a compar- 
ison. If S.W. P. will not work easier 
under the brush, have a better cover- 
ing capacity, cover more surface, and 
have a cleaner, clearer tone than lead 
and oil, or any other ready mixed 
paint that you want to test with it, I 
shall not expect your trade. 

The Customer — ^That's talking busi- 
ness, Mr. Agent, and Til come 
around and we'll make the test. 

The Agent — Ask Jordan or Davis, 
or anv of those men I mentioned, or 



anyone you know that has used 
S.W. P., what they think of it, too. 
It would be a good idea to have two 
or three painters here when we make 
the test, too, so as to get their opinions. 

The Customer — I'll bring a crowd 
with me all right. 

The Agent — How about paints and 
varnishes for the inside of your house, 
Mr. Customer? 

The Customer — I left that entirely 
with the architect, Mr. Roberts. He 
is to decide on the interior finish, 
where to have hard wood, etc., so I 
left the painting and varnishing of the 
inside to him. 

The Agent — ^Well, you will have no 
objections to my talking The Sherwin- 
Williams Company's paints and var- 
nishes to him. I want your house fin- 
ished all through with S-W. products. 

The Customer — Go ahead. I want 
the very best paints and varnishes 
used, and if you have that sort, hope 
they will go on the work. 




A>«ic $400,000 high school at Syracuse, X. Y., painted throughout itjith S-W. 

Products. Interior finished ivith Special Interior Colors, 

cornice and outside trimming ivith S.IV.P. 
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PORTRAITS OF S. W. P. MAKERS. 

Mr. A. M. Parks, Manager Western Division. 

r 





HERE is no division in 
Company that has forged 
ahead so rapidly in recent 
years, nor that holds a 
higher place in our organization than 
the Western Division, with headquar- 
ters in Chicago. 

The man who stands at the head of 
this division, and who is doing much 
today to guide it to still greater suc- 
cess, is Mr. A. M. Parks, a man who 
has risen from the ranks through the 
force of hard, persistent, orderly 
work, and by striving to do whatever 
he had to do well — a little better, if 
possible, than it was ever done before. 
Mr. Parks, while a young man, is 
one of the **old guard" of the Com- 
pany, his association with us going 
back as far as January, 1883, when he 
was engaged to fill the position of 
assistant shipping clerk, at the Cleve- 
land plant. He occupied that post 



until September, 1884, when he de- 
cided to take up a professional life, 
entering the University of Michigan 
for a course in engineering. A f^ood 
opportunity, however, presenting 
itself, he determined to re-enter the 
services of the Company, and in Feb- 
ruary, 1886, accepted the appoint- 
ment of shipping clerk in the Cleve- 
land organization. 

This latter place he held until April, 
1888, when he was promoted to the 
managership of the Chicago Factory. 
He did such good work there that 
he won further advancement, being 
brought back to Cleveland as sales 
manager, in January, 1891. In this 
new field he continued to show 
marked ability, and on the crea- 
tion of the position of General 
Sales Manager he was appointed to 
fill it. In March, 1899, he was made 
Assistant General Manager, and in 
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October, 1901, went to Chicago to 
assume the managership of the West- 
em Division. He has been a stock- 
holder in the Company since 1891. 

Mr. Parks is a man of a very orderly 
spirit. He conducts his work along 
systematic, thoughtful lines. He be- 
lieves thoroughly that one to be suc- 
cessful in business, must be careful of 
details ; that he must above all know 
how to handle his own work to the very 
best advantage before he can intelli- 
gently direct the work of others. 

While in Cleveland he was closely 
identified with the growth of the city 
and its industrial improvement. He 
was a member of the industrial com- 
mittee of the Cleveland Chamber of 
Commerce, which has in charge the 
betterment of factory conditions, and 
represented us on the trade extension 
trips of that body. He was also a 



director of the Caxton Savings and 
Banking Co., and a prominent mem- 
ber of the Paint, Oil and Varnish 
Club. 

Mr. Parks is intensely loyal to the 
best interests of the Company, and is 
very self-sacrificing and earnest in his 
endeavor to maintain and elevate still 
higher our present position in the 
paint and varnish industry. 

He is an ardent advocate of co- 
operation in its broadest sense. He 
believes that it is incumbent upon 
every one connected with the Com- 
pany, both agents and employees, 
to work together harmoniously to 
promote the welfare of all. He is 
progressive in his ideas, and is always 
found favoring whatever will tend to 
broaden our field and to increase the 
general business of our agents as well 
as ourselves. 



DON'T DELAY THE MAILING LISTS. 




F you haven't yet sent in the 
Calendar - circular mailing 
lists, don't delay longer. 
Send it in now. 

To be most effective the Calendars 
must be mailed early, before the paint- 
ing season begins. If you send your 
lists in now it will surely go out on 
time ; but to delay, despite the very 
large staff we have to care for the 
work, may bring your list too late to 
receive the attention it deserves. 

Our interests are the same m this 
matter. We both want the Calendars 
to bring the very best results. To in- 
sure their going out on tirns we need 
the lists /low. We know you will ap- 
preciate the urgency. 

Let us have, then, carefully selected 
lists of property owners — lists of the 
names of persons whose trade you 
want and need. The Calendar-cir- 



cular will bring business from them. 

The agent who fails to send in a 
list misses one of the best advertising 
opportunities of the year. 

Don't delay sending in a live mail- 
ing list. It will pay you well. It will 
pay you particularly well to ''(/o it 
now. ' ' 

AN S. W. P. HOTEL. 

As S W.P. is everywhere synony- 
mous with high quality it has been 
selected as the name for a new hotel 
recently established at Thornton, 
Texas. 

''The S.W.P. Hotel," of which Mr. 
J. H. Ferguson is proprietor, was fin- 
ished, inside and outside, with S.W.P. 
and S. W. V. ''The S.W.P." is already 
the headquarters for all commercial 
men who stop at Thornton. It is 
proving worthy of its name. 
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STORE TALKS. 

Ads for the Dealer Who Has Good Things to Tell About His Store. 

^EWS of your store, well told, is the very best kind of publicity for 
your business. It pays to keep the public posted on your methods, 
your general progress, and the important incidents in the conduct 
of your store. People are very naturally interested in the store 
in which they trade. There is no better way of keeping closely in touch with 
your customers than by news items in your advertising space. In the "Store 
Talks'' you can come closer to the public than in regular advertising. And 
to be most effective they should be nothing more or less than "talks" — plain, 
straight forward talks about your business. We offer the following as sug- 
gestions that may be turned to good account. 




For the Drug Store. 

You may think that soap is an ordinary, 
commonplace article, but when you con- 
sider what a really important part it plays 
in our everyday life you will appreciate that 
a view of a stock so complete as ours is well 
worth while. 

We have continued our policy this season 
of buying only the better grades of soap, 
because we know there's a lot more satis- 
faction, and even economy in them. 

All the good makes — those we know are 
good— ^are in our stock. We have soap 
that will be a delight and comfort to you in 
this season of chapped hands and faces. 

For the Hardware Store. 

Last week we received a heavy reinforce- 
ment to our stock of contractors' and build- 
ers' supplies, which already covered the 
field very satisfactorily. There is not any 
doubt that it is now the largest and most 
complete stock of high grade lines that has 
ever been offered in this locality. 

All the latest approved articles are in- 
cluded. We really do not know how the 
stock could be improved, if we did, we 
should improve it. 

We haven't arranged this assignment of 
goods yet, but we'll be glad, neverthe- 
less, to show you right through every line. 

Everything is standard quality, and of 
good, honest value. 

For the Wall Paper Store. 

Some people imagine that good wall 
paper means expensive wall paper. That 
IS a mistake. 

Good paper means good coloring, artistic 
effects and up-to-date patterns. These can 
be secured without a great outlay of money. 



We can demonstrate this to you any time 
you call. 

During the many years we have been 
handling wall paper, we have never had 
such a high quality stock at such low 
prices as we have this season. It is really 
surprisingly high in quality and surpris- 
ingly low in price. 

Now, good effects depend just as much 
on the good hanging of the paper as upon 
good paper. Good hanging means expert 
and careful workmanship. 

We paper walls carefully and right with 
despatch. Let us figure on some of your 
rooms. 

For the General Store. 

We've never been more enthusiastic than 
we are over this spring's stock of shoes — 
for comfort, durability, and style, this 
year's manufacture is much the best ever 
turned out. 

And aside from the satisfaction there is in 
selling worthy merchandise, it is particularly 
pleasing to see how quickly these shoes 
are going. They are fascinating styles 
and we can recommend every one of them 
for good honest wear. 

And the prices — well just come and look 
at the lines. 

We can suit you in every respect. 

For the Lumber Dealer. 

We are just now doing the biggest trade 
in the history of our business. In all kinds 
of lumber we are enjoying a lively trade 
and we are going to do our best to warrant 
a continuance of the same. 

It's our buying facilities, our experience 
in the business and our principles of honest, 
fair dealing that is making our lumber yard 
so popular. 
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An S. W. P. House. 

Residence of Mr. KJchard SuUivan, %ichmond, Quebec. Body, 460; 

Trimmer, J55; Sash, 497. 




OUTLOOK FOR 

VERYTHING points to a 
tremendous spring trade. 
The time is propitious. 
The remarkable prosperity 
of the country not only continues but 
increases. 

No business is more benefited by 
prosperity than the paint and varnish 
trade. When people have money, 
they paint. This is, therefore, the 
harvest day for the man who handles 
paint, and is out for the business. 

The property owner has money. 
He cannot better invest his money than 
by improving his property — by paint- 
ing. The market is waiting for the 
paint dealer. The enterprising dealer 
will go after the trade and get it. 
This should be the banner year for 



THE SEASON. 

The Sherwin-Williams Company, and 
every one of its agents. There is a 
ready market, and we have paints 
and varnishes of a quality worthy of 
our utmost effort. 

The business is here. Close co- 
operation between the agents and the 
Company will land it. Let us stand 
shoulder to shoulder, then, and go 
after it — go after it hard all the time. 
Nail up the agency sign, display all 
our advertising outside and inside, 
attractively arrange your stock, post 
the clerks on the talking points of the 
products, take newspaper space, use 
our personal letter system, and keep 
us in touch with the local conditions. 

Usr the ** Pros pee tire Orders " 
blank cnelosed luith this isst/e. 
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STORIES BY WARD.* 




p, "1. MET a painter on the street 
I D in a small town in Penn- 
I I > I sylvania, a short time ago, 
and I asked him if he had 
ever used S.W.P. His reply was, '*I 
have used it altogether this season. I 
do not think I have used twenty-five 
pounds of lead and oil, and I have used 
about 150 gallons of S. VV. P. But I 
fought it as hard as I could for four 
years. Many a gallon I have poured 
into holes I made in gardens.*' 

This being a new way of using 
S. VV. P. I wanted to know his reasons 
for so disposing of it. His reply was : 
**I was often compelled by my cus- 
tomers to use S.W.P. and they always 
ask me how much paint to buy ; and, 
owing to the great spreading capacity 
of S.W.P. I was never able to estimate 
. the quantity small enough, and always 
had some left over. Not wanting my 
customers to know that I couldn't es- 
timate the right quantity of paint, I had 
to get rid of what waa left, so I buried it. 

^'last winter, thinking the matter 
over, I came to the conclusion that it 
would pay me to use and recommend 
S. W. P., and I am doing it all the 
time now and am satisfied. I've 
learned to estimate low enough." 



A few years ago at Hagersville, On- 
tario, one of our salesmen called on a 
property owner, who had built a new 
house, taking with him a quart of 375 
and a can opener. With these two 

*Mr. James W. Ward is the traveling ad- 
vertising representative of The Sherwin- 
Williams Co. He is a practical painter 
and a practical advertiser of much experi- 
ence. His trips take him ail over the Ameri- 
can continent, and he is constantly brought 
into contact with ideas that should prove sug- 
gestive and helpful to all S. W. P. agents. 
Make use of Mr. Ward's suggestions. 



and a good common sense talk he go^ 
the P. O. to promise to use the goods. 

When the painter was told that he 
was to use S. W. P. he said, '*Why do 
you want to use that mixed paint? It 
is no good. I can make a better 
paint for you, and I will guarantee my 
work the same as The S-W. Co. docs. ' ' 

With this understanding the painter 
got the contract. 

As the quart can of 375 had been 
opened, our salesman left it with the 
P. O., and the painter said, "Suppose 
I put this quart of S. W. P. on that 
small out building and see how it 
stands." S. W. P. was put on the 
out building. The following spring 
the house had faded and gone 
flat, while the small building had the 
usual S. W. P. gloss and no change in 
color. 

The result was that the P. O. held 
the painter to his bargain and made 
him repaint his house with S. W. P. 



For a striking window ad for one or 
two days, I would mix up about a quart 
of red paint, with water and glue, and 
dash the mixture on the outside of the 
glass. When it is dry, letter on it in 
white, '*VV^e sell paint." 

Or, mix up a quart each of red, 
blue, and medium chrome yellow. 
Throw on the red first, let it dry ; then 
the blue, let that dry, then the yellow. 
Do your lettering on that. As the 
colors are mixed in water they will 
wash off easily. 

Another one : Get about one dozen 
shoemakers' lasts and put them in your 
window, with a few cans of S. W. P.. 
* 'cover the earth poster," color cards, 
etc., with a card reading '*S. W\ P. 
lasts." 
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A piece of wrapping paper, a blue pencil, and a clerk who writes a good, 
round hand, can produce results that will attract attention and win trade. 
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S. W. p. ADVERTISERS. 

What the Agents Are Doing in the Way of Special Advertising. 

tOW IS the lime to put special thought and effort into advertising. 
This page will give you an opportunity to study advertisements that 
other S.W. P. agents are finding effective. The page is an adver- 
tising exchange, where you get suggestions and give ideas. 
Strong S.W. P. advertising is being done by many agents. The samples 
we have received recently show that S-W. products are being pushed to the 
front all over the continent in a way that is bound to bring results. 

Continue to let us know what you are doing. Tell us about anything you 
find helpful. We are all working to the one end — to get paint business. The 
way to get it is to help each other. Make use of this page. What special 
work are you doing for the spring campaign? Write us about it to-day. 

P. A. Wright & Co., of Holly, Michi- number of S.W. P. agents arc sending let- 
gan, believe in "big" advertising and in ters stating their paint proposition to possi- 
ble customers. It is a splendid endorsement 
of our "personal letter" system. You can 
always reach a buyer through his mail. 

Ashman $l Cullom, Frankfort, Indiana, 
mail well worded type written letters to 
their patrons with good results. In their 
letters they refer to their many years in busi- 
ness and back up S.W. P. with their repu- 
tation . 

It is an effective way to go after business. 
It will pay every agent to follow up those 
on the Calendar-circular mailing list in 
this manner. 

F. C. Kenower, Harvard, Neb., has 
secured a very striking S.W. P. ad. On 
an immense water tower is displayed in 
large letters so that all "who run may 
read" that "Kenower sells Sherwin-Wil- 
liams Paint. ' ' The tower, which is 1 1 5 feet 
high, is painted with Metalastic, and top rail 
with Aluminum Paint. Ad is on two sides. 
It's a good bit of advertising, and there 
can be little doubt in Harvard, Neb., about 
who sells S.W. P. 



an extensive use of printers* ink. 

Recently wishing to announce a change 
in the location of the store and to take ad- 
vantage of the opportunity to do some special 
advertising, Mr. P. A. Wright, the senior 
member of the firm, was not satisfied with 
mere space in a 
newspaper, but 
published a 
newspaper page 
and had it in- 
serted in the lo- 
cal paper under 
the heading, 
" Holly Hard- 
ware Hustler." 
The page was 
in the regular 
form and size of 
the front page of 
a newspaper. It 
was well edited, 
bright and orig- 
inal, and full of 
good talks on 
the goods car- 
ried . Three 
columns were 
devoted to news 
— talks on the 
store, the policy 
of the firm, and 
The other columns 




Hudson, Mich., never 



WORDS OF WISDOM. 



S IV. p. ad of F. C. Krno-vcr. 
on xvater towif at Han>at\iy 
AVA. 



the goods in stock 

were filled with regular ads. 

As Mr. Wright is a strong advocate of 
high quality products and an enthusiastic 
paint agent, S-W. products had a promi- 
nent position on the page. 

It was a good idea well worked out. 

It's very encouraging to know that a 



H. R. Letcher 
misses an 
opportunity 
to t e 1 1 the 
"glad^t i d.- 
i n g s " of 
S.W. P. He 
arranged 
with a theat- 
rical troupe, 
playing i n 
Hudson, last 

January, to l ke sticker that goes on every far^ 
pai nt a house ccl leaving the store o/H. R. Letckrr 




— PUT — 

S W T 

on Tonrhoaae and 
joani pat aatUfact- 
tion on it. 
Atk fw Gol«r Card. 
H. R. LETCHER. 
Hudson, Mich. 
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that was in the stage settings, for the priv- 
ilege ofplacing a sign on the house read- 
ing, "This House Painted with Sherwin- 
Williams Paint." 

The sign "caught on" with the players 
and the audience, and one of the actors in 
responding to an encore sang, *'In the 
Good Old Painting Time," one of The 
S-W. convention songs. 

The accompanying illustration of the 
sticker ** Words of Wisdom" is a sample of 
those used by the firm and placed on every 
package that leaves the store. It's a first- 
class method of going after trade. 

Watt & Gordon, Winnipeg, Manitoba, 
did good advertising when they sent out to 
their patrons and friends the combination 
needle case and calendar, which we are re- 
producine on this page. It has the great 
virtue of being useful. It will not be 

f lanced at and thrown away, but will be 
ept — a constant reminder of the store of 
Watt & Gordon. 

It is well designed, and gives some good 



GOOD WINDOWS. 

Well dressed windows draw trade. 
They attract the passer-by, and tell 
him the story of your goods. He 
stops to admire and either comes in 
to buy or remembers your store when 
he wants some of the goods displayed. 

The public judge the store by the 
windows. People know whether your 
stock is up-to-date or out of style by 
the character of the display. A glance 
at the windows will tell whether 
the store is a live one or a dead one. 

The appearance of your windows 
during the next few months will ma- 
terially affect your spring business. 
There's no time of the year when 
there is a greater need for attractive 
windows — windows that will draw 
trade. It is a feature of your busi- 
ness worthy of your best effort. You 
can make your windows mean more 
paint orders. 

The Company's booklet, "Store 
Windows," contains many good prac- 
tical ideas and suggestions. 



talking points on the firm's stock. It is the 
kind or advertising that gets business. 




The needle case calendar mailed by IVatt 

& Gordon t fVinnipeg, to their 

friends an i patrons. 



Many engravings from photographs 
of well dressed windows are shown. 
The windows described are simple, 
practical and effective. The booklet 
is at the disposal of every S.W.P. 
agent. You ought to have a copy. 
Write for one to-day. 

GET THERE FIRST. 

The one way to make sure of se- 
curing business is to get there first. 
Get there and get the business before 
your competitors are awake. You take 
no chances then — you get there first. 

Every S.W. P. agent has a paint 
that will win — win every time. Don't 
wait for some other agent to talk 
'•cheap" paint to the property owner, 
but go after him first. 

If you should need assistance to get 
there first, let us know and we'll go 
after the property owner for you with 
''personal letters." Let us get there 
first ioT you through the mail. We'll 
introduce S.W. P. to him and keep 
his attention until you land the order. 
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A PLAN TO HELP YOU LAND THE PAINT ORDERS. 

N mapping out your spring 
campaign be sure to include 
a *' follow-up'' system of 
your own — something you 
can send to the property owner from 
your own store under your own name. 
It is a necessity if you expect lo do 
the biggest paint business in your his- 
tory — if you ex- 



MONEY Saving Paint 



Tut SMamt0-WnnMMt Hin 



pect to smash the 
estimates you've 
made for the 
season's trade. 
One of the 
best' 'follow-up" 
systems you can 
use, and one that 
will dove-tail in 
with the work 
we are doing for 
you, is a series 
of three govern- 
Postai card "B." ment postal 
cards, to be mailed at ten-day inter- 
vals, beginning with the opening of 
the paint season in your territory. 
This series could be started shortly 
after we notify you that the Calendar- 
circular has been mailed to the list 
you sent us. You could use the 
same mailing list for the ''follow 
up" postal cards. We would suggest 
also that the "follow up" cards be 
sent to every property owner whose 
name you send us for "personal let- 
ter" work. 



^ 


f The Sign of thf Goad Paint 
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We are ready to help you get this 
plan started. On this page we have 
reproduced a scries of three good 
paint selling electrotypes, which are 
designed to fit the regular government 
postal card. We shall gladly send 
you the set of three free of all charge if 
you will use them. They are ready 
to be turned over to your printer, all 
he has to do is to insert your name 
and address at the bottom. 

We do not know of anything that 
will help you 
more in your 
spring cam- 
paign than this 
"follow-up" 
system. It costs 
but very little, 
and all the work 
you have to do 
is the addressing 
of the card s. 
The mailing 
circular, the 
' ' personal 1 e t - 
ters," and the 
postal cards form 



LOADS 
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Postal card "C.*' 



Postal card **A." 

a combination 
that'll simply sweep the field. 

Order the electrotypes today, and 
have the cards printed, so when the 
season opens, you can begin work 
immediately. Order by letter. A, B, C. 

In one hundred trained athletes 
you can find, perhaps, ninety-nine 
men who will go the one-hundred- 
yard dash in ten and a quarter sec- 
onds, but only one who can do it in the 
even ten seconds. That one is the 
man who will win every time. It's a 
very small difference but it counts. 
You will find business life the same. 
Success will come to the man who is 
just a little better than the others — 
President Roostuelt to the graduates 
from the Ntiu York Trade School. 
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USE THE LOCAL COLUMNS. 

It's a Good Place to Advertise S. W. P. 

URIGHT, breezy locals afford an effective method of driving home 
your business proposition. Their position in the local news page 
insures their catching the reader's eye. They should be so short 
that they can be read at a glance without conscious effort. They 
should above all else be pertinent. 

Only the article that the public want at the particular time should be 
*' written up." 

The painting season is at hand, people are now interested in paints. The 
dealer who can attract trade will get the paint business. The local news col- 
umns afford an opportunity for some good advertising. Many of The S-W. 
Agents use this space extensively, and report very satisfactory returns. Per- 
haps the following may be used, or may suggest good copy for the purpose: 

Men using S.W. P. on their resi- 
dences find the cost so much less than 
they estimated on a lead and oil, or 
a "cheap" paint basi^ that they are 
banking their money. Hustle and 
Push sell it. 

''A mistake avoided is better than 
one corrected." S.W. P. is always 



reliable — no mistakes. It never fails. 
Hustle and Push have the agency for 
S.W. P. in this locality. 

The man who figures that ''cheap" 
paint is economical, is mistaken. 
S.W. P. is not a "cheap" paint. It 
costs more per gallon than others, but 
it is the most economical paint made, 
because it goes farthest, and lasts 
longest. It's the best. Call in for 
color cards and a chat on paint. 
Hustle and Pus h sell S .W.P. 

A neighbor's advice is of more value 
than the evidence of a man in the next 
state. John Jones, 160 Smith street, 
used S.W. P. on his residence. He is 
advising his friends now to use S. W. P. , 
and says a gallon of it goes farther 
than any other paint he ever used. 

How about the appearance of the 
job? Well, go round and look at Mr. 
Jones' house. Hustle and Push are 
busy filling S.W. P. orders. 



What's the use telling you the good 
points about S W. P. You all know 
it's the best paint. Hustle and Push 
sell it. 

Jim Jones is building a new bam. 
It's a dandy, too, and it's going to be 
painted with The Sherwin-Williams 
Creosote Paint. 

Hustle and Push sell all The Sher- 
win-Williams Co.'s products. 

John Jones, Smith street, painted 
his residence 12 years ago. Used 
S.W. P. Painters ordered 22 gallons 
— he brought seven and a half gallons 
back — ^see the point? And the paint 
doesn't look old yet. 

Hustle and Push have the S.W. P. 
agency. 

No physician is more careful in 
compounding his medicines than the 
makers of S.W. P. are in the prepara- 
tion of the paint. It is made on exact 
formulas. It is uniform. It is right 
— always. 

Hustle and Push sell S.W. P. 



The danger is past when you de- 
cide to use S.W. P. Good results are 
certain. Properly used S.W. P. never 
fails. 

Hustle and Push sell it. 
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iii;llt3i imint, more rent. 

Who known little answers suddenly. 

M(i ih A rich man who owes nothing. 

Viu\\ S.W.P. and you'll push to 
ihc UiilU. 

\\\ whHt a man makes of himself 

\SuxkU arc often plenty when the 
i-aubc jki tout. 

It) rt^move paint — sit down on it 
bcttJitJ it iM dry. 

Ontj touch of rumor makes the 
whole world chin. 

A man who is always in a stew gen- 
erally goe» to pot. 

All roads lead to the S.W.P. agen- 
cy in painting time. 

There are some wants which an in- 
lon^e cannot supply. 

(iooda that will satisfy your trade 
are more than half sold. 

troubles are like dogs — the little 
ones annoy you the most. 

The la/ier a man is, the more he 
inlemlH to do— tomorrow. 



Dead fish float with the current, 
lives ones swim against it. 

Merit is the trade mark of success, 
quality the true test of value. 

If you pay what you owe. 
Your worth you will know. 

The S-W. Six Big Varnish Special- 
ties are Six Big Selling Specialties. 

Many a man can talk more good in 
five minutes than he can do m a year. 

In idle wishes fools supinely stay. 
Be there a will, then wisdom finds a 
way. 

He who buys what he does not 
want must often sell what he does 
want. 

Folks who never do any more than 
they're paid for, never get paid for 
any more than they do. 

As a success some men may prove 
to be a failure ; but as a failure, very 
many are certainly an unqualified 
success. 

Too many men sit up late at night 
to make resolutions that the world 
should be better and then get up in 
the morning to resume habits that 
make it worse. 



WHEN YOU HAVE READ THE S.W.P. HAND 
IT OVCR TO YOUR ASSISTANTS IT IS 
FULLOFSUQQCSTIONSAND ENTHUSIASM 
THAT CANNOT FAIL TO HELP EVERY ONE 
CONNECTED IN ANY WAY WITH AN S.W.P. 
AGENCY. ••DO IT NOW.** 
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GET OUT AND HUSTLE. 

'HAT'S the way to get business; that's the way to build 
up trade and overcome competition. *'Keep everlastingly at 
it" is a motto that every ambitious business man should adopt 
and practice. Genius is all right, but there's mighty little of it 
in this world ; plain ordinary ^^ hustling" is what counts in the 
s^i^gglc ^or business supremacy. 

The laurel wreath of trade is won by the man with the capacity to do 
things and keep on doing them — the man of ideas, purpose, and action. 

No one with good health and ambition should despair of success ; every- 
thing is open to him if he will but hustle hard enough, and long enough. 
Work on and work ever; keep up your enthusiasm and your nerve, and you're 
bound to make headway. Progress is inspiring. There's nothing like a 
little success to convince a man of his own power and ability. Confi- 
dence is a great factor in achievement. 

The time to hustle is when there's something to hustle for. That time is 
here — the great spring time, when all the world is filled with new life, new 
energy, and new opportunities; when nature, refreshed by her winter's 
slumbers, rises with new vigor to the task of replenishing the earth with her 
great bounty, and providing new openings for man's activity! Surely it is 
the season when the best that's in us is called forth. It is the time when we 
should be stirred by new hopes to greater effort. It is the time when work is 
most productive because it's the season when requirements are greatest. 

Are you going to make the most of it? Are you going to use the oppor- 
tunities of this spring-time to lift yourself higher up in the world? If you are, 
get out and hustle^ early and late — it's the only way. 




( <!. V ^ V 



General Manager. 
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WORK THE PROPERTY OWNER. 

He's the biggest factor in the spring campaign. He. can be reached and his 
order landed by the "personal letters." Use them. 




" Make a list of all the 
property that is to be 
painted or that ought to 
be painted:' 



--| HkN nine cases out of ten if 

[ y y^^ ^^° g^^ ^^^ property 
I [ J owner into your store to ex- 
amine your paint stock and 
interested in your proposition, you 
can take his order. 

That is what the "per- 
sonal letters" will do — 
interest him in your paint 
stock and bring him into 
your store. We state that 
they will do this because 
they have done so for 
every S.W.P. agent who 
has used them. 

Within the last two 
weeks we have received 
a report of the work ac- 
complished by the "per- 
sonal letters" last year for 
an S.W.P. agent in a town 
in New York State. The 
agent sent in a list last 
spring of property owners who pur- 
posed painting or who should paint. 
We followed up each name on the list 
with "personal letters." The de- 
tailed record that was kept of the 
result shows that 48 of the 60 proper- 
ty owners used paint last year, and 
that 39 of the 48 who painted used 
The S-W. products. 
This means that 82^2 
per cent, of those 
who painted bought 
their paint supply 
from an S.W.P". agent 
who made use of the 
"personal letters." 

No better a r g u- 
ment could be ad- 
vanced in favor of 
the "personal leters." 



them 




'^ Send the list to us 
the blank enclosed 
this magazine:' 




'^IVe'll ivrite the letters promptly 
on receipt of your list*' 



To agents who have made use of 
them before, it is not necessary to 
emphasize their value. They know 
from experience the good work this 
kind of advertising does with the 
property owner. To 
wish to state that we 
believe our "person- 
al letters" this spring 
are the most effective 
we have ever sent 
out. 

If you have never 
used the "personal 
letters" try them 
now. You will find 
them the very best 
kind of advertising 
you can do to build 
up your spring paint business. 

Make the "personal letters" a red 
hot feature of your spring campaign. 
There's no other advertising that will 
bring you better returns. The letters 
won't cost you anything. All you 
have to do is to send the names to us 
and we'll take care of them at our 
own expense. 

Begin the "personal letter" campaign 
in your territory immediately. Let 
us go after the property owner for you 
fio7C' before the "other 
fellow" has a chance 
to get near him. Here 
are some of the things 
to do to get the work 
started : 

Make a list of all 
the property in your 
locality that is to be 
painted or that ought 
to be painted this 
spring. 
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^ About fi<ve days after you 
mail the list call on the prop- 
erty otjuner at his home. Take 
an S. W, P, color card uuith 



Send it to 
us, using the 
blank enclosed 
with this num- 
ber. We'll 
write the let- 
ters promptly 
on receipt of 
your list. 

About five 
days after you 
mail us the list, 
call on the 
property owner at his home. Your 
talk will clinch the arguments in our 
letter. Take an S.W.P. color card 
with you. Other advertising from us 
will closely follow your visit. 

If our letters and your first call are 
not successful in landing the order up 
to this point, call on the P. O. again. 
Present your arguments politely but 
insistently. Meanwhile we'll keep 
hammering away at the P. O. with 
more advertising. 

Secure the co-operation of the 
painter. Get him to go to see the 
property owner, and present the good 
quaiities of S,VVJ\ from the practical 
man's viewpoint. 

No one can withstand the force of 
a personal campaign hke this, and 
you'll find in 
the majority of 
cases that you'll 
have the pleas- 
ure of selling 
S. VV. P. for the 
job and of see- 
ing it go on the 
house. 



Send in your 
list to-day. En- 
close only the 
names of actual, 
bona fide prop- 
erty owners who 




are gomg to paint 
or who ought to 
paint. Do not con- 
fuse this list with 
the one for the 
Calendar - circular. 
Give the '* personal 
letter " list your 
special attention, 
and be sure that 
every name you 
send us is that of a 
prospective paint 
customer. 
Z>o it now. 




^^And you'll have the pleas- 
ure of selling S. W. P. for 
the job.'' 



U property o^u.ner 
resfffi j&nr tirj^u- 
*iy but insistently '* 



GET THERE FIRST. 

If you want the biggest business yet 
this spring, you can have it by going 
after it first. Your paint proposition 
presented right — presented first — is a 
trade-getter every time. 

First impressions count. The agent 
who prepares for the spring campaign 
first, who is in the field first with 
strong advertising, who goes after the 
property owners first, \^ 

has a lever that in 
nearly every instance 
will turn the volume 
of trade in his direc- 
tion. 

Good paints and 
good varnishes 
pushed first cannot 
help but win. 

Get there first with 
newspaper ads; get 
after the property 
owner first with "per- 
sonal letters," and by 
personal solicitation : 
get there first with well 
dressed windows ; get 
there first with a well 
displayed paint 
stock. 




" And of seeing it go on the 
house.'' 
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PORTRAITS OF S. W. P. MAKERS. 

Mr. n. D. Whittlesey, Manager Eastern Division. 




"Luck is only pluck 

To try things over and over. 

Patience and skill, 

Courage and will. 

Are the four leaves of luck's clover." 

rp~X HERE'S a lot of real phil- 
ttnj \\ osophy in the lines quoted 

I Li I ^^Q^^- ^^'s ^^"^ ^^^^ there 
^ -^ must be a foundation to 
build upon, but after all it's the man 
with a definite aim in life and the 
determination and the courage to stick 
to that aim through thick and thin 
who makes a success. 

Patience, courage, and will are 
characteristically prominent qualities 
of Mr. H, D. Whittlesey, manager 
of the Eastern Division of the Compa- 
ny. He has climbed the ladder slow- 
ly, but always with an eye on the 
topmost round and with a firmly fixed 
determination to reach it no matter 
what difficulties might be encountered 
on the way. 



Mr, Whittlesey began his business 
career at the early age of twelve with 
the Peoples Gas Light Co., Cleve- 
land, having been obliged to leave 
school on account of the death of his 
father. This position was rather a hard 
one for a youngster, but it was the kind 
to try one's mettle, it necessitating get- 
ting out at ^v^ o'clock in the morn- 
ing and walking a mile to enjoy, as 
Mr. Whittlesey says, "the pleasure of 
traveling four or ^w^ miles more in a 
horse car with the usual quantity of 
straw supposed to keep one's feet 
warm." 

After a year's service with the Gas 
Company, he returned to school in 
order to get the benefit of further 
education. But he still remained a 
bread-winner, securing a lamp route 
which he took care of for more than 
two years without interfering with his 
school work. 
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On graduating from grammar school 
in October 1888, he secured a posi- 
tion with Benton, Myers & Co., whole- 
sale druggists, Cleveland. His length 
of service with the drug company was 
a short one, as he himself expresses 
it: "Just thirty minutes. During 
that time I learned that an office boy 
was wanted by The Sherwin-Williams 
Co. and securing leave of absence, I 
decided that ^rolling pills' wasn't in 
it as compared with 'pushing paint,' 
so I joined forces with the Company." 

From office boy he went up the line 
steadily through the positions of bill 
clerk, entry clerk, assistant chief clerk, 
chief clerk, sales manager of the Cen- 
tral Division of the Company, winning 
his promotion to the managership of 
the Eastern Division early in 1900, 
through his capacity for hard work, 
good business ability, and earnestness 
of purpose. 

Under Mr. Whittlesey's guidance 
the business of the Eastern Division, 
which embraces a large portion of the 
states of New York, Pennsylvania, 
Mississippi, and Tennessee, and the 
states of Virginia, North and South 
Carolina, Alabama, Georgia, Florida, 
and Lousiana, has increased steadily 
until today the division ranks high in 
the Company's organization. The Ex- 
port Department of the Company with 
the entire world outside the United 



PCRTINCNT SUOOCSTIONS SY WARD* 

// you have a slack hour or invo 
during the day^ send one of the *^boys^^ 
§ut or ^§ out yourself, to hunt for 
houses in your toiun that need paint- 
ing , and send in the onvners* names 
to the Company so you can get the 
benefit of the ' * personal letters^^ . The 
letters refer to you and to your busi- 
ness and give you a general adver- 
tisement that is vjorth considerably 
more than the trouble of sending in 
the names. 



States and Canada as its field is also 
under his control. 

Mr. Whittlesey is full of vigor and 
the business "snap" that make things 
go. He believes that the one quality 
that enables a man to get over the hill 
without letting go just before you reach 
the top is keeping everlastingly at it. 
He believes, too, that it should be a 
cardinal principle of every employee to 
shoulder the same responsibility, each 
in his individual capacity, that he 
would feel or ought to feel were he 
conducting a business of his own. 

He has good, stiff backbone and is 
never happier than when fighting to 
further the business of the agents, and 
therefore the Company. 

♦ Mr. Ward is our special advertising representa- 
tive. He is a practical painter and advertiser of many 
years experience. He travels all over the United 
Stales and Canada and consequently is always in 
touch with the best methods Tor eettiuK business. He 
has given much attention to the Spring Campaign 
and his suggestions are well worth carrying out. 




CECURE the co-operation of the painter in your 
"personal letter" campaign. Get him to go to 
see the property-owner and present the good qualities of 
S. W. P. from the practical man's viewpoint. His 
arguments backed by your calls and our letters will 
surely bring the property-owner to a quick surrender. 
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ENTHUSIASM.* 

From a booklet issued by Hart. Shaffner & Marx. 
Chicago and New York, to their 



clothing manufacturers, 
retail dealers. 




NTHUSIASM is the best 
salesman in the world; the 
lack of it is the fatal defect 
in many a business. The 
reason is that real enthusiasm grows 
out of belief; you can't be honestly 
enthusiastic about a thing you don't 
believe in. There is a false enthu- 
siasm, based on pretended belief, 
assumed for sales purposes exclusive- 
ly, which sells almost as many goods 
as the real sort, but it is not as good 
a salesman. The best salesman is 
one who does something more than 
sell goods. Real enthusiasm not only 
gets business but keeps it ; the other 
kind may get it once but not twice. 

Many a man handles good mer- 
chandise with no enthusiasm; his 
competitor with inferior goods and 
plenty of enthusiasm probably does 
three or four times as much business. 
It is easy to see what happens with 
best goods and enthusiasm ; the com- 
bination is invincible. 

Enthusiasm is contagious; that is 
really the explanation of its value. A 
merchant who is enthusiastic about 
his goods can communicate the same 
spirit to his sales-people, if they are 
the right sort — and if he is ; and when 
a store becomes thoroughly inoculated 
with enthusiasm, the whole town 
catches it sooner or later ; it is a live 
asset in the business. 

We said belief is the basis of real 
enthusiasm; the man who is really 
enthusiastic about his goods believes 
in them first. One of the strongest 
arguments for the best goods is that 

♦This IS a •iplrndid interpretation of enthusiasm 
in retailing. It is a very true, a very vital interpre- 
tation. 

It is cnthii>ia«:m that w^ns— wins every time. It is 
enthusiasm that ha* m;tdc S.NV.P. ilic most widely 
sold paint made It is mthuMasm that can make 
this spring's business the biggest in your hi^toly. 



they are easy to believe in and be en- 
thusiastic about. The enthusiasm is 
real because the merits of the goods 
are real. Your customers may need 
your enthusiasm for the first purchase ; 
after that they share it. 

The head of the business is largely 
responsible for the degree of enthusi- 
asm, and for the lack of it. Sales- 
people seldom show greater enthusi- 
asm in a business than the proprietor, 
though there is no reason why they 
shouldn't. An enthusiastic salesman 
is invaluable in any business ; enthu- 
siasm of the right kind makes success 
for a man as well as for a business. 

We believe we have given a true 
analysis of the value of enthusiasm in 
business, though there is much left 
to be said about it. The plain busi- 
ness sense of the matter, for both the 
dealer and employee, is perfectly 
clear. For the dealer: Firsts buy 
goods you can thoroughly believe in ; 
Second y believe in them utterly; 
Thirds let your employees and your 
public know it. Show your employ- 
ees the value of enthusiasm to them 
and to the business by your own ex- 
hibition of it ; get it into your adver- 
tising ; teach the public that it is more 
important that they should have your 
goods, than that you should have 
their money; that the advantage in 
dealing with you is greater to the 
buyer than to the seller. For the 
employee : Firsts believe in the 
goods you sell — if you can't, get 
another job where you can ; Second^ 
let every customer know you believe 
in the goods ; be earnest and enthusi- 
astic about it. An employee who 
follows this course will inevitably rise 
to the top rank. 
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T^y^P' expect the most successful season 7ve have ever had, 
Vr We expect e7*ery S, W,P, agent to do the biggest paint Imsincss he 

has ei'er done. 

For our own part we have planned carefully and systematically to bring 
about a realization of our hopes. Every department of our business is 7uork' 
ing along lines well calculated to make our plam successful. We believe that 
we 7vere nether in better shape to go far beyond the high estimates we have 
placed on the season's business. 

For your part — to help you sell more paint than you have ever sold before 
— this number of The S.W.P. is specially designed. 

We have given it our best thought. We hair tried to fill it ivith sugges- 
tions which, if put into effect, itfill help you run far ahead of your estimates. 
We ask you, therefore, to read it through from coiner to cover. 

Make it a special point this month to carry out the ideas we present for 
your consideration. Firmly resolve that you will do this season the biggest 
paint business that you have ever done., then plan to do it. You' II find lots of 
help in this issue of The S.W.P. — read it — every page of it. 




An S. W. P, House, 

T(,esidenei of Mr. John A. Mackenzie, 'Brock'ville, Ontario. 

Body, JSS' ^^Shf trimmer, 4J^; dark trimmers, j82 

and 448; sash, 48. 
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S. W. p. ADVERTISERS. 

LW. p. agents all over the United States and Canada have a great big 
opportunity now to make their advertising pay, and pay within the 
next few weeks. The real painting season is here now ; times were 
never more prosperous ; there never was a better outlook for big 
business, and the agents who advertise, who draw trade are bound to reap 
large rewards. It will pay every S. W. P. agent to give particular attention to 
all branches of his advertising right now. 

Nothing should be overlooked that will bring your paint stock to the at- 
tention of possible customers. The business is there. It cannot all be secured 
by the same methods, you will have to adopt various tactics. There is some 
one way to get every man's trade. The progressive paint dealer will find 
that way. 

There are reproduced on this page samples of live advertising that agents 
have found bring results. They give many good suggestions. 

rctt, Ind., knows how to place The S-W. 
products prominently before customers. It 
would be difficult to go into this store with- 
out being brought face to face with the 
paint that "covers the earth." 




Wooden fence signs used by Messrs. Cheney 

& Smiley t Sea forth, Ontario, along 

country roads. 

Messrs. Cheney & Smiley, of Seaforth, 
Ontario, have given considerable attention to 
outdoor si^ advertising. Wooden fence 
signs are pamted and nailed up in prominent 
places along the roads leading into Seaforth. 
These catch the eye of those driving along 
the roads, remind them of painting, and tell 
them where good paints can be purchased. 

The outlay is small for this work, and 
we understand the results are large. 

The engraving shown on this page is 
from a photo of a number of si^ns that 
Messrs. Cheney & Smiley had pamted for 
posting this spring. It's advertising worth 
copying. 

There is little use of effective advertising 
to bring customers into the store unless the 
goods you wish to sell are well displayed 
and systematically arranged. And a good 
display in the store is in itself a strong ad- 
vertisement. 

A glance at the accompanying reproduc- 
tion will show that F. H. Mountz, of Gar- 



A first-class way of going after business 
is to follow up the property owners on the 
Calendar-circular lists %vith mailing cards.' 
. The Calendar-circular introduces S.W. P. 
to the property-owner and brings your store 




Attractive store display of 
F. H. Mountz, Garrett, Ind. 
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Postal card vjith <ujhich L. L. 'Briggs, 
of Netu Hampton, la., foiio*ws up 
the property onvners on the Cal- 
endar mailing list. 

to his attention. Some good mailing cards 
will * 'follow-up" the introduction, impress 
the property owner that you know the goods 
are right, and will, in many instances, land 
the order. 



The card used bv L. L. Briggs, of New 
Hampton, la., in following up the names 
on his Calendar-circular list, is a strong 
one, yet of simple design. It is a gov- 
ernment postal card, with a * 'cover the 
earth" electrotype and a strong talk on 
S. W. P. 

In the March number of The S.W.P. 
are reproduced 3 electros suitable for mail- 
ing cards that we should be glad to send 
agents. It will pay you well to write for 
them. 



The S.W. P. valentine sent out by the 
Fravel Sash and Door Co., Broadway, Va., 
to their customers and friends, was a striking 
and attractive' one. The accompanying 
illustration will make clear its character. 

It was opportune advertising, the kind of 
advertising that brings best returns. 



LAST CALL FOR CALENDAR CIR- 
CULAR LISTS. 

We wish to issue a last call for lists 
of property owners to whom we are 
to mail the Calendar-circulars. 

No agent can afford to miss the 
advertising advantages contained in 
the Calendar-circular. It's the kind 
of spring advertising that sells not 
only S.W.P. but as well the shelf 
goods, such as Buggy Paint, Varnish 
Stain, Enamel Paint, etc. 

We know that the circular this year 
is going to bring big results from the 
way the postal card that accompanies 
it is being returned to us by the 
property owners. 

The circulars are going out from 
headquarters now by the thousands 
every day and it won't be long before 
the supply is entirely exhausted. 
Soon it will be a case of taking half a 
loaf or getting no bread. 

You cannot possibly get ail the 
business that is in your territory out 
of it unless you take advantage of the 
mailing circular. Together with the 



"personal letters" it forms a com- 
bination that has in it all the elements 
of personal, individual advertising, 
that is considered today by all good 
advertisers to be the one thing neces- 
sary to make advertising successful. 

If you haven't sent us your list, 
do it now. Do not delay one day 
longer. 




A striking 'valentine sent out by Fravel Sash 

& Door Co. to their friends and 

customers. 
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GOOD NEWSPAPER ADVERTISING 

Will bring direct results in spring trade. 




I^CI^EVVSPAPER advertising can 
be made a big factor in se- 
curing a larger business 
during the next few months. 

This is the time to advertise your 

paint stock. 

Many people have decided to pamt 

this spring and want to know where 

to buy the best paint. Tell them. 

Others should paint and need but a 




Nenuspaftr electro, 2 columns 

by 4 tncbes deep. Order 

by No. 260. 

suggestion to cause them to do so. 
Make the suggestion. 

Any sort of talk in your newspaper 
space will give any sort of results. 
Well designed and strongly worded 
ads on honest goods are bound to 
bring good results. S.W.P. agents 
can introduce their paint stock in 
strong, forceful statements. They 
know the quality of the goods will 
back them up. 

Realizing the great importance of 
newspaper publicity, we have been 
giving attention for years to the pre- 
paration of effective newspaper elec- 
trotypes. The results of this work 
each year to agents and to ourselves 
have proved that it is a factor that 
cannot be neglected in the develop- 
ment of a successful business. 



Each year we have improved and 
added new electrotypes to our stock. 
We have endeavored to make each 
one a good, strong ad. 

These electrotypes are at the dis- 
posal of every S.W.P. agent. They 
are made to help you in your spring 
campaign. 

On this page are reproduced a few 
of the most effective of the new elec- 
trotypes. We have selected these 
particularly as we believe that they 
will fit in well with your spring work 
and prove to be the very best copy 
that you can turn in to your printer. 
The '^personal letters" and the news- 
paper electrotypes will help you wage 
a campaign this spring that will sweep 
the opposition off their feet. 

If these electrotypes don't suit you 
write for a copy of our new *'XY" 
booklet, which shows proofs of all the 
electrotypes, new and old, that we 
carry in stock. We have over two 
hundred, and shall be glad to send 
you as many as you will use. 

Order the electrotypes to-day. 
They'll help you get the business. 




Nevjs paper electro. 2 columns by jj/^ 
inches deep. Order by No. 2jg. 
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THE FREIGHT BLOCKADE. 

A Point to be Considered in Placing Orders 




. OR some time manufactur- 
ers and the trade in general 
have been most seriously 
handicapped by the inabil- 
ity of the railway companies to cope 
with the immense amount of freight 
they have had to move. The situation 
has seemed to be about to undergo 
an improvement at times, but it has 
as yet been found impossible to effect 
a change despite the utmost efforts on 
the part ot the transportation compa- 
nies. To such lengths have they gone 
in their efforts in this direction that 
many of the roads have, at times, for 
a period of a week or more, absolutely 
refused to accept shipments. . 

This condition of affairs is so seri- 
ous, it has seemed timely that, if not 
acquainted with the situation, our 
agents should be advised, so that 
seeming negligence on our part in 
making shipments may not be harshly 
judged. 

Now, as at all times, we are giving 
our best attention to all orders, keep- 
ing in mind the greater necessity for 
prompt shipment this year than ever 
before ; and with our increased facil- 
ities we are hopeful that none of our 
trade will suffer from any delays which 




MadeNeW 



Tm Smimm-Wuumt Pim. 






PCRTINCNT 8UOOCSTIONS BY WARD 

fFben you knoiv that you ha^ve a 
better paint than the'* other felloiv^^^ 
the only reasonable thing to do is to 
get a better price. There is no sense, 
rhyme or reason in telling a customer 
that you baue a better article than 
the ** other fello*w,^^ at tbe same money 
for he «will not belie've you . He ivill 
reason that your goods are no better 
or you are doing business for less 
than a reasonable profit. 



Nemjspaper electro ^ 2 columns 

by 4 inches deep. Order 

by No. 2^1, 



can possibly be guarded against. 

We have been able up to the present 
time to keep pace with the immense 
amount of business which we have had 
to handle this season, and do not an- 
ticipate any difficulties in continuing 
to do so, notwithstanding that we 
have at times been threatened with 
shortages in raw material through the 
inability of railway companies to make 
deliveries, owing to the freight block- 
ade. It has only been possible to 
avoid this by keeping the most rigid 
watch on our consumption of all ma- 
terials, and by making careful allow- 
ance* lor the length of time neccessary 
for their receipt. 

The pre«ent freight congestion is 
one of the most serious problems with 
which the business interests of this 
country have had to contend for some 
time ; it exists in almost every state, 
as well as in Canada. It, there- 
fore, behooves our agents to take the 
situation into careful consideration in 
watching their stocks and in placing 
orders, A more than usual delay for 
delivery of goods must be provided 
for, and disappointment can only be 
guarded against by ordering some time 
in advance of actual needs. 
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MH. T. O. HYMAN 



MR. F. R. HYMAN 



MR. M. DE STEVENSON 



AL WA YS handle the best goods. 
Aw Push a good thing — both 

night and day. 
Never wait for business to come to 
you — go after it. 

Deal always strictly on the square. 
Learn to know your goods thor^ 
oughly. 

These are the guiding principles 
that underlie the business of the Hyman 
Supply Co., New Berne, N. C. , one of 
the most successful S.VV. P. Agencies 
in the South; they are the principles 
that have enabled them in the short 
space of two years to win the biggest 
paint business in their locality in spite 
of the hardest kind of competition. 

The company never handled paint 
until 1 90 1, as they did not think it 
would be advisable, their place of 
business being located away from the 
retail district, and there being already 
six other paint dealers in town. Besides 
this the painters were strongly opposed 
to prepared paint. But after looking 
into the merits of S.W.P. the company 
decided that all that was needed to 
make the business come their way 
was a first-class paint, backed by the 
right sort of advertising, and pushed 
with the proper spirit; so early in 
1901 they secured the S.W.P. agency 



for their territory and began pushing 
the goods with the determination to 
be the leaders in the paint business in 
New Berne. 

Their first year's sales of S.W.P. 
were much larger than expected and 
they began to realize the possibilities of 
their paint department. In order 
to place themselves in a position to 
develop it to the highest degree, Mr. 
F. R. Hyman, the junior member of 
the firm, made a trip to plant No. 4, 
Newark, in 1902, to gain a wider 
knowledge of the paint business and 
to get more closely in touch with the 
methods we employ in furthering our 
business. 

He was so impressed with what he 
saw, and particularly with the care 
exercised in the manufacture of S.W.P. 
and the perfect advertising system 
The Sherwin-Williams Co. employs, 
that he returned to New Berne full of 
enthusiasm, determined to apply to 
his own business, as far as possible, 



PcirriNCNT SuoocsTiONS Bv Ward 

No campaign can be successful 
nvithout organizat'fn and sfstematic 
*work, confJence in your forces^ tn 
your object^ and in your ability 
to twin. 
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the same system and methods that 
have brought us success. 

From that time on new vigor was 
injected into the paint department; 
personal letters were employed liber- 
ally ; the newspaper campaign became 
more extensive and more forceful ; the 
painters were slowly but surely edu- 
cated up to S.W. P. standards. As a 
consequence the sales in 1902 were 
five times greater than those of the 
previous year ; the painters have fallen 
into line; in fact the company has 
made such headway with S.W. P. that 
they now sell more paint than all the 
other dealers in New Berne combined. 

What they arc prepared to do dur- 
ing 1903 may be judged from the fact 
that recently Mr. Thomas G. Hyman, 
the senior member of the firm, visited 
our Newark factory with the express 
purpose of placing his order for a car- 



DRY-0-NITE. 

Dry-o-nite, the Master Painters' 
Dryer, is winning its way, as it de- 
serves. It is a dryer that should win. 

will bear out every state- 
YBiffT^y ment we have made — 

you can't' speak too 
highly of it. It is ri'g/i/ — all the time, 
and all the way through. Let us re- 
peat some of its good points: It 
doesn't cause top-drying; it won't 
curdle oil or varnish ; it won't burn 
the life out of paint ; it won't settle in 



load of S.W. P. Like his brother, he 
returned to New Berne with greater 
confidence than ever in S.W. P. As 
a proof of his determination to go 
after the paint business harder than 
ever, upon his return home he sent 
Mr. M. De Stevenson, who has charge 
of the paint stock, and also one of 
the best known painters in town on 
to Newark, so that they hkewise might 
become better acquainted with S.W. P. 
and the methods employed in making 
and selling it. 

What has been accomplished by the 
Hyman Supply Co. can be accom- 
plished by any agent anywhere who 
takes advantage of his opportunities 
and who brings to his aid the adver- 
tising helps that we are always willing 
to place at his disposal. 

T/ie tcay to get business is to go 
after it. 



the package ; it is absolutely uniform ; 
it is pale in color ; it is a quick dryer — 
the most powerful oil dryer made. 

There is no better way for the paint 
dealer to win the support of the painter 
in the campaign for spring orders than 
by appealing to him through a spec- 
ialty like Dry-o-nite. 

If you have not already done so, 
send for a trial order. It will enable 
you to go out strongly for the painter's 
trade and support. Send in your 
order today. 




Cars at the Ne^vark Plant ready for the Hyman Supply Co, 
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SIX BIG VARNISH SPECIALTIES. 

Good Things to Push Now — They'll Help You Win the Painter 

^HE Six Big Varnish Special- 
ties are six big trade win- 
ners to advertise to the 
painters just now. You 
couldn't possibly offer him any var- 
nishes that would suit him better, or 
that would more quickly convert him 
to the entire S-W. line. 




/^ Intended for use on out- 

{UmkL^PK^ ^^^^ doors ^ store fronts, 
^h^r^^j bath rooms, kitchens, 
steamships, yachts, boats, canoes, etc. 
It will stand exposure to salt spray 
and other moisture longer than any 
other varnish . 



PCRTIMCNT SuOOCSTlONB BY WARD 

DonU think that conditions in your 
toivn are different from other places, 
I find that conditions in all toiuns of 
the same size are almost identical. 
I knofw that any section ivhere paint 
is used is a good paint section, and a 
good business can be had if you go 
after it in the right luay, ivitb the 
right kinds of goods. 



About the middle of this month we 
shall begin a strong advertising cam- 
paign on the Six Big Varnish Special- 
ties. We are determined that every 
painter in the country shall know the 
goods — know wh^ they are and what 
they can do for him. 

We couldn't have any greater con- 
fidence in the entire line than we have. 
We know from our own tests and the 
testimony of practical painters every- 
where that every one of The Big Six 
is the kind to reach the painter's heart 
and win his support. 

The line is made up of the fol- 
lowing : 

^\^^ A good, old-fashioned 

^QP^^ varnish for general tcork 

^^1/^ inside and outside. It is 

free from ''deviltries' * and can always 

be depended upon to give satisfaction . 

/fC^Mis ^ varnish leader for in- 
V gS^ y side use only, Superior to 
any hard oil finish. Works easily, 
flows out smoothly; can be rubbed and 
polished after 48 hours. 



flAWlOJ 




A perfect floor varnish . 
Tough and elastic and 
does not scratch or mar 
easily; works 7uell; flows out e^venly: 
dries dust free in eight hours and can 
be walked on next day. 

The Af aster PainUrs' 
Dryer, Strong and re- 
liable, economical , and 
uniform; mixes readily with oil, and 
will not curdle or separate; won't 
burn the life out of the paint, 

OUnijIQP A specialty made for 
^llll^^" ^ygf coating on interior 
woodwork {floors excepted). Light 
in body and easily applied. Does not 
settle hard or gummy in the package. 
Requires little sanding. A favorite 
with painters. 

If you are not selling the line now^ 
you are missing a splendid opportu- 
nity to increase your spring sales. It 
is taking a firmer hold every day, and 
it will enable you to keep the other 
dealers from wedging in on your trade. 
It will help you win the painter for 
S. W. P. 



PCRTIMCNT SUOQCSTIONB BV WARD 

Size Up your store front. If it 
isn*t bright and attractive put a coat 
of paint on it; it *will get other 
merchants on the street to thinking 
about paint. 
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A aOOD SPRING WINDOW. 

T^OO much importance can scarcely be given to window display during the spring painting season. "The 
windows are the eyes of the store," and through them the public "size up" what may be expected inside— 
whether the goods carried are likely to be ui>-to date or behind the times. Make it a point to have good dis- 
played windows during the painting season. The window should be well dressed and frequently dressed. It 
can be made a direct trade-bringing feature. 

The display illustrated on this page may be easily secured by any paint dealer. Drape the window ; 
build platform of three steps; place cans, color cards, etc., as suggested by the engraving. Place a border of 
S.W. P. i^iil cut-outs around the window and hang card reading, "A good Spring Tonic," and paste under it 
a slip in form of a doctor's prescription blank filled in to read, "ist coat S. W. P. thinned as directed, and 
coat 8. W. P. as it comes from the can." 
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THE CLERK IN THE SPRING CAHPAIGN. 

What he can do to make it a success. 
By an Old Retailer. 




HERE never was a season 
when the clerk had greater 
opportunities to demonstrate 
his salesmanship and to 
prove the mettle he's made of than 
this spring season. 

I've been looking around me for the 
last few months; I've been watching 
the reports of our traveling represent- 
atives; I've paid particular attention 
to the preparations that have been 
made here at headquarters for this big 
spring season, and I was never more 
enthusiastic in all my life over the out- 
look for a record breaking season. 

Don't wait for the "boss" to suggest 
what you can do. Be ahead of him. 
set him the pace, and show him that 
both your eyes are wide open watching 
for business. 

Size up your town thoroughly. Be 
sure thai you have a record of all the 
property that is to be painted this 
season or that ou^ht to he painted. 

Be sure that you keep the names of 
the property owners coming to the Com- 
pany and coming lively. If you knew 
the system that the Company has for 
taking care of this work ^ you'd be Just 
as en thu sialic about it as I am. It 
ertainly gets the business. 

Dig up that outside advertising,, 
display signs,, banners, etc. , and see 



that it's properly placed and earning 
its cost. 

Don 't forget the supply of color cards 
for all lines. See that you have plenty 
of them. Line up the counter display 
cards. Arrange them nicely where 
they will be seen. 

Is your paint stock in first class 
condition f If not, I suggest that you 
arrange it numerically, sizes together, 
and dust it well so that it loill present 
a tidy, eye-catching appearance. If 
there are any gaps go to the *'boss" 
with a list of them, and ask him if he 
will not allow you to place an order 
to fill them in. 

Get on the good side of the painters 
and contractors. Make a special effort 
to get them pulling with you this sea- 
son. 

Ask the '^boss*' to let you look after 
the paint end of the newspaper space. 
After you get his permission order 
some of the new electrotypes; 

See if he won't let you make use of 
the postal card follow up system also. 
It's a *'' clincher" for the Calendar- 
Circular. 

These are some of the things that 
the clerk can do to make the spring 
campaign a success, things that can- 
not fail to bring business. 



TF you've read this issue of The S. W. P. through and through, you can't 
"*• help being enthusiastic over the Spring Campaign. But enthusiasm to be 
effective must be made active, so turn the live steam into your store and get the 
wheels revolving fast to carry out the suggestions we've made. 

The way to get business is to go after it— and the way to go after it is to 
get it. 
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THE FULL LINE. 



n-fU, 



E have been greatly encouraged this year by the action of so 
\\/^ raany S.W. P. agents in carrying our full line. Nothing indicates 
so well as this that the agents appreciate the strenuous efforts 
that we are putting forth to make our entire proposition a profitable 
one to them. It certainly serves as a great incentive to us to study 
more diligently your interests. We strive constantly in all our 
plans and work to make your interests our own. 

We want our success built up on the success — not the failure — of others. 
We want our agents to share our prosperity with us. We believe in increasing 
oar business by doing what we can to increase the business of those who trade 
with us. Our idea is to give help where we get help. 

There is no doubt about it — the agent who handles our entire line gets 
the greatest benefit from the use of our extensive business system. Our aim is 
to furnish a complete line of paints and varnishes for all purposes, and to 
create a demand for all of them. 

There was a time when our work was largely devoted to making a market 
for prepared house paint. We have grown beyond that. Our object now is 
to create a demand for The Sherwin- Williams full line. We endeavor lo 
make every article that bears the name of Sherwin-Williams so good that the 
use of any one of them will insure the use of the others. The idea is to make 
the sale of one S-W. article advertise the sale of every other S-W. article. 
And that is a good policy for every dealer, as well as every manufacturer. 

Further than this, it is better for a dealer to be identified with one strong, 
complete line, and push it vigorously, than to divide his stock and his efforts. 
It is for the same reason that we believe it is good policy for us to confine our 
work largely to one concern in a district rather than to sell several. We 
couldn't do full justice to more than one agent ; nor can the dealer do full jus- 
tice to more than one line. Concentration and specializing produce results far 
beyond anything obtainable from divided and scattered effort. 

When we put out our varnish line we believed we could count on prac- 
tically all our agents handling it. We have not been disappointed. It is true 
there are a few who have not yet taken hold of S.W.V., principally because 
they have been stocked with other makes. We look forward to securing their 
trade, and then we will have on the shelves of every agent S.W.V. as well as 
S. W. P. 

We are striving very hard to make good our claim that we can make our 
varnish proposition pay you just as well as our paint proposition, and that the 
two together will pay better than either alone. 

We are greatly encouraged with our success in the varnish trade. It is 
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beyond our expectation. The proposition we offer the dealer is a great one. 
Some of the things that we are doing in this line we make special mention of 
in this number of The S. W. P. We have a good many plans under way be- 
sides these. We expect to spend considerable money in making our varnishes 
go. We don't expect to make much money out of them for awhile — not until 
we create a market for them. But we are confident the money we are spend- 
ing to introduce them will come back, for the varnishes are so good they will 
make their way when known. 

A good article intelligently, vigorously, and persistently pushed will always 
make its way. Our faith in the truth of this statement is boundless. We have 
proved it in paint, we'll do the same in varnish. 




General Manetger. 



OUR FIRST REAL VARNISH BATTLE. 

By L. J. Fasqueile, Manager Varnish Sales Department 

convinced of the truth of this state- 
ment. 

We, ourselves, are going into this 
fight with confidence and with the de- 
termination to win. We are enthusi- 
astic over the line of varnishes we have 
to offer ; we are more enthusiastic over 
the outlook for a big varnish business ; 
but we are most enthusiastic over the 
corps of loyal, hustling agents we have 
back of us. 

We want first place in the varnish 
business just as we have it in the paint 
business. We have the goods and the 
organization with which to win it, and 
we know with your co-operation that 
we ztfill win it. We ask you, there- 
fore, to go into this fight with us, with 
all the energy that you can command ; 
we ask for S.W.V. the same support 
that you have always given S.W.P. 
Assured of that, there is nothing on 
earth that can keep us from the top. 

And there will be just as much profit 
and glory in the victory for you as for us. 



E are just about to enter 
\^ upon our first real varnish 
battle. Since we placed 
S.W.V. upon the market, 
a little over four years ago, 
we have been, you might 
say, simply feeling the pulse of the 
trade, to ascertain the demand for 
varnish of S.W.V. quality. 

Though we have for a long time 
made all the varnish we used, we are 
young in the sale of varnish. We 
have, however, made headway that is 
truly surprising — headway that has 
convinced us that there is a place for 
S.W.V. ; and we are entering the field 
this spring with a varnish selling or- 
ganization that is not surpassed by 
any in the country. In fact, when it 
comes right down to the moving of the 
goods off the dealer's shelves, there is 
no other varnish maker that can offer 
you the helps we can. If you will 
refer to pages 76-78 of this number 
of The S. W. P., you will soon be 
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PAINT AND VARNISH ADS FOR BUSY AGENTS. 

Some suggestions for good "copy" to be turned over to the printer. They 
can be adapted to any style of display desired. 



Paint Needs 

If you use paint, paint for any 
purpose, we can help you. 
We have good paint for every 
paintable thing— but only ^00^ 
paint. We don't keep the 
poor kind. 
The Sherwin-Williams Paints 
are the best we can buy. They 
give best satisfaction in evenr 
way. They cover most, look 
best, wear longest, are always 
full measure, and most econom- 
ical. Color cards free. 



Mar-not 



Doesn't show heel marks or mar 
readily. Stands the racket and 
wear to which a floor is subjected. 
Holds its eloss for the longest 
time. Made by 

The Sherwin-Williams Co. 

It's well aged and flows out 
evenly and well. Easy to apply 
— doesn't drag under the brush. 
Dries dust free in eight hours. 
Can be walked on next day. 



KOPAL 



A aOOD HONEST VARNISH 
AT A POPULAR PRICE 

Can be used anywhere. It will 
withstand the sun and elements 
outside and the cleaning and 
scrubbine inside. 
It's well adapted for doors, 
store fronts, bathrooms, boats, 
carriages, or any place where 
you want a good, reliable job. 

The Sherwin-Williams Co.'s 

name would not be on it if it 
was not good. 



Paint Health 

Paint vour floors, walls, and ceilings 
-it's cleaner and more healthful than 



carpets or wall paper, 
hide di 
germs. 



Faint can't hide dirt and disease 



The right paint in the right place, 
if it's good paint, brings health and 
cleanliness with it 

The Sherwin-Williams Paints 

won ALL KINDS OF aOOD PAINTINQ 

are the safest, best, and most cro- 
nomical. No matter what you want 
to paint, they will give you best re- 
sults at the smallest cost 

Come in and get color cards. 



Paint Pride 

It is not wholly a matter of pride to 
keep your house well painted : it's 
also a matter of protection and 
economy. Of course there's a heap 
of satisfaction in knowing that your 
house looks right. 

TheSherwin- Williams Paint 

makes good looking homes because its 
colors are cleanest and rlearest, and 
because it lasts longest— in good con- 
dition. It holds its gloss longest and 
does not powder, crack or flake. It 
dries with air-tight film that keeps 
out the moisture and prevents decay. 
Color cardi for the asking. 



VARNISH FOR THE HOIME 

You can be absolutely sure of good 
results in general varnishing about 
the home if you use JHC SHERWIN- 
WILUAM8 

EXCELLO 

The best varnish for the purpose it's 
possible to make. 

Exrello is much superior to ordi- 
nary hard oil finish. It is pale in 
color, gives a handsome, desirable 
gloss. It also takes u high polish, 
('an be used on the finest woods. 
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PORTRAITS OF S. W. P. MAKERS. 

Mr. C. C. Ballantyne. Manager Canadian Division. 
\ 




MR. C. C. BALLANTYNE. 



J 




AN ADA and Canadians have 
played no small part in the 
building up of The Sherwin- 
Williams Co. Canada as a 
market has shown a de« 
cided inclination for paint 
prtuluctH of the high quality of the 
(\)inpany*9 manufacture. Canadians 
hold prominent positions in the Com- 
pany** grneral organization and have 
Uigrlv inlUienccd its development and 

Mr, t\ t\ lUUiiniyne, under whose 
n»rtnrt>;t»ment the Canadian Division 
hrtJ* 4d\aniT\l to the torrm^^st rank and 
t5i br\i\^ kjuulrd step bv step \\ith the 
lapul \lt\rlopn\rnt ot the country, is 
an cnthnMast on the ad\anoe ol the 
1\m\\|V4uv an\l the k;ro\>th ot Canada. 

** v>i\e ot the pnncTjVAl th'^i^s/* 
he Jktatevl revenilv m an aiter-olmner 
Hpoex h, '* that t^as contiiVutevi tv^ 



bring success to the Canadian Di- 
vision is the confidence we have al- 
ways had in the growth of our country 
^-confidence which is possessed by 
every Canadian and which has done 
much to make Canada what it is to- 
day." 

Mr. Ballantyne, though a young 
man, has had nearly 21 years ex- 
perience in the paint business. He 
knK-ws the business and the Canadian 
field thoroughly. He was bom in 
OnUrio and educated in the public 
school of that province and at the 
Montreal Commercial College. He 
began his business career as office 
boy with a Montreal firm of wholesale 
jobbers of paints and varnishes in 
iSS^. From the beginning he dem- 
onstnted his busmess aptitude and 
worked up steadily from office t>oy to 
c::v sales :i:an. 
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In 1 89 1 he became special city 
salesman for Montreal and Quebec 
for The Walter H. Cottingham Co., 
the company which joined forces with 
The Sherwin-Williams Co. in '95 and 
whose president has since become our 
general manager. Mr. Ballantyne, a 
firm believer in quality and merit, 
found his connection with this com- 
pany most congenial, met with 
splendid success and was instrumental 
in building up a wide business con- 
nection. 

He continued in this position when 
his company became identified with 
The Sherwin-Williams Co. and in 1897 
was promoted to the managership of 
the sales department of the city of 
Montreal. A few months later he was 
again promoted to sales manager of the 
Division and discontinued traveling 
altogether. The same success that 
followed his efforts as representative 
attended his management and in May, 
'99, he was selected as manager of the 
Canadian Division. 

This steady advancement from 
office boy to manager of a division, 
embracing a territory that reaches 
from the Atlantic to the Pacific, means 
capability and honest endeavor. It 



IMPORTANT NOTICE. 

// is very important that coupons 
turned in by the painters for the free 
samples of Kopal and Excello varnish 
be returned to us just as soon as they 
are redeemed. 

We keep close tab on each painter 



DO IT NOW 



Adopt the follow-up postal 
card plan no7v. Send in your 
order today. 



RIGHT NOW 

is the time to use the *^ personal 
letters.'* They get orders. 



means work and earnestness in that 
work. It means that Mr. Ballantyne 
succeeded in mastering the duties of 
each successive position. 

The management of the Canadian 
Division called for a man who could 
keep closely in touch with and meet 
the conditions of trade in the various 
great provinces of the Dominion, a 
man of keen insight and executive 
ability. That Mr. Ballantyne fulfills 
the demands of the position, the steady 
and rapid growth of the Canadian 
business — a development that has 
necessitated large extensions in man- 
ufacturing and distributing facilities — 
conclusively proves. 

Mr. Ballantyne believes in the Com- 
pany and believes in his country. He 
is convinced that success will ever 
await the efforts to build up the Can- 
adian trade in high quality paint pro- 
ducts. 



to whom the coupon is mailed, and if 
we do not receive the coupon in a rea^ 
sonable length of time^ we begin to 
follow up the painter, urging him to 
go to your store and get the free sani' 
pie. So if the coupons are not 
promptly mailed us after redemption 
we do a whole lot of useless letter 
tu riling and, perhaps, spoil some of 
the good effect of the advertising. 

Send in your coupons the day they 
are handed to you by the painters. 
You'll save us a great deal of icork; 
you'll also get credit sooner for the 
number of samples given out. 
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THE MANUFACTURING END OF S.W.V. 

By J. C. Beardslee, General Superintendent Manufacturing Department 



HE reason why S.W.V. , 
taken from the manufac- 
turing point of view, is 
more likely to give S.W.P. 
agents and their customers 
general satisfaction than 
any other varnish, lies in the simple 
fact that we have probably given the 
subject of the proper method of manu- 
facturing good varnishes more con- 
scientious attention than any other 
maker. 

The manufacture of varnish is not 
altogether a difficult thing to under- 
stand. It consists of the putting to- 
gether of linseed oil, gums of various 
kinds, and thinning the resultant with 
turpentine for the good grades and 
benzine for the cheap grades. The 
real varnish, however, lies in the 
mixture of the oil and the gum, and it 
is on the knowing how to combine 
these two properly that so much of 
good varnish making depends. 

The whole subject of satisfactory 
varnish may be largely covered in the 
question of right material and the 
proper way to use it. It is on the 
point oi knowing how to make best use 
of our materials that we begin to di- 
verge from other varnish makers and 
to take a stand by ourselves, based 
on the experience we have gained 
through long years as users of var- 
nishes in paints and the consequent 
knowledge such experience gives. 

With a thorough knowledge of good 
varnish requirements to guide us, it 
has not been difficult for us to go into 
the market and obtain those materials 
that are calculated to produce the very 
best results. We do not, however, 
depend alone upon our knowledge of 
what good varnish material ought to 
be in the sehction of right gums, etc ; 





BE SURE TO READ 1 


what 


the painters 


say about 


Kopai 


' and ExcellOy 


page jg. 



a complete and elaborate system of 
sorting and testing the material after 
it reaches the factory enables us to 
secure with certainty the btst for our 
purposes. 

Next to the knowing how and the 
proper selection of materials comes 
the question of proper appliances. I 
can say to you with all confidence and 
conviction that, without question, our 
varnish factories are among the best 
equipped in this or any other country. 
Our appliances are the most adaptable 
for good varnish making that can be 
procured. 

But good materials, proper appli- 
ances, and the knack of knowing how 
would not produce the best results if 
they were not backed up by eternal 
vigilance in watching the varnishes 
after they are made, in order to make 
sure that they are ripe and right in every 
respect before they leave the factory. 
We never draw any varnish from the 
storage tanks until we know from actual 
demonstration that it has all the qual- 
ities that it should possess — until we 
are thoroughly satisfied in our own 
minds that it is the very best varnish 
it is possible to make for its particular 
purpose and grade. 

You may take my word for it that 
there are no better varnishes made, 
and you can enter into this campaign 
with every assurance that the goods 
will back up your fullest confidence. 
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"thc constant drop of 
water wears away 
the hardest stone" 

H^ear aivay the opposition -with 
constant newspaper ad*vertising. 
Use thi electrotypes. 



KEEP THE PROPERTY OWNERS' NAMES COMING. 

The "personal letters" will help you round out the trade of your territory 
and do the biggest paint business you have ever done. 

* ^ HE property owners' names 

are coming in thick and 

fast from every section of 

the United States and 

Canada. We are writing 

thousands of letters every 
day, and are very pleased that the 
S.W.P. agents are taking such good 
advantage of this part of our advertis- 
ing system. 

We can not say too much for the 
"personal letters." We can not 
preach them too often to you. They 
are such powerful sellers of S.W.P. 
and our other lines, and prove so 
strong an advertisement for an agent's 
general business that no man who is 
out for every dollar's worth of trade 
in his territory can afford not to use 



them. 

Keep the property owners' names 
coming, and keep on keeping them 
coming. Have your eye on every 
piece of paintable property in your 



town, and the moment you hear that 
any painting is to be done, or even 
thought of, send us the name of the 
owner and let us go after him for you. 
Go farther than that — send us the 
names of all house owners in your 
town that have property that ought to 
be painted. We shall write them a 
series of letters that will pave the way 
for your introducing S.W.P., with a 
fair show of making a sale 

We are enclosing another property 
owner blank with this issue of The 
S. W. P. Make it a point to fill it out 
completely and return it to us by next 
mail. Do it today. It will be better 
to do it no7v. 



THE SPRING PAINT CAMPAIGN A SUCCESS. 




,,^|HE spring paint campaign 
\ I has opened up in a way 
that fills us with courage 
and makes us very sure 
that we need have no fear 
of 1903 being the greatest 
year for our agents as well as for our- 
selves. 

We are particularly pleased with the 
co-operation we are getting from all 
sections of the country. Never be- 
fore was there a season when the 
agents took hold of the paint propo- 
sition with so much vigor and with 
such determination to make the cam- 
paign a memorable one. 



We want to thank every one of you 
for the splendid battle you are fight- 
ing. Keep it up. 

This is the time of the year to go 
after the paint orders with all the 
vigor that you can command. Do 
something more noiv than you have 
ever done before. Make it a special 
point to put into execution as far as 
you can the special paint selling plans 
outlined in the April issue of The 
S. W. P. There are lots of helps for 
S.W.P. hustlers in that number. 

Push, push paint, push paint now — 
it pays. 
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VARNISH ADVERTISING THAT REACHES 
YOUR TRADE. 



N 



By Harry Dwight Smith, Manager Promoting Department. 



O varnishes are more ef- 
fectively advertised for tkc 
benefit of the dealer than 
The Sherwin-Williams 
Varnishes. 




That may 
sound like 
a sweeping 
statement, 
but I firmly 
believe it is 
the truth. 

When we 
entered the 
va r n i s h 
field we 
saw an op- 
portunity to 
go after the 
trade for our dealers better than had 
ever been done before. We've been 
at it hard ever since, and this year 
finds our varnish campaign a hard one 
to beat. 

It is our policy to go through the 



Some of the varnish advertising that has been going 
through the mail to architects. 



that 



mail, direct to your varnish trade. 
We believe this is the most effective 
advertising we can do. It's the most 
expensive in first cost, but it brings 
the biggest returns and pays best in 

the end. 
We are 
careful ad- 
vertisers 
and you 
may be sure 
we would 
not c o n - 
tinue to put 
big appro- 
priations 
into this 
direct ad- 
vertising 
if there was 
would pay us 



something else 
better. 

We have made such advertising a 
matter of special study for a number of 
years, and are ready to back it against 
anything else — // it*s done rif^ht. 




Three oj the varnish letters to painters and contractors and the booklets 
that accompany them. 
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A fenu of the mailing cards used in our varnish folloiu up luork 
nuith painters and contractors. 



There are not maay persons who 
know what it really means to '*do it 
right" in mail advertising — the sys- 
tem and organization necessary, the 
pUnningand detail attention that must 
be given to it. We do not know it all 
by any means, and are constantly 
learning and making improvements. 
At the same time I wish to assure 
every S.VV.P. agent that we are doing 
things pretty nearly right now. We 
have not seen anyone, in any line of 
business, who has the work down as 
pat as we have. If you could spend 
a day in the Promotin y Department of 
any one of our division offices you 
would realize that there is plenty of 
reason for such a statement. 

A great part of our Promoting De- 



partment strength has been turned 
into varnish work. We are going 
after the business for you with some 
of the most effective mail advertising 
we've ever used. The follow-up sys- 
tems cover work on painters, contrac- 
tors, architects, and household con- 
sumers — the users of varnish in your 
own immediate locality. And every 
piece of this advertising goes direct to 
a home, an office, or a shop, and into 
the hands of a person directly inter- 
ested in varnish. 

Examples of a few of the letters, 
booklets, mailing cards, etc., used in 
our varnish campaign are shown on 
these two pages. But they don't any- 
where near illustrate the real system 
and work that our campaign means. 




Spring series of advertising covering the Six Big rarnish Specialties noxv 
being mailed to a big list of painters all over the continent. 
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If I could sit down with you and point 
out just what we do with each piece 
of advertising shown, how we plan it, 
how we prepare it, how we keep the 
lists of your painters and other pros- 
pective trade, how we send the ad- 
vertising out, etc., etc., I know you 
would want to co-operate with us more 
than ever to get it going into your 
town. 

Some of it goes there whether you 
handle our varnish or not. For in- 
stance, every painter whose name has 
ever been sent us by an agent or 
through our representatives — is now 
getting the Six Big Varnish Special- 
ties series. There are many thou- 
sands of such names all over the con- 
tinent. Some of them have been get- 
ting special advertising from us on 
Kopal. Excello, Shellacine, and other 
lines, but that makes no difference — 
they are all hearing from us nozv on 
the Six Big Ones. 



If you failed to furnish us with a list 
of the desirable painters in your local- 
ity, do so now. We can send them 
personal letters, booklets, folders, 
mailing cards — a long line of adver- 
tising that will not fail to get business 
for you. It will all be sent out in a 
systematic, well planned, and care- 
fully executed manner. It will get 
results and build up your varnish 
trade. 

One thing it is important to remem- 
ber: Although such mail advertising 
as the Six Big Specialties series may 
be going into the town of the agent 
who does not handle our varnishes, 
there's a great lot of other effective 
varnish advertising that can not go 
there unless the varnish is on the 
shelves. 

So if you arc not handling S.W.V. 
now, it will pay to write us today for 
further details of our varnish adver- 
tising campaign. 



TALKS WITH CLERKS. 

By an Old Retailer. 




HE longer I am connected 
with this business the more 
enthusiastic I become. 
There is good reason for 
my enthusiasm. We are 
doing the best business in 
our history ; we are being splendidly 
sup|>orted by all our agents, and their 
clerks, too ; and there is the brightest 
prospect for a continuance of the 
grand headway we have been making, 
particularly since we have entered the 
varnish field to win. 

This varnish campaign we are start- 
ing has brought to lite again my old 
fighting spirit. I want to get into the 
irviy luvseU and put my shoulder to 
the wheel and make it turn so lisely 
that '*the other tellow" will wonder 
where the ^>ower comes tiom. 



Perhaps you would like to know 
iM here the power comes from. It is in 
S. W. V. itself — its good quality — ^its 
reliability — ^its uniformity — and in the 
advertising that is back of it. 

I want to tell you right straight from 
my heart that you can place your en- 
tire confidence in every can of S.W.V. 
— it's good varnish, every bit of it. 

It ought to be good. I wish I 
could take every one of you on a trip 
through our varnish factories and show 
you the splendid facilities we have for 
making good varnish; and the ex- 
haustive tests that are made to be sure 
that every can of S.W. V. is right — 
right in every way before it leaves 
the factory. 

Place S.W.V. and S.W. P. side by 
side in this glorious spring campaign 
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A PLAN THAT QETS THE VARNISH ORDERS. 

^ t ^ HE plan of free distribution of samples of Kopal or Excello to the paint- 
I ers is a winner. It is landing orders every day for S. H\ V. dealers who 
have taken advantage of it. Here are copies of some of the testimonials 
from painters to whom the samples have been sent. They ought to convince 
you that the way to get the varnish business in your territory is to avail your- 
self of this splendid advertising system. 



Pandora^ Ohio, Excello Varnish is all 
you claim it and a little better than that. 
I find it a good rubbing body and takes a 
high polish. F. W. Anderson. 

Kanstu Ctty^ Mo. We have tested the 
sample of Kopal Varnish and find it can't 
be equaled for the minimum expense as it 
gives a good finish, fine gloss, and has all 
the qualities the skilled mechanic would 
demand. Light in color and works easily. 
Should be pleased to recommend it as a 
good durable varnish for the price. 

Western Sign Works. 

G9sben^ Ina. I have put your Kopal 
Varnish to a very hard test, and it has 
proven itself equal to the task. I think 
Kopal the best varnish in the market for 
the price. Peter Wineboen. 

Austin t Texas. I received a can- of var- 
nish, one pint, free from Mr. Miller and I 
find that Kopal Varnish is good enough for 
any man or job. It is a fine varnish. 

J. B. Cheek. 

Goshen, Ind. The sample can of Kopal 
you sent me is all right and if the varnish 
you put up for the regular trade is as good 
as the jample, I can recommend it as a 
first-class article. G. W. Moore. 

Minneapolis t Minn. We have eiven the 
sample of Kopal Varnish furnished by you 
a thorough test, and find it equal to any 
and superior to many higher priced var- 
nishes for the purposes required of it. We 
will use it exclusively on all our varnished 
signs as long as it retains the desirable 
qualities found in the sample can. 

The Fortier-Gretton Co. 

Colebrook, N. H. Kopal is just O.K. 
Will be sure to give good satisfaction 
wherever it has a fair trial. 

E. L. Holden. 



Stockton, N. Y. Your Kopal Varnish 
sample received and would say that Kopal 
is all right. I have used it before and 
don't think you value it too highly. It has 
no equal for what it is intended. 

T. W. Gage. 

Buffalo, N. T. Kopal is a fine varnish 
for general use, producing a fine lustre, 
and can recommend it to any one desiring 
a good varnish. Edw. C. Cornwell. 

Karnes, Texas. I have used several 
brands of varnish, paying as high as $1.25 
per quart, but have used nothing that gives 
as fine a finish as your Kopal Varnish. 
There is nothing better. J. F. White. 

Pandora, Ohio. Excello Varnish gives 
good satisfaction and makes a veiy nice 
nnish, and am well pleased with it. I thank 
you for the sample. Ben Merritt. 

Katnes, Texas. I have tested the sam- 
ple of Kopal Varnish and find it a splendid 
varnish. I can conscientiously recommend 
it. For furniture and natural wood it can't 
be beat. When in need of good varnish 
will use it. L. S. Bichtol. 

Arlington, Mass. I have tested the sam- 
ple of Kopal Varnish and find it as follows: 
It does not mark with water, gives a good 
lustre; dries hard; works easy. Has every 
good quality that I know of, and I can't 
nnd any fault with it. It is a good varnish 
and I think I will use it in preference to 
any other. Using varnish for over fifteen 
years, I ought to know what is good 
varnish. J. E. Newth. 

Union City, Ind. Excello is a very good 
varnish. I have used 10 gallons of it and 
find it to give good results. I am a prac- 
tical painter and have used your paints and 
varnishes for 5 years. W. S. Lacey. 



If you have not yet taken advantage of the free sample plan., lorite today 
for full particulars. 
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SUCCESSFUL S. 

Kurtz Bros., 

QHE success of Kurtz 
Brothers, S.W.P. agents, 
Mattoon, III., in winning 
for themselves in the short 
space of three years the 
largest paint business in 
their territory is a good example of 
what can be accomplished with a high 
quality article backed by confidence 
in the goods, perseverance, and the 
right sort of energy. They have been 
successful, not through any secret 
methods, but through big, whole- 
hearted, live work; by going out after 
the business, by getting there ahead 
of their competitors, and by having 
the fullest confidence in their ability 
to win out in the face of ihe strong 
competition that opposed them. 

In a letter which they recently 
wrote us they tell the story of their 
up-hill fight so interestingly we could 
not do better than let their own words 
convey to you an idea of the princi- 
ples underlying their business, of the 
enthusiasm, ambition, and aggres- 
siveness that have made them, young 
as they are, the best known and most 
successful hardware and paint dealers 
in Mattoon. 

*^Wc retrained from putting in paint for 
three years," they say, '* until we were 
certain what line to put in. We wanted 
to make no mistake. We determined to 



W.P. AGENCIES. 

Mattoon, III. 

sell only the best, and after investigation 
decided upon S. W. P. Previously, we 
never handled lead and oil, or any paint; 
since, S.W.P. has been our only paint. 

^^We encountered much opposition at 
first. Mattoon was tied to lead and oil; 
the prejudice of the painters was hard to 
overcome, but we were not discouraged. 
We felt that we had the right paint and we 
knew that if we got it fairlv started, it's 
good qualities would soon force it to the 
front and beat down any arguments that 
might be used against it. 

*^ So we began an active advertising cam- 
paign. We adopted as our main idea, 
'S.W.P. at Kurtz Bros.' We determined 
to make that a household phrase— to make 
it a by-word, and the first thought to come 
to one's mind naturally when paint was 
thought of. The country fences were cov- 
ered with home-made signs reading * S.W.P. 
at Kurtz Bros.'; large posters for bill 




Menu at SJF.P. banquet gii'en by 
Kurtz 'Bros. 
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board work and 4,000 small 
posters for other distribution 
told the same story. A whole 
page in two daily newspapers 
carried the tidings to the 
houses. One special window 
devoted to paint all the ^ear 
round, changed every Friday 
and dressed for public days 
and to suit the time of the 
year and all occasions formed 
a link in the S.W.P. chain 
we were forging. Each par- 
ticular window display is 
devoted to some particular 
paint with sign and some 
appropriate article painted 
with the paint displayed. 
To supplement this general 
work we mail every Saturday 
a series of special postal 
cards to every possible paint 
user in our territory. We 
also use to the fullest extent 
the advertising supplied by 
you . We are strong believers 
m personal work, particu- 
larly in the paint-selling 
value of the 'personal let- 
ters. ' 

" We realize that no mat- 
ter how strongly we adver- 
tise, if the appearance of our 
store and our stock does not strongly support 
our statements, we canot hope lor best re- 
sults; therefore we aim to maintain our paint 
assortment in good condition always. The 
paint stock is carried in the front of the 
store, and is placed in charge of one sales- 
man, who is held responsible for it. 

''A yearly banquet to friends and em- 

gloyees is a feature of our work which we 
nd pays us well. It is a strictly paint 
affair, as you will see by the menu. 

Menu 




Pickles 



FIRST COAT 
Cream of Tomato Soup 

Olives Celery Tips 



Partial 'vieav 0/ paint stock 0/ Kurtz Bros. 

* ^^In conclusion, we owe our success to 
judicious and constant advertising and to 
asking more money for S.W.P. than the 
other dealers asked tor their paints. It may 
interest you to know that not a man in our 
house is over twenty-nine years of age, and 
we have been in the hardware business 
nearly eleven years." 

Kurtz Bros, ought to be proud of 
their record with S. W. P. Their 
business for 1902 showed an increase 
of more than 200 per cent, over 
190 1. 



Enthusiasm and alertness pay. 



SECOND COAT 

Roast Turkey Oyster Dressing 

Giblet Gravy 

Mashed Potatoes Cranberry Jelly 

French Peas Bread and Butter 

THIRD COAT 

Plum Pudding Caramel Sauce 

Fruit 

Coffee Cigars 



"He that bloweth not his own horn. 
The !ianie shall not be blown." 

C/se the neivspaper electrotypes 
to sound the praises of S. IV. F. 
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An S IV.P. House, 
Residence of Mr L. M. Moragues, Mobile, Ala. 'Body.jiSi: trimmer , 485 i 
sash and mouldings, j8j; blinds, 371; porch ceilings, 464: porch floor, 47. 

THE BIQ SIX ARE WINNERS. 

the past. We ourselves are putting 
greater effort in their sale. Every 
article in the line is just as good as 
it's possible to make it — there arc no 
similar priced varnishes sold today 
that have so much merit, so much 
selling force, or that are advertised 
and pushed so strongly. 

You're missing a big opportunity to 
reach the painters in your territory if 
you are not selling The Big Six. 



OT a day passes without 
our receiving assurances 
of the complete success of 
The Six Big Varnish Spec- 
ialties. The line is forg- 
ing to the front rapidly, 
both individually and collectively, and 
is proving to be the biggest kind of 
a drawing card with the painters. 

We look for the Six Big ones to go 
ahead still faster in the future than in 
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USE THE LOCAL COLUflNS. 

They Afford Good Opportunities for Reaching Your Paint Trade 

UCH can be done through a four line local. News items impress 
people and reach persons often to whom the regular ads do not 
appeal. In every case references to your paint stock in the local 
columns will supplement splendidly the good work carried on in 
your regular advertising space. Perhaps the following may be 
used or may suggest good copy for the purpose : 



It's not the paint that costs the least per 
gallon that is cheapest. It*s the one that 
spreads easiest, covers most, wears longest. 
That paint is S.W.P., sold by 



Many so-called floor paints won't stand 
the walking. The S.W. Inside Floor 
Paint is made for floors and nothing; else. 

It is made to walk on. carries all 

The S.W. Floor Finishes. 



The day of the dusty carpet, the dirty 
floor, and the scrubbing brush have given 
way to the ru^ that can be shaken in a 
minute, the pamted floor, and the duster. 
The Sherwin-Williams Floor Finishes are 
made for flnishing floors in any style de- 
sired. Sold by 



There are many things about the home 
that could be brightened and improved by 
a little paint. The Sherwin -Williams 
Family Paint is made just for this purpose. 
Call on for a sample card. 



Any varnish that comes under The 
S.W.V. label is good varnish. It means 
that it's The Sherwin-Williams Varnish. 
It means that it's an honest varnish. Talk 
with about S.W.V. 



Millions of people use paint. Some use 
^ood paint, some use poor paint. Think- 
mg people never use poor paint the second 

time. That's why keeps selling 

more and more S.W. P. 

There's a lot of satisfaction in knowing 
your house looks right. S.W. P. gives 
that satisfaction. Sold by 



If you are thinking about paintine, call 

and talk with He will ten you 

about the paint that looks best and costs 
least — S.W. P. —It's an interesting story. 



Given half a chance, S.W. P. and S.W.V. 
will bear out every claim that's ever been 

made for them. They are sold by 

on quality and merit. 



know 



wants every pamter m town to 
Dry-o-nite, the master painter's 



dryer, recently put on the market by The 
Sherwin-Williams Co. He wants you to 
go and talk to him about it. He is con- 
vinced it is the best oil dryer made. 



Do you, as a property owner, realize 
what paint satisfaction means? It means 
money, worry and time saved. S.W. P. 
and S.W.V. sold by 



The force of an argument is weakened if 
practice doesn't bear out the theory. Look 
at the houses in the town painted with 
S.W. P. Talk with about it. 



If after all you're skeptical about S.W. P. 

or S.W.V., drop in and see He 

will convince you in a jifly. 



Don't rush into paint buying. Go slow. 
Make sure you are getting good paint. 

Have a talk with about S.W.P.— 

the paint that does better work at less 
money than any other. 



As the" real value of The Sherwin-Wil- 
liams Varnishes are becoming known in 

, they are being more extensively 

used. The S.W.V. sales of are 

increasing daily. 

Be sure you're right before you go ahead. 
Deliberate before you varnish. Kopal is a 
good, old-fashioned, reliable, general pur- 
pose, varnish. Drop in and have a talk 
with about S.W.V. 
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Edward Porter Williams 



MR. Edward Porter Williams, Vice-President of the Company, died at 
his country home in Glenville, a suburb of Cleveland, shortly after 
midnight, May 4th. His death was due to heart failure. 

Mr. Williams had not been in good health since last September. 
At that time he was taken ill and sought health at the Johns-Hopkins Hospital, 



Baltimore. He 
there for about 
leaving for his 
r u a r y . He 
well for a time 
t o Cleveland , 
and friends had 
for his ultimate 
three weeks ago, 
gan to fail grad- 
slowly ebbing 
death, May 4th. 
ing of Mr. Wil- 
pany loses a man 
ped up heart 
welfare and pro- 
it always the best 
who did much to 
is today — a n d 
force of his per- 
warm, kindly 
for it connec- 
enduring foun- 
great business 
instrumental in 
Probably n o 
pany was so close to the workers in the ranks as Mr. Williams. 




Ednxsard Porter WtU'tamSy 
Bom May loth, 1843: Pifd May 4th, tgoj 



was confined 
six months , 
home last Feb- 
seemed to do 
after his return 
and his family 
reason to hope 
recovery. About 
however, he be- 
ually, his life 
away until his 

With the pass- 
Hams, the Com- 
who was wrap- 
and soul in its 
gress — who gave 
he had in him — 
make it what it 
who through the 
s o n a 1 i t y and 
nature, built up 
tions that formed 
dations for the 
structure he was 
raising, 
man in the Com- 

He was never 



too busy to stop for a warm handclasp and a kindly chat with the old timers — 
the men and women he used to know more intimately when the factory in 
Cleveland was much smaller than it is now, and when those at the head had 
greater opportunities to know the employees personally. There are many in 
the factory today who regard his death as a personal loss. 

In private life Mr. Williams was much loved by all who knew him. He 
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WAM Intensely devoted to his family ; his nature and disposition were such that 
hft lumle friends readily, soon endearing himself to those with whom he was 
rtuMiH'iated. He was never happier, never more truly contented, than when 
making others happy, doing what he could to lighten the burden of those on 
whom the trials of life bore heavily. 

Ilia standing in the community and the interest he always maintained in 
lh(s affairs of his native city are well described in the account of his death 
Hiut the brief sketch of his life which appeared in The Clti^eland Leader of 
Mtty 5th: 

Surrounded bv the membersof his family, Edward Porter Williams, Vice-President of 
rim Hherwin-Williams Company, passed away at his residence on the Lake Shore boule- 
VMrtI, Olenville, early yesterday morning after an illness of heart trouble dating from last 
bti|tt()iiiher. His death was not unexpected. 

The patting of Mr. Williams marks the close of a most successful business career, 
4iul At the tame time deprives the city of one of whom the eeneral public esteemed 
Iti^lily. From the time of his ascension in the business world he has played such 
41) iinpurtant part in the progress of the city that his death is, in a sense, a public loss. 

l he illnett of Mr. Williams was of little more than six months duration. When his 
hftMri firtt showed signs of weakness he recognized the importance of giving his case 
JHMiittdiate attention, and spent some time awav from the city in search of change that 
v^ould benefit him. Later he returned to Cleveland and took up his residence at 
(iUnvillc where he has a country home. Gradually his condition erew worse until late 
Ukl Hundav ni^ht there was no hope for his recovery, and early yesterday morning he died. 

Mr. Williams was sixty years of age. He was born in Cleveland May lo, 1843. 
At the age of sixteen years he was graduated from the Cleveland public schools. 
A yi^or later he entered Hudson College, later known as Western Reserve University, and 
vv4« graduated in 1864. Immediately upon the conclusion of his college career he entered 
\\\%. army, enlisting in the Eighty-fifth O. V. I. and remained with the command until the 
i:|tue of the war. 

When he returned from army life he began the manufacture of glass at Kent, O.. 
V>here he built up a successful business. In 1870 he decided to return to Cleveland. 
4Mil he joined forces with H. A. Sherwin in the manufacture of paints, oils, etc., and 
(ht: Hrm later developed into The Sherwin-Williams Company. 

Until several years ago Mr. Williams was vice-president of the Chamber of Com- 
iiicrtr, and he was extremely active in the reform movements which have distinguished 
iImI luuty. At the time of his death he was a member of the chamber, though his illness 
jii evented him from taking an active part in the work of the organization. He was iden- 
tihcd with the following institutions: The Society for Savings, Cleveland Telephone 
( iHUpany, Bank of Commerce, National Association, Bankers' Surety Company, and 
VN'csiern Reserve University. He was a member of the Union, Rowfant, Count^, and 
(iMivcitity clubs and the Castalia Fishing Club. 

Mr. Williams is survived by a wife and four children. They are E. M. Williams, 
|. M. Williams, Mrs. Abram Garfield, and Mrs. A. D. Baldwin. 

Mr. Williams lived a useful, successful life. As a business man he was 
lull ol the energy, zeal and perse verence so necessary to the attainment of the 
highftit success. His most prominent characteristic was thoroughness — he 
|).4f| ihf power and ability to grasp things in their detail and to carry them 
lliMMi^h unyieldingly to a successful completion. In the earlier days when the 
huhiHCHfi w«j« small and its founders were laying plans for its growth and de- 
vclo|unfnl, he was always found at the wheel guiding and shaping the policies 
K\\ did ('ompHuy, working here and there — ^in the office, in the factory — doing 
Hic puicbiiHinK -selling goods — in fact lending a hand wherever he could do 
niDtil lo lurlhrr the interests of the little business. Oftentimes he was found in 
miMlU Winking side by side with the men in the mixing and grinding rooms — 
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helping with hand and head to establish the high standard of quality which he 
always fought hard to maintain. It is small wonder that the older employees 
loved him — ^that they entertained for him the highest feelings of respect and 
fellowship. 

There are few men who go through life leaving behind them the same 
footpaths of loving remembrance and good deeds done as Edward Porter 
Williams. May he rest in the peace that he so well earned. 



FOR STILL LARGER SALES. 




I^E are out for still larger sales 
this spring — larger for our- 
selves and for every S.W.P. 
agent on our books. We 
do not want any possible trade to get 
away from us. 

The paint business in every part of 
the country is booming. Reports from 
our travelers and from S.W.P. agents 
indicate that the spring of 1903 will 
be recorded as one of the greatest and 
most profitable paint seasons in our 
history. The business is certainly 
there if we go after it with the determ- 
ination to get it with the right methods 
and with the proper amount of energy. 

We are maintaining the same 
vigorous work with which we began 
the season's campaign. Larger, still 
larger, the largest sales we've ever 
had — are what we are after. We 
have planned for this campaign as we 
never planned before. We are 
determined that if hard work is go- 
ing to do it, we shall certainly close 
the season with a record to our credit 
that we may well feel proud of. 

But no matter how hard we work, 
our efforts will not count for very 
much if we do not have the heartiest 
co-operation of each individual S.W.P. 
agent. You must work with us, each 
one of you, in order to obtain the 
greatest results. Remember always 
that the work we are doing is just as 
much for your benefit as it is for our 
own. We cannot go ahead if we do 



not help you to push ahead. It 
is by increasing your business that we 
increase our own. 

We urge you therefore, to take hold 
with us with renewed vigor during the 
month of June. It's practically the 
last good spring painting month. 
Let us make it a month that will long 
be remembered by all of us as one of 
big sales and big profits. 

You can help us best by sending us 
on the blanks enclosed with this issue 
. of The S.W.P. the names of property 
owners who are going to paint or who 
ought to paint this season. To each 
property owner we shall send letters 
and advertising matter directing him 
to you for S.W.P. 

It's work that will pay you and pay 
us. It has paid every S.W.P. agent 
who has taken advantage of it in the 
past. Do all you can to send the 
names immediately. There is 
very much time left now, and 
earlier we go after the business 
better our chance of landing it 
you. 

Send the names today. Doitnou 



not 
the 
the 
for 



// is a j^rtat thin^ to have brains, 
but it is vastly j^rcater to be able to 
command them. The man 7k' ho is 
master of himself will not be a slave 
to drudgery, but will keep in advance 
of his li'ork. His methods and system 
will enable him to accomplish wonders, 
vet ^ive him leisure for self culture. 
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FOURTH OF JULY AND DOMINION DAY FLOATS. 




LURING the last year we 
received many good photo- 
graphs of splendid floats 
designed by the agents for 
use in various parades. We should 
like to reproduce all of them, but the 
small space at our command wiil per- 
mit of the illustration of only a few. 

Much good publicity can be ob- 
tained by a participation in the 
annual parades, and at the same time 
an opportunity is given to secure ad- 
vertising for the general lines carried 
in the store. The strongest efforts. 



decide to issue a souvenir, send us 
copy of it, also sample of any 
other special advertising that you 
may do. 

Every one of the floats shown is a 
prize winner and will therefore be 
worthy of careful attention by other 
agents. If you are going to take part 
in any parades this year, some one of 
these floats will surely prove a prize 
winner for you. 

The float of C. C. Schlatter & Co. 
explains itself. It has a substantial 
air about it that speaks well for its 




A trade a/tractimj^ 00at huilt by C. C. Schlatter & C*., 



^^xr^/#^r, should be directed toward 
rA-4/»r»;( ir.^ paint display most attrac- 
u>^. \ fioat dressed with care and 
f^ifA jpii b« a fitting wind-up to the 
<^<i/,r,'< r;irr.pa:ga and will ser\'C to 
;/,,Av * /*/.P, fresh in the memory of 

h v^'.yi '^ a goc-d idea to issue a 
. ,/w ,.♦! <//./^^.;r. son^ething neat but 
,,., ..^., </'^. '.r.^: can be disir.butexi 
f.., / '.<• , ,r Of :r.e parade. It would 
/'^a'^r :n«i:v:d.:al::v lo 
•/^, v;re lo have a : hv>- 
o? *'^ "^oa: \ou virxrs2>. 



/. 



designers and shows that they have the 
right conception of good advertising. 
A description of the other methods that 
have brought them success is given 
elsewhere in tbis number. 

When S,\V.P. Agent Mr. M. Her- 
meck does any adveitisiDg, he never 
does it by hjil\-es. It most be original 
and enecti\-e or not done at all. The 
rlvMt m-e are illustrating was used 
bv hir.: in the Labor Parade of last year. 
i ::e «:!obe was nine leethigh« perfect- 
ly round. Tbe frmroe work was 



r^.avie 



L-^t 



»k: 



:a 



I 



^n?-.^l vc 



strips of wood with 
th^ e\ce; r.v^a oi the braces, and 
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was covered with heavy canvas, 

kalsomined white to produce a 
good painting surface. The 
paini covering the globe was 
Orinoco Vermilion, the countries 
were a light blue, the sign and 



i 




Prize ^winning float of Mr. J. H. Steves, St. Helena, Cai. 
the letters '' S. W. P." a bright red. 



him in the last Fourth of July pa- 
rade. The irame work was made 
of inch lumber, the platform for 
holding the S.VV.P. cans being six 
nch stufi vvith strips of inch lum- 
iier 10 hold the cans in place. Red, 
white and blue 
bunting arranged 
as shown, with 
the necessary 
S. W. P. posters, 
completed the de- 
sign. 

We shall be 
glad to send any 
S.VV.P. agent any 
of our regular ad- 
vertising features 
required to pro- 
duce a good float. 



Everything else was black and white ; 
the driver and the outriders were 
dressed in white, the horses being jet 
black. The float was one of the 
handsomest ever used in an industrial 
parade in the State of Texas. 

Mr. J. H. Steves, St. Helena, Cal- 
ifornia, succeeded in capturing a first 
prize of {10.00 with the float used by 



0/ all the elements of suciess in 
life none is more vital than self- 
reliance — a determination to be the 
creator of your own reputation and 
advancement. If difficulties stand in 
the way, if exceptional disadvantages 
oppose you , all the better as long as 
you have the pluck to fight through 
them . 




Float used by Mr. M. Heriveck, San Antonio, Texas, in last Labor 'Day parade 
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SUCCESSFUL S. W. P. AGENCIES. 

C. C. Schlatter & Co., Port Wayne, Ind« 




^N all the articles on success- 
ful agents that have ap- 
peared in The S. W. P. there 
has always been one dom- 
inant idea in each one that depicted 
the peculiar business traits and the 
principles that have brought success 
to the agents. In each one of them 
high quality has been a prominent 
feature, but in no one of them has it 
been brought out so 
strongly as in the 
statement made by 
C. C. Schlatter & 
Co., S.W.P. agents 
in Fort Wayne, Ind., 
in response to our in- 
quiry for some facts 
regarding their suc- 
cess with S. W. P. : 



Wc have always tried 
to ect the best goods, 
in all lines, the market 
afforded, and do not ad- 
vertise as the cheapest 
place in town, but as 
the best, consequently 
AifA quality is a strong 
talking point with us. 
It has become an estab- 
lished fact that when 
we recommend any ar- 
ticle that we will stand 
by it. In view of this 
we have been able to make a great many 
more sales of S.W.P. than we should if 
the public did not place their confidence in 
our methods of doing business. 

There is a whole lot of sound busi- 
ness judgment in the foregoing state- 
ment. Indeed it is to that policy of 
a willingness to stand back of the 
sUtements made for the reliability of 
their stocks that so many business men 
have won their way to the front and 
have built up a reputation for square 
dealing that forms an asset the worth 




Mr. C. C. Schlatter 



of which can not be overestimated. 

C. C. Schlatter & Co. decided to 
handle S.W.P. a little more than three 
years ago as a pure business venture. 
Before that time prepared paints were 
unknown in Fort Wayne, the painters 
were tied to paste paints, in fact paste 
paints had become as a second nature 
to them, and many of them were not 
willing to give good prepared paint, 
like S. W. P., even 
a trial. Then, too, 
notwithstanding the 
fact that Fort Wayne 
is situated in the 
midst of a prosper- 
ous farming com- 
munity and has a 
population of 55,- 
000, the farmers did 
not pay much atten- 
tion to the building 
of modem homes, 
nor to proper paint- 
ing. It will be seen 
from these state- 
ments that C. C. 
Schlatter & Co. had 
a proposition before 
them when they 
placed S. W. P. in 
stock, 
.ad the courage of their 
and they set about to 
market for S.W.P. that 
They 



But they 
convictions, 
open up a 

would give it profitable outlet, 
immediately began to advertise it in 
all their daily and weekly newspapers, 
posters were put up in all conspicuous 
places in the city and suburbs. A 
personal campaign was begun with 
the property owners, heart to heart 
talks with them, pointing out their 
plain duty as citizens of the commun- 
ity to keep their houses well painted 
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and to do their share to help beautify 
the city and surrounding country. 
The painters were likewise solicited 
vigorously with the result that the best 
of them are now enthusiastic users 
of S.W.P., preaching its good quali- 
ties wherever they go. In addition 
to this work, C. C. Schlatter & Co. 
combined with the other building 
material merchants in a campaign to 
bring out most prominently the effect 
of well built, well kept houses on the 
prestige of the community. 

There could be but one result of 
such energetic work — ^the up-building 
of a business in S.W.P. that has proved 
its selling power when taken hold of 



by the right man and pushed with 
the confidence and energy that every 
man ought to put into his business in 
order to make it successful. 

In concluding their remarks on 
their sales of S.W.P. , C. C. Schlatter 
& Co. say: 

If it is wise to judge the future by the 
pasty we are safe in saying that in four or 
nve years the most of the paint used in this 
locality will be prepared paint, and S.W.P. 
at that, for we think that if the quality is 
kept up to the present standard, S.W.P. 
will find no difficulty in maintaining its 
high position in the paint world. 

S.W.P. will always be maintained 
at the highest quality. If we can 
make it better, we shall. 



WHERE QOOD BUSINESS MAY BE HAD. 




I^N a few weeks the public 
and parochial schools will 
fj be closing for the summer 
vacation, during which time 
the annual renovation takes place. 
Usually the supplies for repairs are 
bought right after closing time, the* 
work being done the first two or three* 
weeks of the vacation. 

This opens up a profitable avenue 
for business for every S.W.P. agent. 
Not only are the paint and varnish 
orders of good size but there is also 
much valuable prestige to be gained 
by selling S.W.P. and S.W.V. for 
such work. 

We urge, therefore,* that you do not 
delay in getting into touch with the 
school committees in your locality. 
Make it a point to* see each member 
personally if possible and ascertain 
the exact extent of the re-painting and 
re-decorating contemplated. Then 
send us the names of each member and 
we shall promote him vigorously for 
S.W.P. and S. W. V. through the mails. 
Many S.W.P. agents took hold of this 
work last year with very great success. 



In addition to the opportunities for 
business with school committees, mu- 
nicipal corporations present a splendid 
field for securing good paint orders. 
It will be worth while, therefore, to 
look up the county commissioner, 
county surveyors, directors of public 
works, park commissioners, etc., in 
the endeavor to learn the improve- 
ments to be made this summer. Send 
us their names also— we'll help you 
land the orders. 

Summer resorts are likewise paying 
trade to work. They are usually kept 
up well and buy large quantities of 
paint and varnish. 

Good results can be secured only 
by going after this business early. It 
will pay you to begin work now. Do 
it to-day. 



Stick to your aim. The more com- 
pletely we master a vocation the more 
thoroughly we enjoy it. To be suc- 
cessful is to find your sphere and fill 
it, to get into your place and master 
it. 
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m Pliny. During the past year many improvements 
V itiore, principally a nciv paint factory at Montrftil. 
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SYSTEM IN THE PALNT STORE. 



R^prnt of an irtidc by Mr Harry Dw.gnt Sr- r- Harra^e^ ir -tie --amcr-^ 
Dt'pjrtment of this Company It aooearec - -rte icri ssuc jf 
System" a monthly magarne ^«»ctBtl -a the 
development of system " Sus-^ess 

IHIRTY years ago an article 
on paint store system 
coiiKln't have been written. 

Twenty years ago it would 

have been Uu»fheti'at, even if it might 
h4ve been fn^wible to write it. 





I'rn vr;U5 ago it woaUl have found 
*»»i»Mr«iir\l rcaiiers among only a few 
•»♦ »Mt» vmu oI the tens of thousands who 
^»'*m»IUmI jmint. 

^ ♦MJ^v three's sran ely a community 
**♦♦ »hvi Mtntinrnt but has at least one 
\*^\s\\ jU^hUm who knows from actual 
^^'M^^-iU^ht >» whiU system in the paint 
L'?.^ ♦♦♦»-♦♦♦* iMul what it can do to 



fo 






^^ul]u\ 'r l"»'<»'*blv no other old- 
h^ll J * * ' ^'♦♦♦' ♦•C mt»ri handi/ing that 
*/Wli '*''''* ^'"^ liuprovcd to so 



.- / "'♦ l<H.iMM. Ti^,, ^,u| time 

''♦♦m H« MMrtlHniiivc and 

f , '; '"^*-Hh» ,tM«l its dark. 






♦i«s Wi^t\ grad- 



ually dying cm ever -qrir^ the JiiveaL , 
some thrrry years ago. •:bc pcepared 
paints, reakdy x:r lae. Booce rhrn 
the raa-or part ot :!ie stock, bcmg 
lead. oils. — nr::s."* •rakxs. enc.. ia 
bulk, made the biisziesB jiiytking but 
pieaBaot.aiid pot down 
all aiscniz>ts at svsfics. 
orderiincsa, or cican- 
Inje» even. Bot pce- 
pare^i pamt bTOOfbi 
attractiveiy labeled 
p>ackages. a stock coo- 
venienttr handled and 
easily arrange, den- 
lincss and. best oi aL 
pront. Italsobroogitf 
advertising and wide- 
awake business mctli- 
ods, so that before k)!^ 
the paint dealer swcfH 
down the cob webs, 
cleaned his windows, 
changed the copy of his newspaper 
ad and began to be prosperoos. 

It took aboot twenty years to Uj 
the foundations. In the last ten the 
results have been more apparent and 
widespread. Today it's a pleasnit 
and a privilege to sdl painL Pre- 
pared paint is firmly established oo 
its merits and has made conditioos 
such that the paint dealer is most 
often the most progressive merchint 
in his town. The modem paint mas 
is a successful business man, with 
good system and good methods backed 
up by a good line of paints. 

"•FuTTilctailed infonnatioii regarding the*'tj«i<^ 
tv^tcm mentioned in this article may be cki^"^- 
fn^m aiiv of the following concerns. The S^^^" 
Walker Co.. Muskegon. Mich.. The do^e-Weree *' 
Co.. Cincinnati, Ohio, The Library-Bureau. 0»'"*^' 

ihc Ywman-Erb«' Co., Cleveland. O. 
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There is no end to the part system 
plays in paint selling. It begins with 
the choice and arrangement of the 
stock and doesn't stop even after the 
customer has been sold. 

The man who means to put his paint 
business on a systematic, money- 
matdng basis must start with the firm 
determination to stick unswervingly 
to good quality goods. The day of 
''cheap" paints is past. The con- 
sumer has learned, from bitter experi- 
ence often, that true economy isn't 
found in the paint that sells at the 
lowest price per gallon, and the dealer 
has learned that best paints sell best. 
Good quality is the only safe founda- 
tion to build your paint system on. 

After quality come many necessary 
methods — the purchasing system, the 
arrangement and movement of stock, 
the training of clerks to become paint 
experts, the handling of the window 
displays and the advertising furnished 
by the manufacturer — these and many 
others are important 
factors in the success 
of a paint store, but 
to talk about them 
adequately would re- 
quire a separate story 
for each one, and 
would still leave un- 
told the more detail 
system that System 
stands for. As it is 
there's space for only 
a brief description of 
a few of these details. 

The slogan of one 
well known company 
of paint manufacturers 
is, ' ^The way to get business is togo after 
it, and the way to go after it is to get it. ' ' 
It's the principle of the present day 
push and aggressiveness, and has 
taught the paint dealer he must come 
from behind his counter, and outside 



his store if he wants to win success. 
Paint selling has this advantage over 
the selling of many other articles at 
retail — you can legitimately go out 
after the business, solicit it personally ; 
you don't have to confine your efforts 
to the newspaper or the mail. 

Houses that need painting, houses 
that are planned or being built, houses 
that are being repaired and improved, 
all need paint. The wise dealer 
doesn't wait for the owners to come to 
him, he goes to them; and in doing 
so the more system he uses the bigger 
the results. 

A trial card system outfit, the 
*' tickler" plan, should be used by 
every paint dealer in following up the 
possible buyers. On April first he 
learns that John Jones expects to paint 
his house. He sends his outside man 
to call on him and learns that the 
painting will probably be done on 
May first. He also learns the name 
of the probable painters. The dealer 
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FIGURE n 

wants that order and doesn't mean to 
leave anything undone that will land 
it. He first tries to interest John 
Jones ; he next sees the painters ; he 
notifies the manufacturer of the paint 
he handles. But he can't risk the 
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order on the work of one day only, 
and so uses a card ( Figure I ) in his 
** tickler.*' 

After being properly filled out this 
card is filed ahead ten days or two 
weeks when the latter can again be 
acted upon according to the best 
judgment of the dealer — either with 
further calls by the outside man or by 
a letter or postal through the mail; 
then filed ahead again and again until 
the order is landed. It's the simple 
method so well known to all systematic 
manufacturers, but not often applied 
by the small retailer. 

With the order landed the reverse 
side of the card (Figure II) comes 
into play. Here is entered the amount 
of paint purchased, the colors used, 
the number of square feet of surface 
to be co\'ered, actual date of painting, 
total amount of bill, and name of 
j>ainter. The card is then alphabet- 
ically filed under the owner's name. 
It fom\s a record that will be of great 
value for future reference in many 
wa\^, as any paint dealer will readily 
revx>i:ni;e, 

\Unv dealers supplement this 
rec\>r\i by obtaining a photograph oi 
the hv>use ailer it is i^Ainied, Sxich 
phvHogmphs — they nee\i only be pbcw 
tOjirA;.^hs taken by a clerk — \\ mv>unted 
in a Nx>k» or m a irAme under ii'jLss, 
tuAke the l^esi ot exuienve to present 
tv* prv%^]y\"iu-e oustoi^.>er<;> A num^^r 



of dealers known to the writer have 
collections covering many years, each 
picture and its original bearing undis- 
puted evidence that the paint sold 
gives the right results. 

Another simple system, one that 
dovetails nicely with the card record, 
consists of a daily weather report 
covering the painting seasons. The 
successful application of good paint 
depends upon the condition of the 
surface and the state of the weather 
immediately before and during the 
painting. It is well, therefore, for the 
paint dealer to know just what the 
conditions were when the paint he sold 
was applied. By referring to the card 
record for the date of painting and to 
his weather report for the state of 
weather, he is in position at any time 
in the future to make positive state- 
ments regarding adverse {>ainting 
conditions. 

The paint denier who puts these 
systems into operation will soon find 
that they develop and amplify them- 
selves in ways that make them appli- 
cable to a great part of his business. 
He will soon be keeping his mailing 
list on cards, with a record below 
each name of the advertising that has 
been sent, whether by himself or the 
manufacturers to whom he famishes 
duplicate copies in sheet form. He 
may e>-en discard his old ledger sys- 
tem and substitute cards or loose leaf 
ledgers. 



PORTRAITS OF S- W. P. MAKERS. 

Mr, Hector M, Gordon, .Maaaser New East^nd DiTisioo. 

ho*- creat, will not raise him above 
tr;e >\ e', ofi the crowd. 

1: :s bv ibe oid route of industry 
ir^x'. T^rse^ierauce that Hector M. 
<.\.r.--v>T:, TTvarJurer oi the New England 
l*\::>\rr. o: tbe Company, traveled 
s«v^« \ b.:i s;:reh to the position he 
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occupies to-day. 

Born in Cambridge, Mass., early 
in life he imbibed the characteristic- 
ally high principles of life that have 
marked many of the men who have 
come out of New England. His 
training in youth was the kind that 
fitted him for a business career. 

Like so many more Sherwin- 
Williams' men, he began his business 
life at the very bottom, his first place 
being that of office boy, at the age of 
fifteen, in a dry goods commission 
house in Boston. Later he accepted 
the position of invoice clerk with the 
largest agricultural and mill supply 
house in the country. In 1891 he 
was appointed traveling representative 
tor the same concern covering the 
New England states, until 1897, when 
he resigned to enter the commission 
business for himself, his transactions 
extending over New England, New 
York, Pennsylvania, New Jersey, and 
Ohio. In November, 1899, he con- 
nected himself with the Company in 



the capacity of traveling representative 
in the Western Division, with head- 
quarters in Chicago. When the New 
England Division was established he 
was appointed to the position of man- 
ager because of his strong qualities as 
a business man and his understanding 
of New England trade requirements. 
Probably there is no manager in the 
Company who is so close personally 
to the trade in his division as Mr. 
Gordon. He has a wide personal 
acquaintance among his agents, is 
always closely in touch with their 
individual needs, and on account of 
his thorough training in New England, 
he understands exactly what is needed 
to develop the business of S.W.P. 
agents and the Company there. He has 
the additional advantage of having had 
both an office and a traveling exper- 
ience. He is therefore well equipped 
to meet the full requirements of his 
work and to render to each agent the 
best possible kind of service. He is 
very systematic. 
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S. W. p. ADVERTISERS. 

r. . .INHERE is no time of the year when good window and store displays 
ttn py of S W.P. pay so well as now. Right now is the painting time — the 
I II I time when it pays best to keep S.W.P. before the public constantly. 
^' ' " ^ The most successful S.W.P. agents are invariably great advocates 
of good window dressing — it's a line of advertising that brings back in results 
over and over again the very small investment in time and money it requires. 

On these pages we are reproducing a few notably good window and store 
displays made by S.W.P. agents. They are worthy of consideration. 



Too much stress cannot be placed upon 
the necessity of arranging the store display 
of S.W.P. in a manner that not only is 
convenient but that also shows up the goods 
in the most attractive way. Certainly 
there is no line that has such eye catching 
qualities as The Sherwin-Williams Paints 
and Varnishes. The cans are nicely la- 
beled and if properly arranged they are 
bound to make a most effective display. 

The paint rack used by S.W.P. Agent 
O. M. Spettipie, Honesdale, Pa., is one in 
which a maximum of room and effectiveness 
is gained. It looms up in the store in a 
way that attracts every purchaser and is as 
good a store advertisement of S.W. P. as 
could be made. 

The whole rack when filled will hold 



over 1400 gallons of paint. It is twenty- 
two feet long by twelve feet high. 

Simplicity is one of the foundation prin- 
ciples of g^d window dressing. The best 
windows are always those the details of 
which can be taken in at a glance. 

The Ryder Hardware Co. of Harriaburg 
and Steelton, Pa., have mastered the art <^ 
effective window dressing as will be read- 
ily seen by the reproduction of one of their 
very good displays shown on this page. 
The window was dressed by placing on one 
side a gallon can of a competing brand of 
paint, which by the way was short measure, 
inside of a gallon S.W.P. can, with the 
card: You can't put a gallon can insiJe 
of another gallon can^ neither can yu put 
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Paint rack of O. M. Spettigue, Honesdale, Pa. 
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Simple but good. Trimmed by TheT^yder 
Hdiue. Co. of Harrisburg and Steelton^ Pa. 

gallon of paint in a three quart can. 

IIS window was shown in a previous 
issue of The S.W.P., but it's good enough 
to illustrate again. 



a 

This 



We urge again upon all the agents the 
advisability of making attractive store and 
window displays at this time of the year. 
It's work that pays. 

We shall be glad to send to any agent 
who writes for it a copy of our booklet en- 
titled '* Store Windows.'' It illustrates a 
large number of good window displays, 
not only for paint, but for other lines as 
well, and will be found very helpful. 
Write for copy to-day. 

When you have an opinion, stick 
to it. Don't veer around like a 
weather vane driven by the variable 
winds of other people's ideas. Grit 
always commands respect^ and every 
one admires the man who maintains 
his opinion — who clings tenaciously to 
his ideas though he be opposed by a 
multitude. Pure grit is that element 
of character which enables a man to 
clutch his aim with an iron grip, and 
keep the needle of his purpose pointing 
to the star of his hope. Through 
sunshine and storm ^ through hurri- 
cane and tempest, through sleet and 
rain, with a leaky ship, with a crew 
in mutiny, it persei'eres; in fact, noth- 
ing but death can subdue it^ and it 
dies still struggling. 



THE COMPANY TO OPEN AN OFFICE IN LONDON. 



/'. ^-jXHE Company will open an 
ftn Pi office in London, Eng., this 
1 Li I ™o°'^' ^'^ order to widen 
^ ^ and strengthen the splendid 
connections we have at present in 
the British Isles and on Continential 
Europe. 

The office will be known as the head- 
quarters of the European Department, 
and will be under the management of 
Mr. W. S. Fallis, formerly traveling 
representative of the Company in The 
Maritime Provinces, Canada, and in 
Newfoundland. 

The opening of the London office 
is but another step in our plans for the 
greater extension of our business. 



Our trade in Europe, particularly 
in England, Ireland, France, and 
Germany, has been growing in a most 
encouraging way, and we feel that the 
time has come when we can more 
vigorously go after the foreign trade 
with every confidence in our ability to 
win the same success abroad that we 
have at home. Certainly if we are 
successful in securing the same high 
class of agents to carry the S.W.P. 
banner to the front in foreign lands as 
we have in the United States and 
Canada, it won't be long before the 
Sherwin-Williams Paints will cover 
the earth in larger quantities than 
ever before. 
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MORE KOPAL AND EXCELLO TESTIMONIALS. 
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VERY mail is bringing in good testimonials from the painters on 
Kopal and Excello. Here is a bunch of good ones received 
since our last issue. 



Austin^ Tex. I have tested the sample of Excello 
Varnish and find that it docs everything you claim. 
It works easily, flows well and dries hard and evenly. 
Ed. Baumam. 

Delaware, O. I have tested the sample of Ropal 
Varnish and find that it is as good if not better than 
it was recommended to me. I find it smooth and an 
easy flower and it has a very good body. I am 
pleased with it. I am Very respectfully yours, 
T. A. Jamison. 

BetUville, O Excello is very pale and drys 
auickly. Thus it leaves virtually the whole body on 
the surface. It's an excellent interior finish. It is 
all that is claimed, and more too J. E. Bronker. 

!ola. Wis. 1 received your sample of Kopal 
Varnish from your agency here and 1 have tested it 
and find it the finest varnish I have ever used; so 1 
for my part am going to use the Kopal and thank 
you ever so much for the sample. Yours very truly. 

Ole Olsbn. 

Cleveland, O. Excello is far superior to any 
varnish I have ever used: it spreads easy and retains 
a fine ^loss. I can highly recommend it to others. 
Thanking you for your courtesy I remain 
Yours truly, 

Jambs McCakthar. 

Lincoln, Me. I have tested the sample of Kopal 
varnish and find it a good, reliable, every day var- 
nish, suitable for front doors, boats, etc., where a good 
firm varnish is required. Yours for business, 

Gko. L. Edwards. 

Richmond, Va. 1 have tested the sample ot 
Excello Varnish and find it is a very good varnish. 
1 have no fault to find with it. It dries all right and I 
believe it will come up to all you claim for it. 1 am 
pleased with the sample and shall use more of it. 

C. L. Drew. 

Arlington, Mass As regards Kopal, without 
doubt it is as you represent it. I had occasion to 
test it as regards its standing water spots and found 
it the best I have used : it also works easy, has a 
good body and splendid gloss. 

Jamks E. Forrest. 

Franklin, Ky. I have tried Excello and found it 
all C). K. I gave it a thorough trial and it is the best 

r}lishing varnish 1 have ever used, and will use it. 
thank you for the pint you gave me. I have tried 
some of your colors and like them belter than any 
1 ever used. Many thanks for the varnish. 

Lbland Stanford. 

Rosehurg^ Oregon. Kopal is and excellent varn- 
ish. I can t find any fault as it gave me the very 
best results. I shall use it and can recommend it. 

C S. Law. 



Austin, Tex. Excello is just the varnish, not onl> 
for inside but for outside use as well. I used it 
carefully and it dried in about s hours both inside 
and outside. In 14 hours it was as hard as a rock. 
My customers were well pleased with it and they 
want nothing else but Excello. I shall soon send 
you an order. All my fellow painters say the same. 

C. R. WiNKl.KR. 

Coudertporl, Pa. I have tested the sample of 
Kopal Varnish and think it is sure to please one who 
wants a first rate good article and I would recom- 
mend it as one of the best that I have ever tried. 
Will say if one wants a fine job of varnishing done, 
get Kopal. Yours tailv, 

C. c;.' Witter. 

Geneva. N. Y. I have tested the sample 01 
Excello Varnish and find it to be an excellent 
varnish. It spreads freely and leaves a nice smooth 
surface and also a beautiful gloss. I can recommend 
it ver>' highly. Yours trtilv. 

J.T. Opdykk. 

Paw Paw, Mich. 1 used Kopal on outside doors 
and it works as you stated it would — gi es a nice 
gloss and good body only one coat — it works nicely 
under the brush. Is O. K. so far as tested. 

J. M. Caleb. 

Buffalo, A', y. I have tested the sample oJ 
Kopal Varnish and i find it a perfect varnish. I am 
usin^ it for all inside work and out. It is a peHeci 
flowing varnish. Sets hard and retains a good gloss 
I use It for carriage work and. gives the l>cst satis- 
faction. In short I want nothing better. I am still 
using it. Send anyone to me and I will tell them 
about it. H. I'mfrbvillk. 

Carey, O. The free sample of Kopal Varnish that 
vour agent furnished me was (). K., but must say 
that it is no stranger to me as I have used it for 
several years and can say it is second to none. This 
spring I have varnished tour fine residences with it, 
one of them being the banker's home, Bert Kem- 
merly. and expect to use it for all our good work. 
Thanking xni for past tavor I am Yours trulv. 
Wm. McKmB.jR 

Flanagan, III. I have tested the sample of 
Excello V.trnish and I must say I fbund the varnish 
just as you recommended it. I can make a ver>' fine 
finish with one i oat. 1 must say it is much l>etter 
than any I bought at the price you are selling at. 
Equal to any #4.00 varnish. C. E. Gingrich. 

CosheUy Jnd. I have tested the sample ol Kopal 
Varnish and find from experience it spreads farther 
than any I have used in 16 years. It works Utt 
and easy and gives wonderfully handsome 
finish and fine gloss. I intend to use Kopal from 
now on. I). T. Wert. 

207 Water St. 



You could not present better talking points to the painter in your town 
in favor of Kopal and Excello than the abiwc — use them. 
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WHY THE FALL 
15 A GOOD PAINT- 
ING TIME. 



FOR A BIG FALL BUSINESS. 

A brief outline of some of the plans we are putting into execution to nnake 
the conning fall season a big one. 

^ ANY property owners, painters, and dealers have the idea that 
the fall is not a particularly goqd painting time. That is a 
mistaken idea. There is no better time of the year for general 
outside and inside painting than the fall. 

The weather is usually more settled in the fall than in the 
spring, and one does ^ot have to 
contend with the moisture that is in a building 
after the winter snows and spring rains. Another 
reason, there are no gnats and flies to stick to the 
freshly painted surface. Then, too, after the har- 
vest, the farmer and the town property owner usually 
have more money to spend and are more likely 

to be inclined to spend it in painting their property. 
Last fall we took these things into considera- 
tion and organized a special order-getting cam- 
paign. It included a series of strongly written 
letters and other advertising sent through the 
mails to the property owners, calling their atten- 
tion to the value of the fall as a painting time. 
\Ve were so successful in making the season 
a good one — making it most profitable to S.W.P. agents — that we are going to 
do more extensive work this fall — we are going to try to make the season 
bigger and more profitable — for you and for us — 
than any previous season. 

We have laid our plans most carefully. Our 
strongest work will of course have to be done on 
the property owner. We must bring to his atten- 
tion the full value of the fall as a painting time — 

we must let him know that it is to his interest to 

protect his property 

with S. W. P. before the winter sets in. 

We wish therefore to secure now the greatest 
possible number of names of property owners in 
your locality who put off painting this spring and 
who might be induced to paint this fall. We 
want, too, the names of those persons whom you 
know are going to paint or whose property is in 



OUR 


SUCCESS IN 


INCREASi N Q | 


S. W. 


P SALES 


LAST 


FALL. 



OUR PLANS FOR 
INCREASING BUSI- 
NESS THIS SEA- 
SON. 



PRINCIPAL 


WORK 


TO BE ON 


PROP- 


ERTY OWNERS. | 


USE THE 


BLANK 


TODAY. 





Digitized by CjOOQIC 



I02 



THE S. W. P. 



THE PAINTER AS 
A FACTOR IN DE- 
VELOPING FALL 
BUSINESS. 



such CDndition that it ought to be painted. We are inclosing with this issue 
of The S.W.P. a special fall ** prospective orders" blank, so you may con- 
veniently list the names and mail them to us very soon. To each person 
whose name you send we shall begin, on August 15th, a series of very strong 
typewritten letters and other advertising pointing out the advantages of paint- 
ing during fall. We wish you to send us the names nozu, because we want to 
map out carefully the special helps that you will require in your locality. 
There must be no failures this fall — we are determined that each and every 
S. W. P. agent shall share in the full benefits of the vigorous campaign we are 
going to wage. 

In order to be doubly sure that our work will 
be successful we must also interest the painter. 
We want the man who is a supporter of S. W. P. 
and S. W. V. to share with us in the profits that 
will accrue if we all work together to get big busi- 
ness this fall. You will notice that we have pro- 
vided a special space on the ''prospective orders" 
blank so you may list the names of the painters in your locality who are users 
of S.W.P. and S.W.V. To each painter whose name you send us we shall 
mail a special circular telling what we are doing to stimulate the demand for 
fall painting and calling to his attention the advantages of working with you 
in securing the names of prospective paint consumers in your locality. The 
greater the demand for paint the more work the painter will get to do, and if 
he is made acquainted with our plans for booming the fall as a painting time, 
he will surely work with you. Be sure, therefore, to send us the names of 

the painters. 

We have many other good methods for in- 
creasing your fall trade that will be explained to 
you later on. Watch carefully every letter you 
receive from us from now on and take full ad- 
vantage of the helps that will be extended to you. 
If you do, you will enjoy a most satisfactory sea- 
son and will close the year with a handsome 
balance on the profit side of your paint ledger. 

A big fall business is what we are after. Send in your blank today. 



WATCH THE LET- 
TERS WE WRITE 
YOU FROM NOW 
ON. 
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S. W. p. ADVERTISERS. 

tOOD newspaper advertising is becoming more and more a factor in 
the development of the business of S. W. P. agents. We have 
watched closely the growth of some of our most successful agents, 
and find that in nearly every instance, newspaper advertising has 
played a most conspicuous part in their advancement. 

Daring the past month we have received copies of some particularly good 
"ads." If we had the space, we should reproduce all of them. As it is we 
shall simply quote some of the phrases and paragraphs used. 

By Ankeny & Harris, Corning, loiva. 

Pure linseed oil and pure white lead 
properly mixed with a little oxide of zinc 
make the best paint. You can buy these 
ingredients separately and mix them by 
hand, but they will cost you more money 
and will not be mixed so well or ground so 
fine as in The Sherwin-Williams Paint. 
It's a pure linseed oil, lead, and zinc paint. 

By Hamp Williams, Hot Springs, Ark, 
These *were used as ''locals.'' 
In the city of Mexico, 2000 miles from 
here, Hamp Williams saw houses painted 
with The Sherwin-Williams Paint. 



In the dry and windy deserts of the ex- 
treme west, where pamt is subjected to 
the severest tests, houses are painted with 
The Sherwin-Williams Paint and look 
well for years. Hamp Williams, agent. 

By fFilliam Rust & Son, New Brunsivick, 
N.J. 
Low prices do not indicate cheapness — 
usually the lowest priced paint is the most 
expensive in the end. 



By Da Lee Johnson Hardvjare Co., Fitz- 
gerald, Ga. 

During the last four months 1300 gallons 
of S.W.P. have been used in Fitzgerald 
and vicinity. Why? Because S.W.P. 
is a pure lead, zinc, and linseed oil paint. 
Because it covers more surface than other 
paints. Because it does not chalk or rub 
off. Because of its high gloss and durabil- 
ity. Because it looks best, wears longest, 
and gives best protection. 

By The Laojurence Paint Co., *Bingham- 
ton, N. r. 

The only true test of a paint is time. 
Time tells how it wears and how it looks. 
The Sherwin-Williams Paint has stood the 
test of time in all sorts of climates and under 
the most trying conditions. 



No one ever regretted using good paint. 
Good paint gives satisfaction through easy 
working qualities, good covering capacity, 
^ood appearance and long wear. S.W.P. 
is good paint. 



Paint made to wear cannot be sold at as 
low a pi ice as paint made to sell at a low 
price. 

The reason that S. W. P. is better than 
hand mixed paint made of equally good 
materials is that it is mixed more thorough- 
ly by improved machinery than can 
possibly be done with a stick by hand. This 
mixing incorporates the ingredients thor- 
oughly and makes the paint smoother, 
more beautiful, and more durable. 



It's easy enough to say a paint is good, 
but no honorable paint dealer will do so 
unless he knoius he is telling the truth. We 
knoiv The Sherwin-Williams Paint is good 
because we investigated it fully before we 
placed it in stock. It's been on the mar- 
ket for over thirty-five years — it has given 
satisfaction and has been increasing in pop- 
ularity during those years. 



The extra cost of the best paint only 
adds very little to the cost of the entire job* 



There are plenty of men who can 
do * 'pretty well", but the man who 
can do his work right up to the handle 
is the man who is in demand. — 
President Roosevelt, 
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THE FLOOD AT KANSAS CITY. 




^O pen could properly de- 
scribe the flood which 
swept over "the bottoms" 
in Kansas City, June ist. 
The situation in regard to the destruc- 
tion of property was much worse than 
had been reported. The loss of life, 
however, has been much overesti- 
mated. That it was not greater 
is due only to the heroism and in- 



a slight conception of the force of the 
waters; they were taken five days 
after the flood began to recede. 

Kansas City is very hilly in forma- 
tion. The residential and retail dis- 
tricts are built on a bluff, while the 
wholesale, jobbing, and railroad cen- 
tres and the public service corpora- 
tions, water works, electric light, and 
street railway companies are located 




Company Headquarters^ Kansas City^ Mo. The bigb 
luater mark is plainly sboivn. The shipping platform 
ivhicb ivas located at the right side of the buildtng <was 
entirely lAiasbed aiuay. 



domitable will and courage of the 
citizens of the city. 

During the earlier stages of the 
flood when the current was running 
so swiftly as to make the risk of 
venturing on the water very hazar- 
dous, men risked their lives in boats 
and hastily improvised skiffs, work- 
ing night and day to rescue those 
whose homes were surrounded, and 
which stood in danger of floating 
down the stream to sure destruction. 

The accompanying photographs give 



down in the bottom lands close to the 
Kaw and Missouri rivers. It was 
this district that had to stand the full 
force of the flood, and suffered most. 
As was reported in the news- 
papers, the flood was started 8 o'clock 
Sunday morning, June ist, by the 
Kaw river overflowing its banks. At 
eleven o'clock the same morning the 
water had risen waist high in the 
streets and continued to rise steadily 
until it reached a twelve foot mark 
the following Wednesday evening. 
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when it began to recede with a cur- 
rent running twenty miles an hour 
and at times more. 

The Company's building was in the 
middle of the flooded district. The 
picture illustrating the building shows 
plainly the height the waters attained. 
The shipping floor and the basement 
were entirely inundated. Our actual 
property loss was practically nothing, 
and the damage to the stock extended 
no further than the labels on the cans. 

Happily the offices were located 
on the second floor so that all the 
sales records and papers were not 
touched. We were extremely for- 
tunate in this respect as ours was 
one of the very f6w of)ices saved, 
most of them, including the branches 
of the up-town banks, having had 
their records entirely destroyed. This 
is one of the principal reasons why we 
were able to resume business so quickly. 

We were not able to reach our 
building until June 4th, and then 
only through the aid 
of boats. No time 
was lost in getting 
the building into con- 
dition. A force of 
workmen was imme- 
diately employed to 
clean away the mud 
and straighten things 
generally . Packages 
were promptly re- 
labeled and it wasn't 
very long before the 
old routine was fully 
re-established. Dur- 
ing the flood tempo- 
rary offices were main- 
tained in Parlor **T" 
of the Midland Hotel, 
and all correspon- 
dence promptly 
handled. 

As far as we are 



concerned the flood had no serious 
effect on our ability to handle our 
business with promptness. Our fa- 
cilities at Chicago enabled us to take 
care of orders in the usual way. 

' Kansas City will come out of the 
catastrophe which has overtaken it, 
stronger and with greater confidence 
in its own resources. There is no 
city in the union more public spirited, 
none with the same fighting and 
buoyant spirit. With its business 
district damaged to the extent of 
millions, with its water, electric light, 
gas, and street car service practically 
crippled, it faced the situation with 
calmness, determined that nothing 
should stand in the way of the splendid 
progress it has been making. There 
need be no fear of its ability to take 
care of itself. After all is over it will 
be found forging to the front with its 
old time vigor — rebuilding its wrecked 
enterprises and making more rapid 
headway in commercial growth. 




Looking east from the Company^ s building — Adjacent to our 
structure luere some nuooden buildings; they luere entirely 
demolished, the ruins being carried out into mid-stream. 
The building shotun on the right is the nvholesale grocery 
house of Seavey & Florsbeim ^ the rear offwhich ivas carved in. 
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OUR PLANS FOR 



I f^y sider very carefully definite 
j [ if plans for increasing the sale 
i of our products. Our entire 
advertising and selling organization is 
reviewed, a plan of campaign decided 
upon, and action taken to improve our 
position in the paint and varnish in- 
dustry. 

The meeting this year was held in 
Cleveland from June i6th to June 
20th. Many new ideas for the better- 
ment of our advertising system and 
our organization as a whole were sug- 
gested and adopted. The position 
that the S. W. P. agents hold in the 
paint business was thoroughly dis- 
cussed and many definite plans made 
to K^vc them more help and better 
help during 1904 to increase their 
lead over competitors. 

Our present policy of giving to one 
repreMentative merchant in a locality 
the exclusive agency for S. W. P. was 
heartily endorsed. It was the con- 



1904. 

sensus of opinion that it is the right 
policy and that the best interest of the 
agent and ourselves are conserved by 
strict adherence to it. We shall con- 
tinue to safeguard each individual 
agency, and shall put forth stronger 
efforts to strengthen the position of 
each agent. 

It is by planning carefully ahead of 
time for each year's work that we 
keep ahead. A well defined policy 
is absolutely necessary to the success 
of business ; it is well to have an aim 
before you — ^to know what you are 
working for and then to work for it. 

Every S. W. P. agent, no matter 
how small his business, ought to plan 
ahead for each year. The summer, 
during the dull months, when you 
have the time to go thoroughly into 
details of your business, is a good 
time to do it. 

**Plan your work and work your 
plan. • 



AN EXPLANATION. 




.JlHIS issue of TheS.W.P. has 
" been delayed purposely in 
order that we might make 
more effective the special 
KmII (*urn|>aign, upon which we are 
now rnlrring. 

Ihn (ttil Nc^ttMon is a short one, but 
ffi\ iirr Miffiing to make it an exception- 
Mlly I'll**/ <^'*'' profitable one. In 
jiMl"f **' 'I'* *'* **"^ ^^ accomplish in 
full (h^ rrtmltii wc are after, we must 
|i«^f» Mi*^ (ii nfK'-'^i r<« operation of each 
llldht^liMl (ij^rnt. Wc feel that the 
llfll ifrtV *^i oliliiiu W i» to place before 
\m m\mt*\i rtMil .»i I he right time the 
IlIMM *'( »*^' M*^ii{'^'iKn. That's why 
^ti«i t^fr ^'•■<'*' *^*** ^^**^ published on 
yk^ ni*l *'' f'^** munxU an usual. 



The August and September num- 
bers of the magazine will give in 
greater detail the plans we have 
mapped out for the fall campaign. 
Watch for those issues and read them 
with care and be prepared to carry 
out the suggestions they will contain. 

A Big Fall business is what we are 
after. 

I pity no man because he has to 
work. If he is worth his salt, he will 
work. I envy the man who has a 
work worth doing and does it well. 
It is the fact of doing the work well 
that counts, not the kind of work, as 
long as that work is honorable. — 
President Roosevelt. 
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HE man who has stood at the 
helm of the Pacific Division 
of the Company, with head- 
quarters in San Francisco, 
since its foundation in 1899, is Mr. 
Alex Sclater. There is probably no 
division of the Company's organiza- 
tion that has made such rapid head- 
way in so short a space of time as the 
Pacific, and to the energy and progress- 
iveness of Mr. Sclater much of the 
success of the Division is due. 

Mr. Sclater is a young man who 
early in life was trained in the school 
of hard work and who through the 
various grades of his promotion gave 
his employers the best he had 
in him. He rose from the ranks 
through the force of earnest effort and 
a worthy ambition to stand at the top. 
His entry into business life was 
made in Port of Spain, Trinidad, 
B. W. I., where he was employed 



by his cousin, wno was extensively 
engaged there in the dry goods bus- 
iness. His first position was in the 
checking and parcel department, from 
which he rose through the several 
departments to the post of assistant 
manager. 

Just at this time, when he was on 
the point of reaping the reward of his 
earlier efforts, he was stricken with 
yellow fever and on recuperation went 
to Canada to seek a colder climate in 
order to regain his health fully. 
Later he went back to Trinidad but 
soon learned that it was not the cli- 
mate best suited to him, so he returned 
to Montreal, the place of his birth, 
entering the service of a wholesale 
millinery house as clerk in the ware- 
house. On a vacancy occurring in 
the office he was promoted to the 
position of corresponding clerk, 
which he held until his resignation 
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two years later, to solicit life insur- 
ance. 

He soon saw that he would not like 
the insaiance business as his life's 
work, so turned his eyes to the road, 
believing that commercial traveling 
offered the greatest opportunities for 
advancement. In 1888 he became 
connected with a paint and varnish 
establishment in Montreal, covering 
practically the entire Dominion of 
Canada. In 1895 ^^ associated him- 
self with The Walter H. Cottingham 
Co., Montreal, breaking virgin soO 
forS.W.P. It was work that suited 
him exactly ; always a believer in high 
quality and truthfulness in selling 
goods, he was able to go out with full 
confidence in S.W.P. helping to pave 
the way for the great sale the paint 
DOW enjoys in Canada. 



When The Walter H. Cottingham 
Co. was incorporated with our 
own Company, Mr. Sclater was found in 
the foremost ranks, and on the open- 
ing of our Toronto Depot, he was 
made manager of it, in addition 
traveling over a limited territory. In 
December 1 899 he was appointed to the 
managership of the Pacific Division. 

Mr. Sclater's experience both as an 
office and traveling man well qualify 
him for his present position . He under- 
stands the paint business thoroughly 
and is closely in touch with the require- 
ments of the western states. Person- 
ally he is a man of the highest moral 
character, is earnest and sincere. 

During Mr. Sclater's regime depots 
at Los Angeles and San Diego have 
been add^ to our Pacific Division 
facilities. 




/>//' K tins lis Cify F/ooJ. 
Rrnr of Sravrv ^ Vhrsham huiUintr—ff'hrn the flood was at its 
hfiy^ht, a trft n^rrnfnr tar <iv*is curried by the current from the 
ftJj.nrnt trmk ttn.i J^ahrJ 4c*"»*' the building, knocking off the 
tnrnrr; nnuihn tttr im'nfJtittrly toJIo-iving tvas hurled against the 
tcntft nf thi' huiUin\^, tntnpUtim^ the destruction. 
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WINDOW CARD SUGGESTIONS. 

To be written with blue pencil on wrapping paper 
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SUCCESSFUL S.W.P. 

i AGENCIES. 4' 

Qeo D. Parmele, Rochester, Minn. 




LDVERTISING methods are 
but the superstructure of 
an industry. It the foun- 
dation — the stock carried — 
be wanting, all the efforts of agents 
and advertisers can avail little. Only 
a worthy product can build up lasting 
demand and inspire that confidence 
in his goods which is the first asset of 
a prosperous agent. And such faith 
must be something more than mere 
blind prejudice. The experience of 
Geo. D. Parmele, Rochester, Minn., 
well illustrates what confidence based 
on merit can accomplish. 

Mr. Parmele can say nothing too 
good for S.W.P. Moreover, he is in 



position to speak so with weight. 
Before taking the agency for S.W.P. 
he passed through the diflliculties of 
many others who have vainly en- 
deavored to build up a paint trade on 
an inferior line of goods. Low-grude 
paints may sell for a time, but when 
the sun and rain beat upon them the 
dealer must answer. The several 
brands with which Mr. Parmele ex- 
perimented yielded short-lived profit 
and poor satisfaction. He was ready 
to give up, since each trial was an ill- 
paying venture. Firm in the belief 
that good paint would solve the 
difficulty, however, and that good 
paint somewhere existed, he investi- 




Siore of Geo, D, Parmele, shoiuing 7inndow devoted to S, W, P, 
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gated the mat- 
ter thoroughly. 
After careful 
inquiry he 
concluded that 
if he was to be 
successful with 
any paint, that 
paint was 
S. W. P. He 
placed a few 
Sherwin - Wil- 
liams Products 
upon his shel- 
ves and gave 
them Sherwin- 
Williams a d - 
vertising. In- 
terest in paint 
seemed at once 
to pick up, 
and the stock 




5. W. P. in Geo. D. Parmele*5 Store. 



was made heavier. The sales and 
demand continued to grow, with the 
result that Mr. Parmele finally 
ordered a full Sherwin-Williams 
line. To this latter fact he attributes 
no little of the popularity which the 
paints have won and maintained. 

Mr. Parmele 's perseverance and 
confidence have made S. W. P. pre- 
dominant in Rochester and its vicinity. 
Not only as a popular paint has it 
come into favor, but through the 
efforts of Mr. Parmele many of the 
painters have grown to be ardent sup- 
porters of Sherwin-Williams goods. 
Such an accomplishment shows tact, 
to say nothing of honest material and 
faith in it. 

Mr. Parmele is one of those who 
aim at satisfaction as well as sales. 
He is an S-W. man through and 
through — is enterprising, persistent, 
liberal. He makes less of his large 
paint trade than he does of the fact 
that he has never received a legitimate 



complaint against S.W. P. Such men 
as he mirror the spirit of the Company 
and further that substantial growth 
which makes it possible for us to ex- 
tend the good name of S.W.P. 

**We have the faith," he says, *'to 
recommend the goods for every pur- 
pose, and by keeping up the assort- 
ment and giving it a prominent place 
we find the rest easy." ''A full line" 
is one of Mr. Parmele's watchwords. 
Those who have such faith and em- 
ploy such methods can well afford to 
leave bombast and extravagance to 
competitors. 

Mr. Parmele holds good paint and 
good advertising mainly responsible 
for the favor with which S. W. P. 
has been received. He has eag- 
erly co-operated in our plans, using 
both mail and newspaper methods. 
His work has done much to make our 
efforts fruitful in his community. He 
appreciates the privilege of carrying 
an exclusive agency that is exclusive. 
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PAINT AND VARNISH PROBLEMS. 

A department for the discussion and elucidation of the problems that may 
be encountered in your paint department. 
AINT and Varnish Problems over the knotty places. 




is the title of a new depart- 
ment to be maintained reg- 
ularly hereafter in The 
S. W. P. 

We are creating this new depart- 
ment because of the many questions 
asked us by S.W.P. agents and others 
relative to paint problems. We wish 
it to be just as helpful to you as possible. 
It shall be our aim to discuss in it 
intelligently and practically every paint 
and varnish problem that may be 
brought to our attention — to help you 



We ask each S. W. P. agent and 
clerk to feel free to use Paint and 
Varnish Problems for his special 
benefit. Consider that it is your 
information bureau; ask as many 
questions as you choose and as often 
as you choose. 

If there is any information you wish 
relating to the sale or advertising, 
application or wear of paint and 
varnish; if there are any points you 
wish enlightenment on, ask — ^you will 
be answered in Paint Problems. 



A FEW SUMMER SUGGESTIONS. 




In all matter*, before beginning, a diligent pre- 
pa ration s houjd be made. — Cicero.' 

^F nothing is the above quo- 
tation more true than of 
business. No man succeeds 
in business without carefully 
laying his plans, without preparation 
for the battles ahead. 

The summer season is essentially a 
time of preparation in the paint bus- 
iness. It is the time to study the full 
rescources of your field, to get ac- 
quainted with the paintable property 
in your locality, to map out the fall 
campaign. You can employ this 
summer to good advantage by doing 
some of the following things : 

Buy a note book and use it as a 
*' prospective orders" book — Better 
still use the cards illustrated on pages 
94 and 95 of the S.W.P. for July. 

List in the book or on the cards the 
names of those property owners who 
put off painting this spring; also 
those who are going to paint and 
those whose property needs painting. 
Send the names to us to-day. 

Are there any '*hard nuts" in your 
territory? Visit with them occasion- 



ally during the summer. Get on their 
"good side" now — ^it will be easier 
to land the order later on. 

Line up the obstinate painters now 
— they have time to listen to you in 
the hot weather. 

Tighten your hold on the painters 
you have working with you. Tell 
them something of our special fall 
campaign, and send us their names 
so we can get after them, too. 

How many jobs did you lose this 
spring? Why did you lose them? 
Find out, and then strengthen your 
line of arguments, so you'll be better 
able to win next time. 

Is there any of our advertising l)ring 
under your counters ? Dig it out now, 
and read the riot act to your clerks 
for not using it before. 

What colors of S. W. P. sold best 
this past season? Place an extra 
quantity of them in stock for the fall. 

Summer time is store cleaning time. 
Brighten your store now inside and 
outside with a coat of S.W.P. 

Go after the schools and public 
institutions and let us help you. 



Digitized by CjOOQIC 



THE i. W. P. 113 

PAINT AND VARNISH ADS FOR BUSY AGENTS. 

Some suggestions for good "copy" to be turned over to the printer. They 
can be adapted to any style of display desired. 



PMIMT ECONOttY. 

One of the best painting authorities 
in the world says that paint economy 
is the sum total of the cost of the 
material and its application ^ difvided 
by the number of times yau ha've to 
repaint in a gfven term of years, 

S. W. P. 
gives that sort of economy always. 
You'll find also that the cost of 
material and application figures out 
best with 8,>N,P, Color card free. 



GOOD VARNISHES 

depend upon three things : good materials, 
proper appliance! and skill in making 

The SHEnynm-VitLUAMB Varni8he8 

are made from carefully selected gums, 
pure spirits turpentine, pure linseed oil, 
and the best varnish dryer. The kettles, 
filters, storage tanks, etc., used in manu- 
facturing them are the lateKt and best. 
The men who make them have gained 
their skill through years and years of 
varnish making. 8. W. \/ ./« Qood Always. 



SIX BIG VARNISH for the practical 
SPECIALTIES painter made by 

The 8herwiN'William8 Co, 

KOPAL—A perfect varnish for general 
use both inside and outside. 

ExCEUO-A varnish leader for inside 
use. 

HaB'NOT — A durable floor varnish. 

DURABU Spar VarmiBH — For severe 
outside exposure. 

DRY-O-MITE-Tht master painters'dryer. 

Shellacine—A specialty for first coat- 
ing (floors excepted.) 

The Six Big Specialties will 
do good work for you. 



PAINT HARMONY. 

If you are at all in doubt about the 
harmonious combination of paint for 
your building, let ut help you. 

The SherwiN'W ILL! Ants Co,, makers 
of 8. W.P., have a department for furn- 
ishing good combinations free of 
charge. 

Let us send a photoeraph or arch- 
itect's drawing to them for you. 
They'll send back three correct color 
combinations for you to choose from. 

This won't bind you to use their 
paint. 



PAINT QUALITY. 

The quality of paint is the most 
important consideration when you're 
buying. 

Is the paint good ? 

Will It wear well? 

Will it hold its gloss? 

Will it protect the building for the 
longest term of years and look well 
while it lasts? 

These are the questions to ask first in 
buying paint. If you ask them about 

The Sherwin-Williams Paint 
we'll say ''YES." 



FOR GOOD RESULTS 

on all interior finishing and general 
varnishing about the house use 

EXCEL LO 

made by THE ShERWIN-WiLLIAMS CO. 

It's superior to hard oil finish. 

It's very transparent and can be 
used on the finest and most delicately 
grained woods. 

It flows out evenly and well. 

It doesn't scratch or mar easily. 

It is what it's name implies — 
Excellent — most excellent. 
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TRUTHFULNESS AS A FORCE IN BUSINESS. 

Taken from a booklet published by Hart, Schaffner & Marx, Clothing 
Manufacturers, Chicago. 




|T is a commonly accepted and 
vital principle of good busi- 
ness that it pays to tell the 
truth ; like honesty, truth- 
fulness is held to be the best policy. 
Now and then you find a man who 
seems to think he can prove the op- 
posite ; but he can't, and you know 
he can't ; before long he knows it, too. 

The trouble with such men is usually 
not so much defective morals as de- 
fective eyesight; they can't see be- 
yond the immediate transaction in 
hand ; the present profit to be made 
dazzles and blinds them to every pos- 
sible future advantage; "the best 
policy" with them is "anything to 
make a sale." They're not neces- 
sarily bad men; they simply don't 
see clearly; that's all. 

It is very short sighted, of course^ 
and we may find it hard to excuse ; 
but it isn't hard to understand. It 
comes of a failing, unfortunately too 
common among business men — an in- 
ability to distinguish clearly between 
principle and policy, and maybe an 
unwillingness to choose resolutely be- 
tween them when they appear to point 
in different directions. 

This refers only to those cases 
where principle and policy meet, as 
they always do meet when truth-telling 
is concerned. There are many ques- 
tions of business policy which do not 
involves question of principle. 

If principle is involved, it is always 
good policy to follow it ; and the best 
and easiest way to determine the wis- 
dom of any policy is to find some 
principle by which to test it, and go 
by that. Because policy may, and 
often does, vary from day to day; 
good policy to-day, bad to-morrow; 



principle never changes; the same 
day after day. 

Which brings us to this : That the 
wise old proverb, " Honesty," — 
truthfulness is honesty in words — "is 
the true policy," is not so very wise 
after all ; in one sense it is almost a 
contradiction of terms. Indeed, we 
might say that that truthfulness which is 
merely policy is really not the highest 
form of truthfulness ; not because it is 
a policy, but because it is nothing 
more. A man who tells the truth to- 
day from. policy, miy lie to-morrow 
from what seems policy; bad eye- 
sight. Truthfulness as a principle is 
always the best policy. 

Thomas Carlyle wrote: "In fact, 
if a man has any purpose reaching 
beyond the hour and the day, meant 
to be extant next day, what good can 
it ever be to promulgate lies? The 
lies are found out ; ruinous penalty is 
exacted for them. No man will be- 
lieve the liar the next time, even 
when it is of the last importance that 
he be believed. The old cry ot Wolf ! 
A lie is w^-thing ; you cannot of noth- 
ing make something ; you make noth- 
ing at last and lose your labor into 
the bargain." 

In a word, truthfulness, in its full 
meaning is more than a force in busi- 
ness ; it is the force. Because it in- 
volves the fundamental idea under- 
lying all business. Let us state the 
idea briefly and think about it a little. 

"The vigor and size of your busi- 
ness depend on what people believe 
about you and your goods ; sooner or 
later they are certain to find out and 
believe the truth about both." 

There are not many men in busi- 
ness who would deliberately and pci- 
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sonally lie about their goods and 
methods ; we don't know one. But 
there are some, we suppose, who are 
not as careful as they might be in the 
use of certain common and conveni- 
ent forms of misrepresentation. 

There are undoubtedly some mer- 
chants, who wouldn't think of telling 
lies themselves about their business, 
but who are not so particular about 
having merchandise that lies for them ; 
goods that seem to be what they are 
not. There are merchants who would 
resent an intimation that they are un- 
truthful, but who find it easy to allow 
a fluent advertising man to stretch the 
limits of exaggeration, more intent on 
pleasing his employer's fancy than on 
giving his employer's customers such 
honest facts as they are entitled to 
have ; merchants who permit or even 
encourage an artist to show, in a pic- 
ture of the goods to be sold, a perfec- 
tion which does not exist. 

It is possible to go on with this sub- 
ject almost indefinitely ; it is a long 
theme, and concerns the very heart 
of business. But it all comes to this : 
That the real spring of business suc- 
cess lies in the business spirit and 



personality of the man or men who 
constitute the business. 

Truthfulness as a principle of busi- 
ness finds its expression in good mer- 
chandise first of all; a man who is 
really truthful cannot make or sell 
lying goods. Truthfulness finds its 
expression in what is said about goods 
in advertisements ; it communicates 
itself to clerks and salesmen, so that they 
become as much interested in seeing 
that a customer knows the facts that 
he is entitled to know about the 
goods, as in seeing that he buys them. 

The main idea in a business founded 
on truthfulness, from employer to last 
and least employee is, and should be 
this: '^It is more important to see 
that you get what you want and ought 
to have, than to make a sale; we 
want your confidence rather than your 
money." 

And so it comes at last to this: 
That getting a man's confidence is 
the surest way to get his money ; that 
holding that confidence is the only 
way to keep on getting his money; 
and last and greatest of all ; that the 
only royal road to a man's confidence 
is to deserve it ; there is no other. 




The Kansas City Flood. Missouri River, looking from L Road Viaduct, Kansas City. 
Photograph taken June 2nd, luhen the flood *was at its height. 
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PLAIN FACTS. 



A neglected opportunity never calls 
again. 

In the realms of the blind the one- 
eyed men are kings. 

Worry is the interest mankind pays 
on the debt of nature. 

He who has never been dissatisfied 
can never be contented. 

It's an easy matter to rush things 
when the grade is down hill. 

You should never go snipe shooting 
when there are bears in sight. 

*'The greatest room in the world 
is the room for improvement." 

*'In business the way to get to the 
top is first to get to the bottom." 

A living dog is better than a dead 
lion — if it's the right kind of a dog. 

Much of the charity that begins at 
home is too feeble to get next door. 

A drowning man will catch at 
straws — still he might prefer a plank. 



Others may sometimes be educated, 
but sign painters are always men of 
letters. 

It takes nine tailors to make a roan 
— but even then some men seem to be 
misfits. 

If we could only sell the advice we 
give away, it would keep us busy 
looking after our income. 

Probably the worst thing about the 
wisdom that age brings is the short 
time we have left to use it. 

'^A good advertisement is like a 
good cook — ^it can create an appetite 
when the buyer isn't hungry." 

*'It doesn't make any difference 
how good your old ads may be — ^new 
ones are better, even if they are only 
just as good." 

^4f a man sets his mind to do a 
certain thing and sticks to it, he can 
scratch a hole through the biggest 
stone wall that was ever built." 



WHEN VOU HAVE READ THES.W.P. HAND 
IT OVER TO YOUR ASSISTANTS. IT IS 
FULL OF SUGGESTIONS AND ENTHUSIASM 
THAT CANNOT FAIL TO HELP EVERY ONE 
CONNECTED IN ANY WAY WITH AN S.W.P. 
AGENCY. -'DO IT NOW." 
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SOWING FOR THE FALL 
PAINT HARVEST. 



o ^ 



'£>'-: 



'^inO have a harvest, you must sow the seed. To have the paint trade this 
X fall, we must go out after business — and go out after it early. 

It would be just as sensible for a farmer to expect a wheat crop with- 
out sowing the grain, as it would be for a paint dealer or a paini manufacturer 
to expect to sell paint without bringing his products to the attention of the 
consumers. 

The experience of S. W. P. agents in past years proves that a crop of 
paint orders — and a good crop, too — can be secured during the fall months. 
The season is a favorable one for good painting, but its advantages are 
not generally appreciated. 

The enterprising dealer will make these advantages known and he will 
make his paint known. 

The property owner is not going to compel us to take his money for 
paint. We must prove to him, as every S.VV.P. agent can do, that it is 
to his advantage, that it is money saved for him, to use S.VV.P. this fall. 

In The S.W.P. for July we gave a brief outline of some of the plans we 
are putting into effect to make the coming fall season a big one. 

Let us specify again some of these plans — tell you of the seed we are 
sowing. 

Work with the property owner: — We can find no better way of reach- 
ing the property owner than by "personal letters'*. We have yet to learn 
where they have not directly increased the paint business of an agent who 
co-operated with us. We are putting special effort into the work this fall, 
and are prepared to take care of the lists of property owners sent in by 
every single S.W.P. agent. You will find in this number of The S. W. P. 
another special fall '* prospective orders '* blank for your convenience 
in listing the names of property owners who are going to paint or who 
ought to paint. Spy out the land for the houses that need painting during 
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the present month and send us in good live lists. Send us now the Dames 
you have already secured so that we may begin at once to hustle for you. 

Work with the painter; — We have every confidence that our special work 
with the painter this fall will bring results. The painter ought to be with 
us in booming the fall paint business, as it means more work for him. It is 
directly to his interests. Send us the names on the *' prospective orders" 
blank of painters who use S. W. P. and S.W.V. and we will point out to them 
with attractive and striking advertising where their interests and your interests 
are common. 

Special fall electrotypes'. — You will find engravings of some of the special 
newspaper electros that ought to prove trade getters on page 126. Refer to 
them. Order them. 

Reading notice: — In this issue of The S. W. P. we are enclosing some 
newspaper copy for an article treating on the advantages of the fall as a good 
painting time. Your newspapers will be pleased to use it. As a news item 
it will reach people to whom advertisements do not appeal. 

You will find this good seed, every bit of it — you will find it seed that 
will bring you a harvest of paint orders this fall. Help us to sow it where it 
will do the most good. Send in your blank today ^ well filled out with the 
names of property owners and S. W. P. and S.W.V. painters, and use the 
reading notice. 

We have other plans under way that we shall shortly be able to advise you 
of. We are determined to do every single thing within our power to make 
the fall season a record one. 

Is your stock big enough to take care of a big business? 

INCREASED FACILITIES AT MONTREAL. 




I^EW buildings are being 
erected by the Company 
at Montreal that will prac- 
tically double the capacity 
of the plant and make it by far the 
largest of its kind in Canada. 
The new buildings will stand 
on the Company's property 
at Center, Atwater, and 
Jen^ "V Patrick streets, where 
the Varnish Depart- 
^^'^^ "V ment is now lo- 

oi^y^ ckJU. \. cated. They 
^ ^ will com- 

prise a 

4-story 

office 




and warehouse with a frontage of 280 
feet and a depth of 50 feet, a paint 
factory four stories high, 220 feet long, 
and 50 feet deep, and a modern 
power house 103 feet long and 72 
feet deep. All of the buildings will 
be made as nearly fire-proof as pos- 
sible and the grouping will be such as 
to admit plenty of hght and air. The 
engraving from architect's drawings 
shows the plant as it will appear. 

The offices will be large and well- 
appointed, and the warehouse capacity 
more than double that of the old one. 

The factory building will be equip- 
ped throughout with the most modern 
machinery, which will be electrically 
driven, each department having its 
own motor. Throughout the entire 
plant labor-saving devices, such is 
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hydraulic lifts, etc., will be installed. 
A tin can factory will be a feature of 
the new facilities, and henceforth all 
our tin packages used in Canada will 
be made at the plant. 

The buildings are arranged to fa- 
cilitate the handling of goods with 
despatch. We shall have our own sid- 
ings, the Grand Trunk running switch- 
es into the grounds, one for bringing 
in raw materials, another for handling 
the finished products, and a third for 



supplying coal to the power-house. 
The new plant is the result and 
evidence of splendid and rapid growth 
in Canada. It is a tangible symbol of 
the growing force that is behind S.W.P. 
and behind S.W.P. agents. It means 
that the "cover the earth" slogan is be- 
coming more nearly literal with each 
year. It means that S. W. P. con- 
tinues to gain favor, and that there 
are days of increased prosperity 
ahead for its supporters. 




The new Plant at Montreal^ sketched from architect's drawings. 

Construction work began May 2j, When completed wilt 

be by far the largest paint plant in Canada. 



TALKS WITH CLERKS. 

By an Old Retailer. 
-rttfit USED to be a clerk in a my shoes and began 

pW shoe store. One day the 
J ( j proprietor stepped up to me 




and said: *'If a customer 
should come in and ask if we sold 
shoe blacking, you'd say yes, 
wouldn't you?" 

"Yes, sir, of course." 

"Well, do you know what I'd say 
if I were that customer?" he asked. 

I said I didn't know. 

"I'd ask you," the proprietor re- 
plied, "why in the world you don't 
advertise the fact on your own 
shoes?" 

I "tumbled" immediately, and 
after that I kept a brilliant polish on 



to pay much 

more attention to my personal ap. 

pearance during business hours 
I soon saw it paid to do so 
It isn't necessary for y^ po 

a clerk to be a dude, or ^ f<^i^ 

even to be in style ; 

he may have patch- 
es at the elbows, ^r ^<^t>a>/C 

and trousers 

that bag ^^ ^tv^..^ 

heavily at ^ u 

the X >U^ U.u^^ 



Ufv*K. 



tUa 



^yitsx^. 
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knees: but he ought to have clean 
lace and bands, tidy bair, clean linen, 
and keep bis clotbes well bnisbed and 
his sboes sbined. 

Tbosc tbings are always possible 



no matter wbat a fellow's salary may 
be. And tbe clerk wbo pays atten- 
tion to them is osoally the one 
wbo gets a raise at tbe end of tbe 
year. 



COMMONWEALTH 

A Money-Making Paint for the Dealer. 



BARN RED. 

It Should be on Your Shelves. 




COMMONWEALTH Barn 
Red was put on tbe market 
about a year ago to meet tbe 
demand for a low-priced, 
satisfactory bam paint. We made it 
as good as it was possible to make a 
paint for tbe money at which it is sold. 
Tbe very large market it has found, 
proves that it is giving tbe consumer 
good results. 

Commonwealth Bam Red is a low- 
priced, satisfactory paint tor bams, 
roofs, fences, etc. that every dealer 
should have on bis shelves. It will 
round out your paint stock and keep 
competitois from getting in a side line 
on your trade. Some good advertis- 
ing features go with it. Tbe folder 
and poster shown on this page are 
strong and attractive and will add 
materially to your advertising features. 
Tbe largely increasing sales of this 
p rod u c t 
during the 
few months 
it has been 
on the mar- 
ket shows 
that it is a 
money - 
m a k i n g 
paint for 
the dealer. 



Commonwealth 

BARN 



F0» gAR«tS-F?OOFS CTC, 



TMiS)limMWiUi4MlC& 



The Barn %ed Poster. 



There is 
always a 
demand for 
a paint for 
tbe require- 



ments Bam Red meets, and the mar- 
ket is most brisk during the fall 
months. 




Commoniveaith 'Barn Red 
C§ior Card. 

You can place Commonwealth Bam 
Red with your customer with tbe con- 
fidence that there is no other bam 
paint sold at its price that is anywhere 
near so good. 

If you haven't Commonwealth Bam 
Red in stock, write us today for prices 
and information. Do not delay as 
you will find an out- 
put for it this fall. 

Let the consumer 
know about Barn 
Red. It's tbe most 
satisfactory b a r n- 
paint on the market 
for the money. 
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PAINT AND VARNISH ADS FOR BUSY AGENTS. 

Some suggestions for good "copy". They can be adapted to any style of 

display desired. 



The Sherwin-Williams 

8 TO V E PIPE ENAMEL 

won bhiohtcnino up old stovc 

PIPES AND PnCVCNTINO RUST 

Makes old stove pipes look like new. 
Just the thing to apply when putting 
up the stove pipes for the winter. 
Is easy to use, and will not smoke or 
blister if properly applied. Keeps 
out the rust and stays on. 

Use it on the stove pipes this fall. 



GOOD GOLD PAINT 

makes possible new and handsome effects 
in house decoration. 

The 8h£RWIN-Willia¥S 
EMPRESS GOLD PAINT 

AND 

IMPERIAL GOLD ENAMEL 

are designed especially for picture frames, 
tables, wicker furniture, gas fixtures and 
similar articles. They h^ve a brilliant lustre. 
Can be applied with the greatest ease, and 
are absolutely free from the offensive odor 
common in other gold paints. 



PAINT CONSISTENCY 

No sensible man deprives himself of neces- 
sary food and clothing merely for the sake 
of saving. It's poor economy. So it is to 
build a house well aad co/er it poorly. 

The Sherwin-Williams Paint, 

if rightly used, means protection and life to 
a building. It's mide to withstand the ele- 
ments and look brightest for the longest 
possible time. Contains best materials, 
mixed by men of long experience. Made 
according to correct formulas, and by aid of 
specially designed michincry. Covers well, 
looks well, wears well. 



A SILVER FINISH 

is very desirable on rough metal surfaces. 
It ii pleasing to the eye and preserves from 
rust. 

The Sherwin-Williams 
ALUMINUM PAINT 

is the best material for the purpose that you 
can buy. Especially useful for radiators, 
gas pipes and water tanks Can be applied 
by any one, and is free from objectionable 
odor. Is not affected by extremes of tem- 
perature. Covers large surface and is very 
durable. 



AUTUMN PAINTING 

is wise painting. Ever think of it before ? 
Weather is more settled, rains less likely, and 
wood dryer than at other times. No gnats 
or flies to mar the work. 

Protect your buildings from the winter 
storms by painting now, and use good p tint. 

The Sherwin-Williams Paint 

is the best paint on the market. Good ma- 
terial, good machinery, good brains make it 
so. Tests indoors and out hive proved it 
so. It's economical, too— covers larger sur- 
face than any other. Is durable and protects. 



GOOD VARNISH MAKING 

requires experience. It demands a knowl- 
edge of raw matenai and where to buy it. 
It means study of best methods and best 
appliances. It entails the tying up oflarge 
capital in proper ripening. 

The Sherwin-Williams Varnishes 

represent all these essentials. Thry arc 
carefully made fiom good material, by 
skilled labor aided by be>t applianct-s. 
They're well ripened. Each is made for its 
particular purpose, and serves it. They're 
durable and satisfactory. 
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THE S. W. p. 
SUCCESSFUL S.W, P. AGENCIES. 





low "lead and oil" preju- 
dice and "cheap" paint 
comp>etition gives way be- 
fore systematic, progressive, 
honest business methods is demon- 
strated in the success of Bush & 
Freeman, Jamestown, N.Y., one of 
the largest and most reliable paint 
houses in Western New York. 

Jamestown, with a population of 
25,000, is situated at the foot of the 
far-famed Chautauqua Lake and is 
known as the "City of Homes." 
The great majority of the inhabitants 
own their residences, and each owner 
takes much pride in the appearance 
of his home. The surrounding farm- 
ing country is prosperous. 

Bush & Freeman recognized that 
an immense sale would follow the 
successful introduction of a strictly 
high quality paint — a paint that could 
be depended upon every time 
to give the very best results. 
They advertised S. W. P. 
along broad lines, no 
ijnkijt ^\^ feature was neglected 
^ X that would 

strengthen and 
supplement 
the work, and 
allclasses 
of trade 
were 







sought. A member of the firm in 
referring to their experience with 
S.W.P. writes: "Since 1897, when 
the present firm succeeded to the 
business, our sales of S. W. P. have 
increased three-fold, and this year 
promises a record. Whcrevei S.W.P. 
is used it has been found to be just as 
represented. The result is, that now 
our recommendation of the paint will 
sell it." 

Their method of introducing 
S.W.P. and keeping it ever in the 
minds of the prospective buyers in- 
cludes extensive bill posting and fence 
signs, a very well conducted 
f)ersonal letter campaign, and personal 
work. A full and systematic use is 
made of The S. W. Advertising and 
their own advertising is planned and 
carried out in detail along similar lines. 
They appreciate that the active support 
of the painters is necessary for a big 
success and make s(>ecial efforts to 
overcome "lead and oil" prejudice. 

Referring to their work with painters 
the member of the firm above quoted 
states: "It is a hard matter to con- 
vince some painters that any mixed 
paints are as good or su(>erior to lead 
and oil, but by careful (>ersistent per- 
sonal work it can be accomplished. 
We now count among our best custom- 
ers of S. W. products a number of the 
most experienced painters in the city." 
The window shown in the accom- 
panying engraving is a very good 
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sample of some of the *'live" methods 
of the firm in going after business. 
The house appearing in the window 
was made specially for the purpose — 
to display S. W. P. It is painted fre- 
quently with various harmonious 
colors, conveying good suggestions in 
color combinations. It has attracted 
much attention in Jamestown, furnish- 
ing ideas to many who contemplated 



painting, and has brought direct re- 
sults. It's a first class window and 
one that will commend itself to S.W.P. 
agents generally. 

Every department of work carried 
on by Bush & Freeman is character- 
ized by thoroughness. The firm has 
built up a reputation for reliability — 
a splendid asset — by selling honest 
goods by honest methods. 



NEWS ITEMS ON FALL PAINTING. 

Treatment of facts that you wish to 
bring before the public in readable 
newspaper articles supplement splend- 
idly advertising along similar lines, 
and often reaches people to whom 
advertisements do not appeal. The 
campaign for a big fall paint business 
offers good opportunities for the work 
that ought not 
be overlooked. 

We are en- 
closing in this 
number of The 
S. W. P. some 
copy for an ar- 
ticle on fall 
painting that we 
suggest you turn 
over to your lo- 
cal papers. 
They should be 
glad to use it, 
and it will in- 
troduce the sub- 
ject to prospec- 
tive buyers. 

This copy 
could be fol- 
lowed up with 
articles from 
time to time ; 
the points in fa- 
vor of fall paint- 
ing could be 
worked up in 
more detail and 



the whole subject given a personal or 
local application. 

Every S. W. P. agent should get 
the people in his locality thinking about 
securing S,IV. P. at his store to paint 
this fall. It is a short step from 
"going to paint" and using S. VV. P. 
for the enterprising agent. 

Make use of the enclosed copy. 




One of the attractii 
building up a bi^ 



'€ 7uindinvs that have been a factor in 
paint business for Bush c^ Freeman, 
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MASTER PAINTERS OF OHIO IN ANNUAL 
CONVENTION. 

Members of Association and Friends Visit and Inspect Plant No. i of The 

Sherwin-Willianns Co. 



JTi i Tj^^ Mister House Painters' 
1 I If ^"^^ decorators' Association 
I U I of Ohio met in annual con- 
*•■ ^ vention at the Colonial Ho- 
tel, Cleveland, July 14-16. The con- 
vention was the largest in the history 
of the Association and was very suc- 
cessful. Many new members were 
received and the Association begins 
its thirteenth year with a larger mem- 
bership than ever before 

Tne raembsrs and their friends were 
entertained the first evening of the 
convention by the Cleveland" associa- 
tion at supper at Manhattan Beach. 
On July 15th they were the guests of 
the manufacturers and jobbers of 
Cleveland at the C.anien Theatre. And 

[sdjiy* 
ax the i.ii>sc ui ib^ ctm- 
ihoiic in nttrtid«ncc iis~ 
g <" n e r a i oiikes and 
itip thtough ihc vftfi- 
torirs. E^riy de|j«art- 
Kfca* open k»r in^v^ec- 
our la^ iliii^s «erc ihor- 




oughly reviewed. The Company 
presented souvenirs to the guests 
from the Association, cuff links to 
the men and hatpins to the women. 

The accompanying engraving is 
from a photo of the members of 
the Association and their friends taken 
upon their arrival at the general office >. 

Daring the convention, The S-W. 
Co. established offices at the Colonial 
Hotel and received many visitors from 
the Association. Oar representatives 
were: Mr. L. J. Fasquelle, Manager 
Varnish Sales Dept., Mr. D. E. Fisher, 
Mr. E. S. Blanchard, and Mr. C. A. 
Opperman. 

rhe S-W. Co. is very much inter- 
ested in the work of the Association, 

cofup-hshifit IS better ^A ^itjality 
work. Tbe Company ^H believes 
that their interests are ^ 
— highest qujJitT in 
a&d pamtiBg. 

The f^cxtaiiDiia] ii»eet 
be iDCindimati. in J air. 




cjiumon 
paint 




TXH 



"'/ yi'^ '■' t y^ I ^ </ / /'<- -f '-^' Aiiijit^tioti cf Ohio, 

V *' ' / t-^- % • ■• : • I ' I • ^ 'o • '. t 'tl C'p^.'s and 
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TESTS PROVE KOPAL AND EXCELLO RIGHT. 

^ LiRA CTICAL painters are writing to us daily of the good results that 
-^ they have obtained from the samples of Kopal and Excello furnished 

them. Besides proving that these varnishes are right, the testimonials show 

that the free sample plan is proving a trade ivinner. 



Kansas Ctty, Mo.— I have tested the 
sample of Kopal varnish and find it the 
best exterior varnish I have used. Works 
well and has a fine lustre. Wearing 
quality is good. 

P. W. Liggett. 

Poulamond^ C. B. — I have tested the 
sample of Kopal varnish and find it easy 
to apply and far superior to any varnish I 
have used. It also makes a hard finish 
and leaves a beautiful gloss. I cheerfully 
recommend it to all, for inside and outside 
use. 

Chas T. Martell. 

St. Thomas, Ont.—l have tested the 
sample of Excello varnish and find it as 
follows: A firstclass finishing varnish, dries 
hard, and leaves a good gloss. It is the 
varnish the market has wanted and needed. 
E. H. Pink. 

Hammondsport, N. Y. — I have tested 
the sample of Kopal and find it is very 
easy working, has a fine gloss, and is a 
good all 'round varnish. I have used it 
on carriages and furniture with perfect sat- 
isfaction and find it equal to some higher 
priced goods. 

Henry J. Hallenbeck. 

St. Donatuj, la. — I have used your Kopal 
varnish on one of the buggies I use myself 
and find it just what you claim it to be. 
It has had some rough usage but it looks 
as though I had just varnished it. 

Peter Thoma. 

Cedar Springs, Mich. — I received the 
sample can of Kopal and had a good 
chance to try it on some barber shop chairs. 
I can say it worked better than any varnish 
I have used. 

Geo. E. Waycott. 

Maquokfta, la. — I have tested the sample 
ot Kopal and find it O.K. Used five gal- 
lons on two railroad coaches 

Mark Stanley. 



La Grange, Ind. — Kopal is a good var- 
nish. It works very well and flows very 
well. I think it works a little bit the best 
I ever used. 

James M. Oliver. 

Oil City, Pa.— Kopal is the best varnish 
for all 'round work, both interior and ex- 
terior, I have ever used. Have never found 
a case where it did not give entire satisfac- 
tion. 

W. G. LiPPS. 

Palo Alto, Cal. — I have used your samples 
of Excello and Kopal varnish. They are 
not new goods to me, for I have used many 
gallons of Kopal, and it is the best all 
'round varnish I've ever stuck a brush in. 
H. Hathaway. 

St. Albans, Ft. — I find Kopal to be just 
as good as can be made for inside or out- 
side varnishing, and will recommend it in 
my business as far as possible. 

W. S. Rowland. 

Ludington, Mich. — I have tested the 
sample of Excello varnish which you furn- 
ished and found it satisfactory in color and 
body and a very free worker. I can cheer- 
fully recommend it to anyone wanting a 
high-grade varnish at a moderate price. 
J. H. Kulp. 

Lucknoiu, Ont. — I have used your Kopal 
varnish on doors outside and must say that 
I find it just as you recommend . It spreads 
free, dries hard, and has a nice lustre. 

I have tried Excello on inside work and 
find it highly satisfactory. 

John Bennett. 

Sheffield, Ont. — I have tested the sample 
of Kopal varnish and find that it flows well 
under the brush. It has been exposed to 
the south for over two months and has not 
as yet lost any of its lustre. I think it is a 
No. I varnish for general use. 

Adam Allan. 



C^se these testimonials for talking points. If you haven t yet taken ad- 
vantage of the free sample plan, write today for p.irticulars. 
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SPECIAL NEWSPAPER ELECTROS FOR THE FALL 

CA/VIPAIQN, 

Use Them. They Will Help Land the Orders. 
\\\ P, agents can find no types for the use of S.W.P. agents 




l>ctter way of increasing 
their t>aint sales this fall 
than through liberal use of 
newrtii\Aj>er sj>ace. \Ve ha\^ made 
^>re|VAratK>ns tor a leconi nei*^|>aper 
camjvaign during the coming months 
aTKi can assi^si in the wv>rk more 
eii^cientlv than ex^r l>efore^ 

Rq^cttlHMi of an 
>*ica ami rc^>ctiti\>n 
*M it in attractixe 
Tonit means adxri^ 
ti^^inji that h^ injjii 
resu Usv rhi?5 is 
well artiMxiiNi bv 

\ on oan p^r>Tr»t 

U> lh<^ inj^n >^Kn 
^Vvjc^i to )v»u'it a^si 
..NNj'^Mn. ^.i**^ a^ ^ tt* 

)%HuM. \ ^MioArs cot 

*K^ Ntv jNovx o; ^^^;^. 

1 1^ ^^v K^t,^ x\Ni 

vU'.t ;Kr 'orAv <*o: • ^ 




this fall. Some of them are shown 
here. They are made in standard 
size, give good display, and are filled 
out with talks that convince. 

Every S. W. P. agent is urged to 
send for them at once. They re- 
hearse in an attractive manner the 
pertinent talking points. They will 
reach the prospec- 
tive customers, 
awaken interest, 
and help bring the 
trade to your store. 
No advertising 
campaign is com- 
plete, no paint bus- 
iness reaches its 
highest success 
without newspa[>er 
$upjx)Tt. You can- 
not afford to neglect 
strong newspaper 
advertising. 

U rite OS and we 
shall send you the 
cJectrotrpes free of 





r;>^r i: ^o«^ — ^i:'* a |!Ood speciahy 

1 \"^ > w . r. a^rcnt ^joDjd carrr 
■^ .^.,-v^- r* jin;= ^\»^ ii xbc strongest 
I 1, a ^*a. i;:ni:. li has made a big 
t-\ ^ ^ :*xr Tw»]nTrT?i— ^tbosc w^ have 
1^* ': OiiT *: sex mo rouch in its 

^ .-^ ,. <M.'\ wm: vsu> the 7*rcp- 
-. .:■ .r ,A . »-- -o^nnt. aoid it had lo 
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stand the severest tests before being 
placed on the market. Even then 
we waited for practical proofs before 
pushing it. But it's a well tried pro- 
duct now, so put it on the front of 
your shelves and tell the painters 
about it. 

is a first-class seller. It'll 
make money for you be- 
cause of it's reliability. 
It's a good dryer — good through and 
through. It's quick ; it's the strongest 
pale dryer and the palest strong dryer 
on the market. Neither causes top 
drying, nor burns the life out of the 
paint ; won't curdle oils or varoisbes, 






Electrotype No. 274 

One of the strong electros prepared for 
the Fall Campaign, 

never settles in the package, and is 
always full measure. 

is an excellent specialty 
for gaining the attention 
and favor of the painter. 
Reliable painters are looking for good 
dryers. Those who have used Dry-o- 
nite say it is right, and say so emphat- 
ically. A trial will bring the painters 
in your territory to the same conclu- 
sion. That'll mean a better support 
from them on your other paint lines. 
Send for a trial order and secure 
the splendid advertising it affords. 




Electrotype No. 277 

Another one of the special electros. 

THE VALUE OF ADVERTISING. 

Advertising is the backbone of trade. 

An article of merit well advertised 
is almost certain to find a good market. 
The man is wrong who thinks that ad- 
vertising will sell any article, good or 
bad. 

It is necessary to advertise a good 
article in order to introduce it to the 
buying public. 

To spend good money advertising 
a poor article is ridiculous. Even 
though the advertising cause the ar- 
ticle to sell a little at first, the fact 
that the article has no merit will soon 
become known — then all the advertis- 
ing in the world will not contin- 
ue to sell it. 

The continuous and 
straightforward advertising 
of an article is a pretty y' k{^i^ 
good guarantee of ^ f 
the article's merit 
and worth. Ad- 
vertise good 
goods.— /" ^4 jaM, 




Pear- 



sons 
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NEW GENERAL OFFICES AT CLEVELAND. 




tKAV general office buildings 
are to be erected at Cleve- 
land. The work of con- 
Htruction has already begun 
and an endeavor is being made to have 
the olliccH ready for occupancy No- 
vrntbcr int. 

The accompanying engraving from 
the architect's drawings will convey a 
prrlty clear idea of the character of 
(he buildings, They will adjom the 
prcwcnt general oftice building, run- 
ning east along Canal street. The 
(ompany was recently able to secure 
ii^ [ret additional frontage and the 
new general otVu es will take up the 
entire space. Two substantial build- 







ings with a combined frontage of 
about loo feet stand on the recently 
purchased property. One of these 
buildings, the centre one appearing in 
the engraving of photograph of present 
offices, is being torn down to 
the grade line, and the other is to be 
entirely remodeled. The extension 
to be added will have a frontage 
of over lOo feet. The buildings 
will be four stories above the grade 
line with basement and sub-basement, 
making practically six stories. 

The need for a new general office 
has been pressing. The rapid growth 
of the Company in each of the Divis- 
ions on this continent and the large 
strides in ex- 
port trade have 
necessitated a 
steady increase 
in the general 
department 
staffs that has 
very literally 
crowded the 
offices. 



The C o m - 
pany has felt 
this inconven- 
ience but has 
been compelled 
to delay exten- 
sions until an 
opportunity 
aroise to secure 
more land 
room. The 
3<ev buildings 
are planned to 
Txieet every re- 
^ rjremenl ol 
exch depan- 
33eiir ATsd the 
car ac iiT ol 
eaci depart- 
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ment will b€ accordingly inc ceased. 
The completion of the new offices 
will mean greater capacity, greater 
opportunity, and greater advancement. 
It will mean greater results for every 



one connected with r^ 
The Sherwin-Wil- 
liams Com- V < 
pany. 




New general offices as they will appear. Engraving made from sketch taken 

from architect* s plans. 



PORTRAITS OF S. W. P, MAKERS. 

Mr. F P. Myers, Manager Southwestern Division. 




;^NTHUSIASM, persistence, 
hard work — these are the 
essentials to success as seen 
by Mr. F. F. Myers, Manager 
of Southwestern Division of the Com- 
pany. And if the truth of this analy- 
sis be gauged by the growth of the 
division it strikes the keynote. Al- 
though the division was established 
but nine months ago there has been a 
rapid development of trade through- 
out the Southwest, and Manager 
Myers and his associates are doing 
work that counts. 

Mr. Myers is particularly well quali- 
fied for the position which he today 
holds. His whole life has been one 
of preparation for it. He was born 
in the city of York, England, where 
he received his education. He came 
to Toronto, Canada, at the age of 
twenty-one and engaged in the man- 
ufacture of stock food. He mastered 
every phase of the trade, and gained 
a clear insight into general business 



methods. He served his time in the 
factory, on the road and in the office, 
a very large portion of his time being 
spent in the active office management 
and in the management of the sales 
department. The product with which 
he was connected was of first quality, 
and full and successful experience 
with its manufacture and sales fitted 
him splendidly for the supervision of 
the sale of high class paint products 
in a widely extended territory. 

In October of 1900, he accepted 
a position with The Sherwin-Wil- 
liams Co. as traveling representa- 
tive, and was assigned to Texas. 
Until his promotion last fall that state 
continued to be his field. By persis- 
tent, well-directed effort he accom- 
plished the best of results and made 
S. W^. P. known in every corner of the 
Lone Star State. His success upon 
the road was due to the thoroughness 
and efficiency of his regular work, to 
the exercise of natural executive abil- 
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ity, and to a hearty co-operation with 
S. W. P. agents. 

Last fall when the Southwestern 
Division, with headquarters at Kansas 
City, was established in order to more 
closely care for the growing trade and 
to further develop the business of the 
Southwestern States, Mr. Myers was 
the logical appointee for the man- 
agership. The success that has at- 
tended the division is a splen- 
did endorsement of his man- 
^ agement. 
'^ ^^ Mr. Myers is aggress- 

\9(An, ^V ive, hard-working and 
^ enthusiastic, and yet 
conservative. He 
^ possesses that 
I X. happy com- 

bination 
of wis- 
dom 



and ability which converts obstacles 
into stepping-stones. He has the 
*'push," and knows how and when 
to use it. 

He believes firmly in * 'pulling to- 
gether," that the interests of the 
S. W. P. man in the office and the 
S. VV. P. agent are common, and that 
best results for each follow the fullest 
co-operation. He works upon this 
principle and is ever endeavoring to 
aid in the building up of the business 
of the agents and furthering the inter- 
ests of the Company. 






e^. 



ru.4 






''The man who succeeds has a 
program. He lays his plans and 
executes them. He goes straight to 
his goal. He is not pushed this way 
and that way every time a difficulty is 
thrown in his path; if he can't get 
over it he goes through it. The mind 
must be focused on a definite end, 
or, like machinery without a balance 
wheel, it will rack itself to pieces." 
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^kQliy^M A 



An S, W, P. House. 

Residence of Mr. J. N. Oglesby, pitman, Ga. Body^jy^; Sash, ^/j; 
Trimmer, Gloss White. 



PAINT AND VARNISH PROBLEMS. 

A Department for the Discussion and Elucidation of the Problems that may 
be Encountered in Your Paint Department. 



r^. ■ iXHIS department of The 

I Li I '°^ ^^ discussion of the 
^' ' ** problems which confront 
you in your paint business. The 
treatment of these problems should be 
helpful to you, to other readers, and 
to us. 

Make use of it. Every point you 
bring up will receive most careful at- 
tention. 

The one problem for discussion in 
this issue is the cause of varnish 
"pitting," brought up by an S. W. P. 
agent. His letter reads in part: 
''Having seen your announcement of 
this new department, I write to ask 
the cause of varnish pitting." 

There is probably no trouble with 
varnish that is more difficult to account 
for than pitting, that is, the appearance 
of holes or depressions upon the newly 
varnished surface. Pitting is even 



sometimes difficult to recognize, as 
often pin holes will be the only 
evidence of trouble and again the 
depressions will be of some size. 

The most frequent causes of the 
trouble are lack of preparation of 
the surface to be varnished. Grease 
or smoke almost invisible to the 
naked eye will accumulate on a 
varnished surface and if not 
carefully removed will cause 
pitting. y - 

Extreme heat and y^ Mlvc 
humidity with lack 
of proper ventila- y n^ » 
tion will also ^r ^^CA^ ^ 
cause var- ^r "v^ ^y 
nish to pit. X. ^^*^ ^^^^u.4 
Some- ^^ Kco 
times X 
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condition of the atmosphere will cause 
varnish to pit for a short time and 
later on in the same day, the same 
varnish will give no further trouble. 

Where the pitting is of a very 
serious nature the only remedy to be 
found will be a removal of the varnish 
coat. In slight cases the trouble can 
be overcome by allowing the surface 
to become thoroughly dry, when it 
can be rubbed with powdered pumice 
and water and re-varnished. 

Varnish troubles in nearly every in- 
stance come from a lack of knowledge 
of proper preparation of the surface to 
be varnished. Coal smoke, grease 
from handling, and grease from fumes 



will all combine to make trouble. 
Where a surface is left too long be- 
tween coats an almost invisible fog 
settles and the surface should be 
cleaned with water and chamoised be- 
fore applying further coats. Another 
serious cause of trouble is the use by 
the painter of a chamois which he 
occasionally uses upon his face or 
hands to wipe them off ; for cleaning 
the surface to be varnished. 

The best results can be obtained 
when varnish is applied early in the 
day — when possible it should never be 
applied after 4 p. m. A room should 
never be under 60 degrees or over 70 
to 75 degrees when varnish is applied. 




Wafcring cart adveriisin^ S. ll'.P. for Air. If. W, 
Roberts, Farminjrton , A'. //. 
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A GREAT FALL CAMPAIGN. 

I^YEAR ago we inaugurated and successfully conducted our first 
Special Fall Campaign. We were highly gratified with the 
interest we awakened and the results accomplished at that 
time. 

Therefore we have decided to embark on a second ven- 
ture this fall. In the two last numbers of The S.W.P. we placed 
before you our extensive and carefully prepared plans. The success of these 
plans depends more upon our securing the energetic and enthusiastic co-oper- 
ation of our agents than on anything else. We want you to take hold with us, 
we want you to support us by adopting our ideas, and acting on our sugges- 
tions. It will pay you to do it. A little fresh energy, a little extra push 
will make a lot of difference in this fall work and it will stamp your store 
as a live, hustling, enterprising up-to-date establishment — it*s the man who is 
ei^er lastingly at it with new ideas and new vigor that makes progress along the 
high road of commerce. 

Our chief aim in all our work is to gain and deserve the good will and 
hearty support of our thousands of agents now scattered all over the civilized 
world. It is for this reason that more and more in laying out our work for 
the continued expansion of our business we take into fuller consideration the 
interests of our agents. We look for our greatest increases from our present 
agents rather than from new ones. It is very seldom indeed that we lose an 
agent once we secure him, and less seldom that we fail to increase the trade of 
those who join forces with us. 

Those agents who handle omx full line z,xt the ones who secure the greatest 
results, and we are going to ask the few who have not yet stocked the full line 
to do so this fall and give us a better chance to do more for you. We know, 
of course, that this will benefit us ; but we know also that it will benefit quite 
as much and more, those who act on the suggestion. 

We make every kind of good paint and varnish that you require to handle, 
and we advertise them all with equal force and success. Identify yourself with 
the full line and see for yourself the increasing results that follow. We will 
stand back of you and aid you with our extensive system and our finely trained 
organization. We are eager and anxious to help you. We value your busi- 
ness as we do our own. We want to grow bigger and greater, and we want 
you to grow with us. Great as has been our progress in the past we feel that 
we are now only well under way. We mean to forge ahead faster and faster, 
and to carry our agents with us. We believe in the continued prosperity of 
the country, and we believe in the future greatness of our Company. We de- 
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pend alone for our success upon the merit of our products, the ability of our 
staff, the superiority of our methods, and the loyal support of our agents. 

Our confidence in the future is the natural result of our unequalled success, 
and strange it would be if we were not elated and stimulated by it. We thank you 
for the large share of help we have had from you in attaining our present proud 
position as leaders of the paint trade of the world. We appreciate it and shall 
ever strive to be worthy of it. 

We are proud of the fact that our agents are among the most successful 
paint and varnish dealers in the land. We like to be associated with the pros- 
perous and successful — success is contagious and there's nothing succeeds like 
it. So let us join forces in this Fall Campaign, and by the vigor of our efforts 
let us make it memorable among the most successful of our achievements. 




Ftce President and Gen* I Mgr, 




THE OPENING OF THE FALL CAMPAIGN, 

HE Fall Campaign begins in So far you have responded nobly, 

earnest with th's issue of You have shown by the way you are 
The S.W.P. The previous sending in your '* prospective orders*' 



numbers 
have been in a sense 
preparatory — lay- 
ing our plans be- 
fore you — getting 
ready to use them 
in the most effective 
manner. 

As far back as 
June I St we began 
to prepare for this 
cam paign. 
We knew then 
that if we 
went into the 
fight with the 
proper spirit 
— if we could 
get your co- 
operation — that we 
would make this fall 
season successful in 
the widest sense. 




The special circular lue are sending to 
the painters. 



blanks that you ap- 
preciate the value 
of the personal let- 
ters. You have 
demonstrated by 
your reception of 
our representatives 
that we can depend 
upon you to fight 
with us. You have 
proved by your 
taking hold of the 
full line that you 
are worthy agents 
— that you deserve 
every help that is 
within our power 
to give you. 

The fall outlook 
is bright — could 
not be brighter, so 
keep up your fight- 
ing spirit. 
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USE THE PERSONAL LETTERS. 

'"T^HE complete success of the fali campaign 
Y depends exactly upon the measure of co-opera- 
tion you give us, upon hosv earnestly— how persist- 
ently you use the helps extended to you. 

No matter how good our plans may be they 
k\an avail nothing if you do not employ them to 
the very fullest extent. 

The best co-operation that yon can give us 
now — the best way you can increase your fall 
sales — the best use you can make of our plans 
—is to give us on the blank enclosed with 
this issue ol' Twv. S,\V, P, the name of every 
property owner in your locality who put off 
painting in the spring; the name of every 
property owner whose house needs 
painting : and the nameol every paint- 
er in your locality who uses S.\V, P, 
"orS.VV,V. 

t'anvas your territory thor- 
oughly. Delegate one or 
two uf your clerks to do 
the work, jlo not over* 





AS de- 
scribed 
intbe Julv and 
August issues of 
Thk S.W.P., to 
the property owners. 
we shall mail special 
letters giving good . 
strong arguments in 
favor of fall painting. 
These letters are de- 
signed to fit every sec- 
tion of the country and 
are as forceful as it is jkjs- 
sible to make them. To 
the painters we shall send a 
well written and attractive 
circular telling them what \s^ are 
doing to make the fall season a big 
success, how they can get most work and 
make most money by co-operating closel 
with S.W.P, agents, and asking them to help 
you by placing you in touch with all the paint- 
able property in your territory. 

Fill out your blank and mail it to-day. 

The special letters and the circulars are thr 
best solicitors you can employ, Vour custouicns 
will be always *^at home'' to them. 

The illustration on the opposite page will give 
you an idea of the circular we are mailing to the 
painter. It is a strong adverusement and one 
that will bring good results wherever used. 

This circular must go into your territory if yon 
expect to reap the full benefit of the fall campaign. 



look, a single prospect- 
ive customer. Make 
the personal letters 
the strongest feature 
of your campaign. 
Read jjage 1^6 
—it telb what the 
personal let- 
ters do. and 
ought to con- 
vince you 
thai they 
will bring 
results. 
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THE SELLING VALUE OF PERSONAL LETTERS. 

A Few Testimonials from Agents Who Have Used Them. 

T/fj^^ have yet io learn of an instance where the '* personal letters*' have 
'^'^ not brought direct results — have not landed orders for the agents who 
have taken advantage of them. Here are extracts from a few letters from 
S. IV, P. agents. They ought to convince you that the way to get a bigger paint 
business this fall is to go after it with the ^'^ personal letters,** 



Falls City, Neb.— The "personal letters" 
system is splendid. 

Barris Bros. 

Ogdensburg, N. y.— Your advertising by 
"personal letters'* to property owners, con- 
tractors, etc., has been a marked success in 
getting S. W. P. introduced here. 

Patrick Hackett Hdwe. Co. 



Greenville y S. C. — The assistance given 
by the "personal letters" has been very 
useful to us in placing goods. 

H. C. Markley. 

Lanvrenceburg, Tenn. — We feel that our 
success with S. W. P. is largely due to your 
progressive method of advertising with 
"personal letters" to property owners. 
M. Richardson & Co. 



Kankakee y III. — Business is rushing, due 
to your push and our success in doing the 
landing. The "personal letters" have as- 
sisted us greatly. 

CivVRENCE E. Patrick. 

Neivberryy S. C. — Your "personal let- 
ters" to property owners are a very great 
benefit to me in helping to sell S. W. P. 
They keep S. W. P. in the mind of the 
prospective buyer, and when ready to paint 
he comes to me inquiring about the paint. 
William Johnson. 



IVaynfsboro, Pa.—Vlt have had good 
results from your advertising. We have 
used all the features but we feel that your 
"personal letters" had the most effective in- 



fluence. They all work together howerer. 
and don't know of any we would want to 
drop. 

Rohrer & Rinehart. 



Winchester, Va. — Your methods for help- 
ing agents are certainly the best wc have 
ever known; especially have your "personal 
letters" to property owners, painters, con- 
tractors, etc., been of much valuable service 
to us. 

George E. Bushnell & Co. 



Port Colborne, Ont. — I find that the 
"personal ^letters" work right to the point 
and land the patron every time. 

W. M. McKay. 



Mt. Morris, AT. Y. — You will no doubt 
be interested to know that during the past 
year we more than doubled our paint sales 
over the year previous. We attribute much 
of this success to your valued co-operation 
in getting after prospective buyers and 
property owners with "personal letters". 
A. E. Cavers & Co. 



Lancaster, Pa. — The direct results of the 
"personal letters" you write to propeny 
owners have been very satisfactory. 

Herr & Snavely. 



Schenectady, N. Y.— Your method of 
getting at all property owners and builders 
is certainly a winner. We experienced im 
mediate results after sending our list for 
"personal letters" to you. 

H. S. Moore. 



T/ie "-personal letters'' icill be sent to every single property onmcr on the 
list you sen J f/s, fret of cost. Send in your list to-day. 
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ALUMINUiVl PAINT AND STOVE PIPE ENAMEL. 

Leading Specialties 

■^LUMINUM Paint is one of 
^^'V ^^^ specialties into which 
^ ' we shall put extra push dur- 
ing the fall season. 



It's a paint, that properly and force- 
fully introduced, is bound to find a 
big market. Its adaptability for so 
many uses makes it a ready seller — a 
household paint necessity. 

Push it for use on heating stoves, 
gas stoves, hot water boilers, gas 
pipes, steam pipes, radiators, etc. It 
has found a large output in office 
buildings, factories, creameries, etc., 
and you can make record sales with 
this class of trade. 

Give it a prominent place in your 
paint display. We have prepared a 
new carton, an engraving of which is 
shown on this page, that will make a 
splendid counter advertisement. The 
display cards that accompany it are 
attractive. 

Use the specialty on the radiators, 
pipes, tanks, etc., in your store. This 
will draw attention and be convincing 
evidence of 
the merits of 
the product 
and of your 
faith in it. 
TheS-W. 
Aluminum 
Paint is a 
silver finish 
that stands 
extremes of 
heat and 
cold; i t 
spreads eas- 
ily and cov- 
ers well; 
doesn't dis- 
The new counter assortment of ^^jor ; wont 
Stoz^e Pipe Enamel. blister, scale 




t AIUMINUM 

\ PA I ^' r 



for the Fall Trade. 

or crack ; positively has no bad odor ; 
wears well. It is right in every respect. 
Make this fall a record one on your 
Aluminum Paint sales. 

The S-W. Stove Pipe Enamel. 

You can present Stove Pipe Enamel 
to the householder right along with 
Aluminum Paint. 

It is es- 
sentially a 
product for 
fall sale. 
Now is the 
time to 
build u p 
its salei^. 
w h e 
stovepipes 
are 
being 
put up 
for the 
winter. • 
It is so L^ 
good 

that 

j ^ J g Aluminum Paint Counter Display 

1 , shoiving ne<w carton. 

to make customers and friends for 
you. It is very easy to apply and will 
not smoke or blister if applied as di- 
rected ; stands a high degree of heat ; 
prevents rust ; wears well. 

We help you to make a striking 
counter display with the Stove Pipe 
Enamel carton, and display card 
illustrated on this page. 

Stove Pipe Enamel is a good sell- 
ing, profitable product for you to 
handle this fall. Give it good attention. 




// is the one umvavering aim that 
wins. Many men fail in life because 
of lack of courage to stick to their aim 
through thick and thin. 
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l:vrs a ijlIt ci k-fclrj: 
S. W. p. arerts »baE5< 
FU^TCSf witi S. W. p. ir.aT w>tll scire 

as a:: ci^Triic oi mbat can be ac- 
ccicr. : i*^bed wrtii r:£bt grois, backed 
^T rzzi srirrt, r^nt aivcmsir^. ari 

7"rjc stcrr oi thr*j conreci::^ wrih 
S. W. P. is prc-rVrly !:::t a recc^-ntirg 
cA tbc success d: oihcr S. W. P. airei^ts, 
3: is 5.^ well tc-lc ^ v tbeni that we are 
pr::::r-n£ -: us: as iriey wrxe :i- Here's 
b:-: :zz iha: oiber l:\e S, W. P. a^rts 
»:,. CD ':£e»:>e. 

S W. P 1: i> ri.< i ...r.^: tc.o F .. r 
w •*::* w ii:":: *.„*^re lo rr it Ar.^ trtv 
a^Tt i^:*-Kl O a ^' ■* ^s*-, Pc^sctcir^v-T 

A-v Tar. an\n^cre.cir. "lie i *>. c^v-^e^-s 
K ..r iT i, *,*.*.: ^ . a .rx i. vv::*- :: "^t j^. >*'c» rare 
tT' '.-iir ar.u krrr> a: :t .t;: fr.v ii*: 

VV^tn >».xr tr^Trvrratne ^'■, acred I'^f 
S \V. P. ictrrv' c;.fsT '" r* ^* a r< 
o%tr r.\e xfar^ ajiv* wtwcrt *< ^^ tz^i^ :: 
oi . It w;^ I'-c x>r \ r- .i: *i'a:tr - I'^a: 
w '^'^i sr . in S. o\f->^\ « ai t*iaT titc 

!fa\:r.j; Sf^.u: ii a TTi v»! vl.vv;: va,: ,r. 
a no. a v'.crp-r<v>trvi p't ..vV^x ac-'- "'^ i'tc- 
pared pa lU m ct nr:a 

S^^ \vn» can in*j»c'r>r t^^aix^r xxrT rx xcn 
f nihv;v;aMic o\ « r t'u Kit a .v p ak "x, S W V 
in >tvH L H..I \v>.:i u p:r^ !'.:,. :.\( kt.^: a: 
uv anvl ♦^na \ \>r icaxr in I ca*: an^'. o' 
^>tnt out ixt oui vtoiT aOvl S \N" P, ri vc 'n 

\ .>ii can CAM \ Mf t^r t^^tt ^xt p■^^:^- 
OMTiv^n xxf ^^rir tip a^^^invt \ ^a:*: a .: 

ta^t .cad and oil t»^xxn, ha t a d*^.tn paint- 



B*T wTt r.*i sui^^ed our- 
scTrMf*: S.\V,P. wasmad« 

.-c TK ncm sTwf and that if we could only 
£Tf s C'-ro: rrm^bing would be all right 

IT. T*»e t^tC. 

>- wie wrae into tbe figiit to win. and we 
».-*< TK' nTie. Wfajje waiting for the stock 
:c S \V P. to arrire we had the Company 
fTT':: u* c 'pie* o* all the booklets and other 
. .Ttrar.TT ri>e% r.ad, and we began to read and 
*c. r\ the fo^m questioa, to learn the 
ta t.rc i<»:T:t5 oi S. W, P. We cannot tell 
vck; rrm wise t^j» BKvre was. When the 
*f.Yk ca^ne wr koew exactly where we stood; 
mt co^ c tak tt»e g^odsfroin the beginning. 
Ar.c ztic \eTT day S. W. P, came into the 
*f:»Te we ^-^ ^ eTKrjtr+i for a small job. This 
we C-*. :i nx have done had we not posted 
o-x ir* Sctc»rrhai>d. 

Ntv: came T^e push. The stock was ar- 
rarcic*- :x: rxx: order. Gallons were placed 
»., t^ir^^ \r* ;n numerical order; half gal- 
'r.> ar:: c--irt> were likewise Lrran^td. 
1 'e a.:.frt-s:ri: cards were displayed in 
exr-* rr.irr nrr.T pan at the store; theagenc>' 
s:c~ was na: ev3 up: shelf signs were tacked 
wf ♦-a.1 a s;>ec]al table put in to hold 
:"t r.». rrrr > *^ oi ci^lor cards; two chairs 
wet .x^ ^.'ctr»era^>. an invitation to sit down 
a^.: .r.-.^rc: *s it were. And right here let 
.<> vj\ T^at rrar ta^ie was about as good an 
:' xt^r-^ tr: a> we e\ermade, for the counter 
>-v k .'-i> t.t .^d u* make many a sale — it 
•1 ikc-s :T ?o eaM to explain to a customer 
\^( v;*fx%a u^e* oe vour ditferent lines. We 
a <.-» "^z ' \ -jr arce- oil cloth banner framed 
a ." " . c .r. : ^( oe nter «>f the store where every 
.■".e cv. .: Kt It, S.W.P. was everywhere. 

.As ue we^ a!wa>> strong believers in 
w --.V w dt-^* nc WT devoted a special win- 
.*- « TO S \V P . and S. W. P. has re- 
•va.nro. :n t^at window ever since. Winter 
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and summer S. W. P. is there; an adver- 
tisement that pays for itself over and over 
again. The window is changed every week. 
The photograph we are sending shows one 
dressed last week. 

After the store and window were taken 
care of, we ran a special announcement in 
our daily and weekly papers advising of our 
having placed S. W. P. in stock, telling 
our reasons for doing so, and giving a logi- 
cal argument as to its superiority over lead 
and oil and its radical difference from 
"cheap" mixed paint. 

We have kept up this 
newspaper campaign. We 
have a special space devoted 
to paint and our ad ischanged 
w^eekly. We use your news- 
paper electrotypes, as they 
save us time and are probably 
better "copy" than we could 
write ourselves. 

General outside advertis- 
ing received attention next. 
We prepared a large num- 
ber of home-made fence signs 
— they were wooden and 
hand lettered with bright 
red paint something on the 
following order: 

S. W. P. This sign was 
on the fences about five 
miles from town. About 
six were used on each road. 
S. W. P. made to paint 
buildings ivith, another sign 
— was used in equal Quant- 
ities for the next halt mile 
nearer town. 

The signs mentioned be- 
low were used in like manner 
and in like quantities: 
S.fV.P. Best Paint made. 
S.fV.P. Ctsts least per job. 
S.fF.P. Colors brightest, 
luears longest. 

S.W.P. Sold by Hustle & 
Push. 

In addition to fence signs 
we had signs put on every 
barn in this locality. 

This sort of advertising 
soon had people asking 
about S. W. P., and once 
they asked, it was easy to 
hold their interest. 

Of course as we gained 
experience in selling S.W.P. 
we added special advertising 



features. The following are some of them 
in which you ma^ be interested, 

At the beginnmg of every painting sea- 
son, both spring and fall, we send out two 
of our brightest clerks in a horse andbu^gy 
to make a canvas of the territory for pamt- 
able property. A call is made at every 
fann house within our sphere, and if any 
painting is contemplated a strong S. W. P. 
talk is given and the owner's name listed 
in a note book. When the clerks have 
finished this work the names are transferred 




A good fall window. Display made by placing on one side 
of window an old tattered umbrella with the sign: This 
offers no protection against the nueather; neither does 
poor paint; on the other side was neatly arranged a dis- 
play of S.W.P. with a card reading: S.IV.P. keeps out 
rain and snonxj. It^s best protection against the ivtnter 
iveather. 
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An S. W, P. House. 
Residence of Hon, E, H. Morrill^ Ex-Governor of Kansas, Hiaiuaiba, Kans. 
'Body^ 4^y: Trimmer, 486; Blinds, jgj; %fiof. Creosote Paint, %ed Oxide. 



A TALK WITH CLERKS ON THE FALL CAMPAIGN. 

By an Old Retailer. 
LHIS month I want to ask each some of the following : 




one of you, loyal S. VV. P. 

clerks, to go into this fall 

campaign to win. 
Personally I am intensely interested 
in the success of the campaign. I 
have given much hard thought to 
many of the plans we are carrying 
out, and it will be a feather in my cap 
if they are successful. 

So I want you to pull with me. Just 
give me your support and the cam- 
paign will be a success. I know if I 
was behind the counter now that I 
should enter heart and soul into the 
fight. And I'd use every help offered 
me to boost my personal sales. 

You can help me best by doing 



Help your employer fill out completely 
the "Prospective Orders" blank; include 
the names of the painters. 

Make it a point to interview every pros- 
pective buyer. Ask your employer to give 
you permission to take care of his newspaper 
space during the fall season. Then show 
him how well you can do it by using the 
fall electrotypes. 

Push hard on the special paints men- 
tioned in this issue. They are worth your 
best efforts. If they are not in stock suggest 
to your employer that he try two or three of 
them. 

Look over your stock of color cards. If 
it is low order more. 

Talk S. W. P. to every one that comes 
into the store — to every one you meet. 

Dress your window — use the one suggest- 
ed by Hustle and Push. 
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S. W. p. ADVERTISERS. 

What the Agents are Doing In the Way of Special Advertising. 

^^T^NTER PRISING S. VV. P. ageats all over the continent will give very 
careful attention to special advertising during the fall months. It's 
work that pays and the more "life** put into it, the better it pays. 
Send us a photo and description of any advertising features that 
you find make a "hit." Help to make this department of the magazine help- 
ful to every supporter of S.VV.P. 

From the many "good things" that have 
been received recently, we have selected for 
reproduction this month samples of the 
rollicking window posters used by Kurtz 
Bros., S. W. P. agents at Mattoon, III. 
Glance at these posters and you know tkere 
is rich red blood in this firm's advertising. 

The pos- 
ters are 
drawn with 
black cray- 
on on large 
sheets of 
heavy white 
paper. They 
are placed 
in the win- 
dow with a 
well arran- 
ged paint 
display. 

The win- 
dow d re 8 - 
sing of the 
firm is in 
charge o f 
Mr. H. L. 
Smith. He 
does all the 
designin g 
and pre- 
pares tht posters. His work is very creditable 
and shows the originality and aggressive- 
ness so necessary to success in this line. 

Each one of the posters conveys strik- 
ingly some argument in favor of S. W. P. 
in such a happy manner that it is not soon 
forgotten. 

Whenever a special line of paint products 
is displayed a practical demonstration is 
made. As an instance of this, when gold 
paint was advertised in the window, beside 
the poster was placed an old gilt picture 
frame partially painted with Empress Gold 
Paint. Before the frame was painted it was 
held over sulphur fumes to discolor it, and 



Windonu poster used by Kurtz 
Bros., July 4. An adaptation of 
F. Opper^s Happy Hooligan, 
quoting the Declaration of Inde- 
pendence. 

thus make the work more difficult and the 
contrast between the painted and unpainted 
parts more striking. 



A good definition of S. IV . P. 



U4E - . 
tNC PAIMT THAT WCMS 

A/VO WCAfl 




NOTHING TO^WtAR OUT* 



One of the series of <windo'iL' pos- 
ters used by Kurtz Bros. 
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lousenoiQ aunng paint stocK ana 



Empress Gold Paint and Imperial Gold Enamel 
packages. 



GOLD PAINT 

HE S-VV. Empress Gold 
Paint and The S-VV. Imp- 
erial Gold Enamel are two 
specialties that have come 
well to the front during the few months 
they have been in the market and are 
proving satisfactory in every way. 

As they are products that will find 
a wide use in the household during 
the next few 
months in dec- 
orating and 
brightening the 
home for the 
winter, their 
sale should in- 
crease rapidly. 
They ought to 
be a profitable 
side line for any dealer. 

The S-VV. Empress Gold Paint for 
gilding chairs, tables, gas fixtures, 
picture frames, moulding, wicker fur- 
niture, etc., is put up in liquid form 
ready for use in fancy card board 
boxes containing a bottle of gold paint 
and a brush. Made from specially 
imported bronze ; gives a brilliant 
lustre, doesn't discolor and is free 

from the 
.nauseating 
fodor so 
common 
in other 
brands. 



The S-VV. 
Imperial 
Gold Enam- 
el is put up 
i n bronze 
and liquid 
separate in 
fancy card- 
board box- 
es, contain- 
ing a vial 



SPECIALTIES. 

of finest bronze powder, a bottle of 
liquid, and a brush. 

The accompanying engraving of 
display card and cartons will make 
clear some of the features we have for 
assisting you in placing these special- 
ties prominently before your trade. 
Their display will brighten up your 
paint stock and add to the attract- 
iviness of your 
store. 

Put these 
specialties in 
stock and pre- 
vent the"other 
fellow" from 
wedging in on 
your custom- 
ers. Empress 
Gold Paint and Imperial Gold Enamel 
are far superior to other similar pro- 
ducts. They have that fine, smooth 
metallic lustre that is so desirable. 
They do not come off on the clothes. 
They go on easily and stay on. They 
are specialties that it will pay you to 
sell. 

Write us for information to-day. 





selling display of Imperial Gold 
Enamel. 



Counter Carton display of Empress 
Gold Paint. 
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PAINT AND VARNISH PROBLEMS. 

A Department for the Discussion and Elucidation of the Problenns that nr^ay 
be Encountered in Your Paint Department. 
THE interesting question for white. By some it is considered that 




discussion in this issue is 
'*VVhy do some varnishes 
turn white when scratched, 
while others do not," propounded by 
Kurtz Bros., Mattoon, 111. 

Several seasons can be assigned for 
this difficulty. Probably the most 
common reason is the use of a fair or 
medium quality of varnish over an 
unsatisfactory under coating. Some 
of the liquid fillers on the market 
are of such a nature that almost any 
varnish used over them will scratch 
white in this way. 

Again a very cheap varnish which 
does not contain hard gum may scratch 



the scratching white is a direct indi- 
cation of a resin varnish but this 
contention is incorrect. It may mean 
a resin varnish but it might mean a 
good hard gum varnish which did not 
contain a sufficient quantity of oil to 
bind it properly. 

Outside of the very cheapest var- 
nishes it is probable that a poor and 
unsatisfactory foundation is most 
largely responsibly for this difficulty. 

// there is any paint and varnish 
problem that you wish to have dis- 
cussed, you only have to submit it, 
and it will receive careful attention in 
this department of The S. W. P, 



STRONG NEWSPAPER ADVERTISINQ 

Is Necessary for the Biggest, Possible Fall Paint Trade. Use the Electrotycs. 



tO paint business can reach 
its highest success without 
the ** pulling*' power of 
strong newspaper advertis- 
Oood newspaper ads will not 
only draw trade themselves but will 
strengthen immensely all your other 
lines of advertising. 





fall Electrotype So. 270 
J columns nxide by 4 inches deep. 



The most successful S.W.P. agents 
on the continent, without exception, 
are giving careful attention to this 
branch of their advertising. They 
find it a paying investment. 

We appreciate thoroughly its im- 
portance and want to assist every one 
of our agents in making his newspaper 
advertising as attractive and effective 
as it can possibly be made. 

With this end in view we have pre- 
pared a series of eight electrotypes 
bearing direcdy on fall painting, ex- 
pressly for use this fall. Three of 
of these electrotypes were shown in 
The S. W. P. for August, on pages 
126-127, and the remaining five are 
reproduced here. 

The design and '* write up" of this 
series were given special attention. 
The electros cover the situation thor- 
oughly and appearing in your news- 
paper space should add to the paint 
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sales in your store. 

We have these electrotypes for your 
use. Write us and we shall send them 
to you free of cost. 

If you want to make the most out 
of your fall paint business i/on 7 neglect 
your newspaper advertising. 



^ It has been proven beyond a doubt that 
the dealer, who is most favorably known 
stands a much better chance than the man 
who makes but slight effort to keep his wares 
before the public. Advertising is not the 
prime factor in developing busmess, but it 
is a mighty powerful one and cannot be ig- 
nored. It is the greatest ally the retailer 
has." 




Fall Electrotype No. 272 
2 columns ivide by 4% inches deep. 



A CHANCE FOR SPECIAL ORDERS. 

Now is the best time to sell Black- 
board Slating. After the general 
school cleaning has been finished and 
just prior to the opening of the winter 
term, the blackboards are refinished, 
so it will pay you to look up noiv the 
school trustees in your locality and 
bring Blackboard Slating to their 
attention. 

Let us help you through the per- 
sonal letters. Send in the names of 
the school trustees and we shall gladly 
write them about Blackboard Slating. 



\ 



In the Fall 

yoa >hottkl gi*-e your tMiildinft paint proMcdoa 
a(am»t wiater weather, if ihejr iliow the k*tt liga ol 



) 




It ita't viae to wait tOI nest tpring liiBpljr b 
cause yoa've been in the habit of painting ia t 
tprin^. The tall ii a tplcadid 
painting scaiOD. 

Come in and tee m. Let na 
tell yoa why w 
ing now with 

Sherwin- 
WiLUAm 
Pjunt 

The bc« value ia 
the paint worM. 
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Fall Electrotype No. 271 
2 columns tuide by 4 inches deep. 

A WORTHY AMBITION. 

Be ambitious to put the stamp of 
superiority on your work, whatever 
it may be. Let an honest individ- 
uality be your trade-mark, so that there 
will be a demand for the product of your 
labor without forcing the market. 
Spending one's best energies in de- 
vising schemes to get ahead of others 
is not half as effective, even suppos- 
ing it were right or justifiable, as the 
creation of a demand for your labor or 
merchandise by the superior quality of 
your methods and material. — Success, 




Fall Electrotype No. 27 j 
2 columns luide by 4 inches deep. 
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AN AFTER HARVEST SPECIALTY. 




^FTER the harvest, when 
the farmer is through with 
his iraplements and ma- 
chinery and ready to put 
them away for the winter, is a good 
time to push The S-VV. Wagon and 
Implement Paint — to bring to his at- 
tention the necessity of protecting his 
implements against deterioration and 
rust. 

On the score of economy you can 
appeal to him strongly. The preserv- 
ing qualities of this paint, the added 
life it will give to wagons and imple- 
ments make it a splendid investment 
— show this graphically. Dress one 
of your windows with an old farm im- 
plement, one-half painted with S-VV. 
Wagon and Implement Paint and the 
steel parts rubbed with a heavy oil ; 
leave the other half untouched. Put 
a can of the paint and a display card 
showing the various colors, in the 
window, with a card reading ''Before 
^__^^__ and after. What a 

ft J " "'^T^ difference a few cents 

^^— and a few minutes will 

WAC Onj make.'* Such an illus- 
tration will attract 
alike the careful far- 
mer and the careless 
one. 

You will find a 
good output also, for 
this paint in the repair shop or black- 
smith shop where wagons and imple- 
ments are repaired. It has the econ- 
omy and finish for the work. 

This specialty is a satisfactory pro- 
duct all the way through and is ex- 
pressly adapted for the purpose. It 
is an oil paint and dries with a good 
oil gloss. It can be applied easily ; 
can be washed repeatedly without in- 
jury and will stand hard wear ; made 
in six strong colors. It has found a 



PAINT 



ready sale wherever introduced and 
will prove a paying line anywhere. 

We have a number of strong news- 
paper electrotypes, in standard sizes, 
that will help introduce it to the farm- 
ers in your locality that we shall furn- 
ish free of cost, upon request. 



Smmmms 
WAGON y 

AIHD IMPLEMENT PAINT ^ 



i«^ ^^ iw^ -n^ ^f?M 



Counter Card advertising IVagon 
and Implement Paint, 

If you have Wagon and Implement 
paint in stock, push it. If you haven't 
write us at once for prices and infor- 
mation. You Ml be surprised at the 
number of orders you can sell. 




Good Fall Painting 



h 'ill bv nrnivj tmhj li> (vmtrcl Ihr i«<ml#t *p 

Liuk iiM>i thu tu'DtWi : n^ gub UKJ nbnib Kwh ta 
' »«]x aJ ^ iv n; ViAtIk tarn aHl «h 

Itii SHEMwmWiLUim P*mr 



Fail Electrotype No. 27s 
2 columns ivide by ^Yz inches deep. 
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AN ADVERTISEMENT THAT TELLS THE TRUTH. 

In a recent issue of a New York paper there appeared the following adver- 
tisement of Regal Shoes : 

SHOE RENT. 

There's a charge for store rent in every pair of shoes retailed. 

There is also a charge for advertising, in the selling of Regals. Does the 
advertising add to the cost of selling, per pair, or reduce it? Let's see : 

A store paying $20 per day for rent, and selling twenty pairs of shoes, ^without 
advertising, would have to charge you 011^ dollar per pair for rent alone. 

If, b^ spending $20 per day additional for advertising, the same store can sell 
200 pairs of shoes instead of 20 pairs, then the rent and advertising combined 
would cost only 20 cents per pair instead of $1.00. 

It is a favorite argument with unadvertised shoe stores that they can give 
better value than Regals, because they do not advertise. 

As well say they could give better value than Regals because they have not 
trade enough to employ more than one salesman. 

It is the volume of sales which reduces the ro// of selling each pair, and proper 
advertising is the quickest, the cheapest, way to get volume, when the shoes are 
good enough to be nuorth advertising. 

Regal advertising is only one little cog in the Regal system of ^Tannery to 
Consumer," but Regal quality could never be sold at fs-so without the advertis- 
ing which makes 51 Regal stores the busiest in their respective cities. 

Easter styles now on sale — $3.50. 

See windows, or write for Style Book. 

Good advertising invariably reduces the cost of selling. Unless it does that, 
it is not good advertising. Keep this in mind. It's the basis of a good argu- 
ment to use when your competitor tries to make sales by misrepresentation, or 
a misunderstanding of facts. It's the good advertising that is back of S. W. P. 
and that holds and increases its sales that make it possible for us to main- 
tain present prices. 



A SPECIAL FOR AGENTS. 

WE ask you earnestly for your heartiest co-operation in making this fall 
season the biggest kind of success. The ideas that are presented in 
this issue have been very carefully thought out. They will help you sell most 
paint this fall if you use them. 

Particularly do we urge you to fill out the '* prospective orders" blank in- 
closed with this issue; do not forget to include the names of the painters. 

We also ask you to stock up noiv on the specialties described in this issue 
if they are not on your shelves at present. If they are, push them hard during 
the fall season. 

A bigger fall busines for you and for us is what we are after. 
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PLAIN FACTS. 

We work — with you. 
Varnish logic— S. W. V. 
Trifles tell in tempting trade. 
S. W. P.— Success With Paint. 



With S. W. P. and S-W. push no 
agent can fall down on a big fall 
paint trade. 



Money covers faults — S.W.P. pre- 
vents them. 

"Hard work is the only cure for 
hard luck.'* 

Build, build up, build up a fall 
paint trade. 

If you want to get business you've 
got to get after it. 

"There is some hope for the fool 
who discovers the fact." 

S. W. P. is the ounce of prevention 
that forestalls paint difficulties. 

"The success of your investment 
depends upon its earning capacity." 

S. W. P. never looks right unless it 
has the right background of shelf 
goods. 



"The first thing to do, if you have 
not done it, is to fall in love with 
your work." 



Many a customer is won or lost by 
what's in a small can. The fuii line 
stops the losses. 

A point of honor with one man may 
be a point of dishonor with another. 
Examine your standards. 

' * Nothing of worth or weight can 
be achieved with half a mind, with 
faint heart or a lame endeavor." 

"The faculty of constant effort on 
behalf of a good thing is the best 
talent a business man can possess." 

It's poor policy to pay for newspa- 
per space and not to fill it with good, 
live "copy," constantly changed. 
Use the fall electrotypes. 



Have you used the 
Fall reading nonce/ 
// so send m copy of 
HeiL*spa/*fr coniahung it. 
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THE WARFARE OF BUSINESS. 



USINESS is warfare. It's a Hard, constant fight to the finish. 

The moment a contestant enters the field of commerce he 

is challenged by a host of competitors. All his movements 

are disputed and opposed by those already in possession of 

the field. He mxisX fight to live. He must conquer to succeed. 

So it is that a man of business is like a soldier of the 

And like the well-trained soldier who delights in the clamor 

the enterprising business man is eager for the struggle of 

He likes the excitement of contending for supremacy. He 



regiment, 
of battle, 
competition 

delights to overcome those who oppose him and he finds genuine pleasure in 
outwitting his rivals. It is this spirit of rivalry that sharpens a man's intellect 
and spurs on his energy. And unless a man is possessed of this desire to over- 
come, to surpass, to stand first in his line, he can never hope to carry the 
day, he will never succeed in the fight. 

Profit, which is the reward of industry and ability in business, is not the 
sole object and consideration that actuates the really successful man. The 
love of gain cannot inspire him to the highest endeavor. There must be 
something greater, something more enduring to call forth his supreme efforts 
and satisfy his ambition. And that something is the same spirit that is 
possessed by the men of war who go into battle to do or die — who fight to win 
and forget all else. 

It is this spirit — I do not hesitate to say it — that has made this Company 
great, and that will carry us successfully through all our campaigns and win 
for us new laurels in the field of commerce. Long may it prevail. 




^V V «. V 



Vice President and Gen*l Mgr, 
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THE FALL CAMPAIGN A GREAT SUCCESS. 

The Efforts of Ourselves and Agents Are Bringing Big Returns. 

iastic support of our agents, unless 
they had entered into the plans with 
a spirit of determination, the success- 
ful issue could not have been reached. 
It is another evidence that S. VV. P. 
agents are always ready to take hold 
of a good proposition. 

The fall campaign of this year is 
not over yet. In most territories there 
are splendid opportunities during the 
next few weeks to increase largely the 
fall paint sales. Newspaper advertis- 
ing on fall painting should be continued 
until the season closes. Personal work 
ought to be done with each proi>erty 
owner on the "prospective orders" list 
you sent us. You can thus drive home 
the proposition we are making to him 
through the mails, and land his order. 
A specially strong paint display should 
be made in your window and store. 

Every single paint specialty we list- 
ed in The S. W. P. for September 
will boost your fall trade. It will pay 
you to put extra push into their sales 
now. Use all the advertising that 
goes with them ; it will make them 
known to your trade. 



HIS fairs paint business is 
the best and largest in the 
history of S. W. P. agents. 
The campaign for increas- 
ed trade is successful in 
every part of the conti- 
nent. Reports of sales from every ter- 
ritory prove that our position regard- 
ing the fall painting season is correct. 
The fall is a good time to paint — and 
a good time to sell paint. 

A few weeks more hard work in 
going after business and we shall be 
able to look back upon a record 
breaking season. It is an encourag- 
ing prospect and well worth striving 
to realize. To know that there is 
business to get and that we are using 
the right methods to get it — that we 
are getting it — should give each agent 
fresh impetus to keep up the fight. 

It is a great achievement to have 
built up in two years an immense fall 
paint business throughout a whole 
continent. It means that the idea 
and the plans for carrying it out are 
right, and it means much more. Un- 
less we had received the loyal enthus- 



SHLF-kELlANCE. 

Man to be great must be self-reliant. 
Though he may not be so in all things, 
he must be self-reliant in the one in 
which he would be great. This self- 
reliance is not the self-sufficiency of 
conceit. It is daring to stand alone. 
Be an oak, not a vine. Be ready to 
give support, but do not crave it ; do 
not be dependent on it. 

To develop your true self-reliance, 
you must see from the very beginning 
that life is a battle you must fight for 
yourself — you must be your own 
soldier. You cannot buy a substitute, 
you cannot win a reprieve, you can 



never be placed on the retired list. 
The retired list of life is — death. The 
world is busy with its own cares, sor- 
rows and joys, and pays little heed to 
you. 

There is but one great password to 
s u c c e s s — self-reliance. — Front The 
Majesty of Calmness. 



WE MUST PUT OUR HEART 

and our soul into our 7cork if 
we are to succeed in it. 
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ABOUT VARNISH SELLING. 



QHERE is just as much profit 
and just as good returns 
from varnish selling as 
from paint selling. The 
varnish business supple- 
ments and strengthens the 
paint business. It gives the dealer a 
better opportunity to secure the active 
support of painters and architects. 
The dealer who carries varnishes of 
the same manufacture as his paints is 
in a much stronger position to go 
after trade than if he were handling 
different lines. Every argument he 
uses, every effort he makes to sell one 
article will advertise all the other 
products he has in stock. The 
sale of one article will advertise the 
sale of every other article. He can 
much easier and much better adver- 
tise his business if he is carrying one 
full line. It is concentrated effort 
against divided efforts. 



s. w. V. 



offers dealer and consumer the 
best proposition in the field. 



The Sherwin - Williams Varnishes 
offer the dealer and the consumer the 
best proposition in the field. They 
have every element of salability. 
They are as good varnishes as it's 
possible to make. They are right, 
always — are free from the varnish 
"tricks" that cause poor work and 
make dissatisfied customers — always 
give satisfaction. They are made 
with a thorough understanding of var- 
nish requirements and will secure the 
appreciation of the practical painter — 
the man you want to reach. One 
varnish always sells another through 





One of our chemical laboratories twhere 
all the raiv materials ofS. H^. V. are tested 
for purity and adaptability. 



One of the practical testing rooms nvbere 
S.1V.V. is tested by practical men for ^work- 
ing and drying qualities before it is sent out. 
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the good results it gives the user. 

No other varnishes in the market 
today are so strongly advertised for 
the benefit of the dealer. They are 
advertised direct to the painter, to the 
architect, and to the general con- 
sumer by methods that we believe are 
the most effective ever planned. Our 
experience and success in building up 
the largest paint business in the world 
well qualifies us to sell varnish. And 
we are advertising our varnishes with 
the same force and with the same suc- 
cess. Our selling organization will 
build up a varnish business anywhere 
— will improve a varnish business 
anywhere — will help you get to the 
top in the varnish business. 

We described and illustrated some 
of the letters and advertising features 
we are using in going after the trade 
of the painters and architects in The 
S. W. P. for May. We have written 
about our general and special varnish 
advertising. We have at various 
times told you about our facilities and 
equipment for making good varnishes. 
You are familiar with the progressive 



policy we follow in the manufacture 
and distribution of our products. 

We assure you that our situation in 
the varnish market is steadily and 
rapidly improving month by month. 
Most of our agents are now carrying 
S. W. V. and we have yet to receive 
one adverse report— one report that 
does not tell enthusiastically of success. 

To-day our varnish proposition is 
stronger than ever. We are beginning 
now to put even more effort than ever 
before into our varnish sales. We arc 
now carrying out special plans and 
have others under way that will make 
them more widely known, that will 
more effectively impress their merits 
upon the prospective buyers in every 
dealer's territory on the continent. 

If you want to become a better all- 
round paint dealer; if you want 
quality, reliability, service, and meth- 
ods that are right, and always right ; 
if you want to build up a bigger busi- 
ness, there is nothing that can help 
you so well as The Sherwin-Williams 
Varnishes. 




The Painters^ Union of tyatsonville^ Cal.y on parade July 4^ 
IQOJ, The members are enthusiastic supporters of S-fF. 
Products and during the parade carried an S-ff^. banner. 
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VARNISH ADS FOR BUSY AGENTS. 

Some suggestions for good "copy". They can be adapted to any style of 

display desired. 



VARNISH BUYERS 

When you buy varnish, ask us these ques- 
tions : 

Is it full measure ? 

Is it properly aged? 

Has It good working qualities? 

Will it wear well and retain its gloss ? 

We'll tell you "yes" — because we keep 

Th£ 8h£Rwin ' Williams V a/hushes. 

Made by conscientious men and men of 
capital. Made of properly adapted mat- 
erials, carefully prepared and rightly mixed. 
Made with a view to wear and long life. 
Made by the men who "know how". 



FLOOR VARNISH 

Must be tough and elastic — made to stand 
hard wear. 

M A R 'N OT, 

a durable floor varnish, made by THE 
SHERWIM-WlUfAltS CO., to stand "the racket" 
and give satisfaction. 

It is good, economical, and unusually 
durable. It has a brilliant lustre and is not 
easily scratched or marred. 

Very easy to apply— doesn't drag or pull 
under the brush and flows out well. Dries 
dust free tn eight hours and can be walked 
on next day. 



WELL AGED VARNISH 

Varnish is like wine — it improves with 
time. Aging gives it better appearance, 
better color, better working, wearing and 
drying qualities. 

The 8h£rwin - Williams Va/hhshes 

are made right and properly aged. Aging 
not only gives good quahty but makes pos- 
sible the removal of sediment. Every can 
of S. W. K. contains full measure, and every 
drop is usable. They work easily, give good 
finish* wear well. 



E X C E LL 

A VARNISH LCADCR FOR INSIDC USC 

No better varnish is made for general var- 
nishing in the home. It is pale in color, 
gives a handsome gloss, and you can use it 
on the finest woods. It is easy to apply, 
dries dust free in about six hours and hard 
in eighteen hours. Can be rubbed after forty- 
eight hours. 

The Sherwin-Williams Co.'s 

name on it means that it's specially adapted 
for ite purpose — and the best that can be 
made. 



D R Y '0-N / TE 

The strongest pale dryer and the palest 
strong dryer made. Will dry twenty times 
its bulk of linseed oil — and do it in five 
hours. 

No top-drying with Dry-o-nile. Won't 
curdle the oil, and won't bum the life out 
of a paint. 

Made by THE SHEKWIN-WilUAMS CO. to 
give the Master Painters the best results. 



KO P A L 

A OOODOLD-PASHIONCD VARNISH FOR 
OCNCRAL use— OUTSIDE AND INSIDC 

Made by THE SHERWIN-WILUAHIB CO. from 
the hardest KAuri gum, well aged, pure lin- 
seed oil, pure spirits of turpentine, and the 
best varnish dryer. 

No work too pood or usage too hard for it. 
Works freely and easily and is durable and 
elastic ; will not turn white when water 
strikes it. 

When you have any varnishing to do on 
doors; store fronts, boats, bath-rooms, car- 
riages, or any place wnere you want a good, 
honest job, try it. 
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PALE FLOWING CABINET VARNISH. 

A New Varnish Specialty for Use in the Household. 



I^Tl ALE Flowing Cabinet Var- 
I \^ I nish is the name of a new 
I I household varnish special- 

I I ty that we have just placed 

I I in the market. We know 

it will prove right all the 
time and all the way through. 

We have not rushed it onto the 
market. We have taken time to test 
it thoroughly under every condition, 
to satisfy ourselves that it is right 
and adapted for its purpose. 

Pale Flowing Cabinet Varnish is 
expressly adapted for medium priced 
housework. It gives a good honest 
finish — a handsome gloss that stands 
out well and wears for the longest 
time. It works easily and flows out 
freely to a smooth surface. It dries 
dust free in 3 to 4 hours, becomes 
hard in 24 hours and can be rubbed 
in 48 hours. It is medium pale in 
color. 

This new specialty should become 



very popular with the master painters. 
It is a class of varnish that they re- 
quire frequently and the good results 
it will attain for them will soon gain 
their appreciation. 

You can recommend it to the paint- 
er for safe, reliable results every time. 
You can depend upon it. It will 
make more money for you, place you 
in a better position with the painter, 
and increase your trade. 

We are going to put extra push 
into its sale and it will pay you well 
to send for a sample order. 

Write us today for prices and full 
information. 



TO DETERMINE 

to do a thing is half the battle. 
* To think a thing impossible is 
to make it so.' Courage is vic- 
tory ., timidity is defeat — Marden. 



ADVERTISING MADE EASY. 



One morning 
Put up a sign 

The doctor came along the street, 

And when the sign he read 
He walked right into Tutt's store 

And wisely shook his head; 
Behind him came another man — 

The teacher, most polite— 
And each remarked in kindly tones: 

"You havert't spelt it right/' 

The blacksmith and the jeweler. 

The mayor of the town, 
The milliner, all smirks and smiles, 

The lawyer with his frown, 
The druggist and the editor, 

And good old Parson White, 
Came trotting in to say to Tutts: 

"You haven't spelt it right." 



honest Grocer Tutts 
: *' Fresh Cokynuts/' 

The barber and the clothing man, 

The baker and the cook, 
The tailor and the hotel clerk. 

All came and had a look; 
And every one within the town 

Had entered, ere 'twas night, 
To murmur when they got the chance: 

"You haven't spelt it right. *^ 

Each bought a little bill of goods 

Before he gave advice — 
And some indeed were so impressed 

They had to enter twice. 
"I know it's wrong," mused Grocer Tutts. 

"But 'twould not catch their sight 
And bring them in to buy and tell 

If I had spelt it right." 



Xext morning honest Grocer Tutts 
Put up a sign : ' ' Fraish Cokonuts.' ' 

— Chicago Trihunf. 
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An S. IV. P, Hotel, 

Zoar Hotely Zoar, Ohio. 'Bodyyjg4; second story, shingles, and gables. Creosote 

Painty light broavn; trimmer, j^j . 

SYSTEM IN BUSINESS. 

From an article by Mr. W. H. Cottingham, vice president and general manager 

of The Sherwin-Williams Co., which appeared in 

System magazine for May. 



rvJW 



O 



RGANIZATION is the 
prime factor in the man- 
agement of business affairs. 
System is the prime factor 
in organization, therefore, 
"systcmize your work and 
work your system" is a precept that 
every business man should adopt. 

Business without system is like a 
ship without a rudder — it drifts. Sys- 
tem insures a straight course and a 
smooth, successful voyage over the 
sea of commerce. 

Without system a man must do a 
lot of work with little results, with 
system a little work with a lot of re- 
sults. 

A man's capacity for business large- 
ly depends upon his ability to invent 



and use system. System saves time 
and labor, and insures accuracy and 
dispatch. On these things the suc- 
cess of business largely depends. It 
should surely then need no argument 
to convince a man of its importance. 
The wonder of it is that in these days 
of aggressive methods and fierce com- 
petition that any intelligent man 
should be neglectful of its great and 
manifest advantages. 



THE SECRET OF HARD 
WORK I N G MEN 

/ go at 7vhat I am ahout as if 
there 7cas not hi fig else in the 
world for the time being. 

CH.ARLKS KlN(;SLEY. 
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. C. R. HAMILTON 



SUCCESSFUL S. W. P. 

Hamilton Paint and Glass Co., 



AQENCIES. 

Dallas, Texas. 



QAMILTON Paint and Glass 
Co. have been selling 
S. W. P. for thirty-two 
years. Their experience 
is the history of S. W. P. 
on the paint market and 
their success is the history of good 
goods, well advertised. 




Main Store of Hamilton Paint and Glass Co., 
345-347 ^^f" •^'•« "Dallas, Tex. 



For years they have been one of 
largest and most successful paint es- 
tablishments in the state of Texas. 
Today they conduct two large stores 
in Dallas and have a branch house at 
Ft. Worth. Systematic progressive 
business methods, taking advantage 
of each opportunity, doing everything 
they undertake a little 
better than the "other 
fellow," are some of the 
causes that have kept 
them always in the lead. 
S. W. P. has been a 
large factor in their suc- 
cess. They have pushed 
it consistently with live 
advertising, they have 
met and overcome lead 
and oil prejudice and the 
claims of successive com- 
petitors, and each year 
has brought increased 
business. 

Mr. C. R. Hamilton, 
the secretary of the com- 
pany, who has been 
closely identified with 
the paint department 
during recent years, 
writes enthusiastically of 
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the S. W. P. situation. His exact 
words are better than comment on 
them: 

^ In pushing paint wc use our own per- 
sonal letters to supplement those TheS-W. 
Co. send out for us, and try to keep Sher- 
win-Williams Products always before the 
public. They are paints that we can rec- 
commend, as we have confidence in them 
ourselves and use them ourselves on our 
own houses. When we open a case to put 
on our shelves we find them always in good 
condition. The good condition of the out- 
side of the goods tends to lead people to 
try to see if the inside 
is not also good. 
The good appearance 
half sells the paint. 
The S-W. Co. have 
helped us a good deal 
in putting their pro- 
ducts before the pub- 
lic and their constant 
advertising has aided 
us remarkably in 
building up business. 

We have the exact 
reproduction of our 
letter head on one side 
of our main building, 
seen from three streets 
and from the Texas 
and Pacific Railroad. 
On the backwe have 
the "cover the earth'* 
design in colors, and 
on the front " Sherwin- 
Williams Paints" 
across the whole side. 
We haveso much dis- 
tinctive Sherwin-Wil- 
iams advertising that 
many people mistake 
our store for a branch 
house of The Sherwin-Williams Co., and 
ohen come in here to get the agency for 
the paint in their town." 

Two features, illustrated in the ac- 
companying engravings, convey a 
clear idea of the thoroughness with 
which this company introduces S. W. P. 
All the company's stationery — letters, 
checks, statements, etc. — have the 
* 'cover the earth" design lithographed 
in colors. Besides making a very 



one who has any business relations 
with them is brought in touch with 
The Sherwin-Williams products. 
Photographs of various residences in 
the city that have been painted with 
S. W. P., with the names of the own- 
ers, are displayed and are found to 
appeal strongly to the prospective cus- 
tomer. 

The firm places these photographs 
among their strongest advertising. 
They consider them one of the best 




One of the photos of group oj S. W, P. houses in Dallas 

the Hamilton Paint ST Glass Co. are using 

in their ad^vertising. 



arguments to the property owner that 
his neighbors are not only using 
S. W. P., but are using it with good 
results. Recently they have had a 
small engraving made of the photo of 
S. W. P. houses reproduced here, for 
use on the business cards of the sales- 
man and members of the company, 
and a large engraving made for news- 
paper advertising. 



attractive heading, in this way every Personal letter work with property 
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owners is entered into extensively. 
The greatest pains are taken to secure 
and keep up live mailing lists. At 
the present time they are compiling a 
special list of names of the prominent 
women of Dallas and vicinity from a 
Society Blue Book that has just been 
published there. They have learned 
from their long experience that the 
women have a great influence in the 
selection of paints for the home, and 
specially written letters will be sent 
out to the women on this list. 

Thoroughness is the dominant note 
in all the methods employed by the 
Hamilton Paint and (ilass Co. They 
give careful attention to every detail. 
They adopt progressive ideas and 



JU ST DO A THING! 

Don't ialk about it! This is 
the great secret of success in en^ 
terprises. — ^arah Grand. 



carry them out consistently. Their 
methods are available for any agent 
and would prove successful in any 
territory. 

The officers of the company for 
this year are: Mr. Henry Hamilton, 
president ; Mr. Claude Hamilton, sec- 
retary ; Mr. E. M. Reardon, vice 
president and treasurer, and Mr. J. 
K. King, assistant secretary. 




QRY-O-NITK, the Master 
Painters* Dryer, is prov- 
ing a winning proposition 
everywhere. It is fulfill- 
ing the high hopes we had 
when we placed it on the 
market a tew months ago. 

The sales are increasing steadily, 
and we have yet to learn of one in- 
stance where it has not given good 
results, where it has not given satis- 
taction to the user and to the dealer. 

The tolk>v\ing extract trom the letter 





WHEN 


TROUBLE COMES 


/; 


'' V* men 


take A' th:ir ic^'rk: 


u\ 


a k w. n 


\i'<e to the :C''i>J^. 



of Mr. J. R. Moore, Portsmouth,Va., 
to our Newark office, will give you 
an idea of the character of the reports 
received on Dry-o-nite : 

** Having been a large user of all the 
dr\-ers on the market, covering a period oi 
26 ycar«. and being unable to find a dryer 
which was entirely satisfactory in every way, 
I was induced to try a sample of Dry-o-nite. 
I am pleased to say that it is the best dryer 
I ha\e e\cr used, particularly so in several 
wass. It dries thoroughly through and 
throuijh and does not color white; is 
al>o a pi>x\rrful dryer and requires only 
about halt the quantity to dry a eiven 
aTiu>unt ot o\\ or paint that usually is re- 
qutrt-il to vrcure the same results in any 
other drvcr I have ever used. 

i "shall u^e it exclusively in the future and 
recoitutiend it most highly to all painters 
and u^rs ot dr\ers.'* 

Vou can f>ut every confidence in 
Dry-o-nite. lt*s good and you can 
back it with your reputation to every 

painter in your territory. 
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THREE QUICK-SELLING VARNISHES. 

Specialties That Have Built Up Big Sales. In Demand in Every Territory. 



O other varnishes in our 



line have forged ahead so 
rapidly as Kopal, Excello, 
and Mar-not. They are 
now well established, they 
are familiar to most agents, 
and have already made big headway 
in the varnish market. 

They are varnishes for which deal- 
ers are finding the greatest demand 
— some one of them is always in use. 
Each one is a good, honest, reliable 
varnish — the kind that makes the 
painter enthusiastic over his job. 
Each one carries with it special dis- 
play features and newspaper electro- 
types, and is backed by the strongest 
advertising we can plan. They are 
varnishes you can sell quickly, satis- 
factorily, and profitably. 

They have been described in prev- 
ious numbers of The S. W. P., but 
they are so good, so thoroughly rep- 
resentative of satisfactory varnishes 
for the dealer and consumer, that we 
want every agent to know about them, 
and are listing them again. 

A Varnish for General Use— Outside 
and Inside. 

^^jS^\^ i* ^n all-around painters' var- 
^MjllJ^^ nish» without exception the 

^\^^^ best one sold. There is no 
varnish anywhere near its price which equals 
it. It is durable and elastic, working freely 
and easily under the brush. It is free 
from "deviltries" and can always be de- 
pended upon to give absolute satisfaction. 
It can be used inside as well as outside. 
For outside work, doors, boats, carriages, 
etc.; and for inside work in bath rooms, 
kitchens or on inside blinds it will give 
absolute satisfaction. Kopal will wear 
well under the most severe exposure. It 
will dry dust free in from 8 to lo hours and 
becomes thoroughly hard in two days. 
Kopal is introduced to the painter by the 
free sample plan, and is advertised direct 



to painters and architects by strong " per- 
sonal letters," mailing cards, booklets, etc. 

A Varnish for the Home. 

j^JLm7>\ is a varnish leader for interior 
CQ WCW J use only. It is superior to any 
— hard oil finish, and is excellent 

for all high grade finishing and general 
varnishing around the house. It is pale in 
color and can be used on the finest and 
most delicately grained woods. Excello 
produces a high and lasting gloss which 
does not easily mar or scratch. It does not 
pull under the brush and flows out smooth- 
ly, drying dust free in about 6 hours and 
hard in i8 hours. It can be rubbed after 
48 hours. The merits of Excello are also 
made known to the painter by free samples 
and its sales are promoted by special let- 
ters and literature, direct to the painters 
and architects. 

A Durable Floor Varnish. 



^lAWioy 



and 
mar. 
cloth, etc. 
under the 



1 A perfect floor finish, good, 
economical, and unusually 
durable. It is tough, elastic 
under foot wear will not scratch or 
It is also suitable for linoleum, oil 
It works well, flows out evenly 
brush and dries with a tough, 
wear- resisting gloss. It dries dust free in 
about 8 hours and can be walked on the 
next day. It becomes thoroughly hard by 
the second day. 

If you haven't these varnishes in 
stock you are missing a splendid op- 
portunity to line up the varnish tiade 
in your territory. They give a good 
margin of profit and their advertising 
and high quality draw trade. 

Write today for prices and adver- 
tising plans. 
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SUCCESS— HOW TO ATTAIN IT. 



From "The 57 



n-n~. 

S 



a Monthly Magazine Published by H. J. Heinz Co., Pitts- 
burgh, Pa., in the Interest of Their Employees. 

UCCESS and how to attain commendable traits of close applica- 



it is man's most difficult 
problem. It is the prize 
which he pursues from the 
cradle to the grave. In 
many cases he wins while 
in others his efforts go down in dismal 
failure. Every aspiring man should 
realize that there is no prescription 
for success. We may study with deep 
interest the lives of successful men, 
and from them gather much inspira- 
tion and encouragement, or we may 
divert our attention to mastering rules 
for success, but at the best the con- 
clusions can only be suggestive. 

Success depends entirely upon the 
man and the proper application of 
his talents. When men begin to under- 
stand this indisputable fact we shall see 
ourselves taking a long stride in the 
march of progression. Men will seek 
to emulate others and become inspired 
by what they have accomplished. It 
is useless to waste precious moments in 
trying to be like some one else unless 
you are similarly gifted. You are 
directly responsible for your own 
talents and not those of others. Find 
the place in life for which you are 
best adapted, and under all circum- 
stances be your actual self-natural in 
the highest degree. When you be- 
come positively satisfied as to where 
you rightly belong, then cultivate the 



NO MAN CAN DO MORE 

than his best. But a good many 
men can do more than what they 
think is their best. 



tion, unmistakable enthusiasm, in- 
domitable perseverance and keen ob- 
servation. Of the latter element 
much may be said to the advantage 
of all, because no one can succeed 
unless he is thoroughly observant. 
In other words, every ambitious man 
needs to learn that his eyes were given 
him to use. The world is full of men 
who have eyes but they see not. 
They stand face to face with brilliant 
opportunities but are blind to them ; 
they cannot see life's obstacles or ob- 
serve the meaning of danger. 

Bring the matter home to yourself, 
take a careful inventory of your actions 
and ascertain definitely if you are an 
observing man. If not, your tactics 
need to undergo a radical change. 
Are you employed in a subordinate 
position? Are you of the impression 
that you must work like a machine for 
the purpose of throwing all responsi- 
bility upon the foreman or superinten- 
dent? Or are you painstaking, keen- 
ly observant and alert for opportuni- 
ties to suggest something that will 
benefit your employers? Do you not 
understand that a man's promotion 
depends upon the demonstration of 
his capabilities ? Therefore, keep your 
eyes open and while you are down in 
the ranks to-day, to-morrow you may 
stand far above your associates. 

Life is not so hard ; success not so 
difficult but what it may be attained, 
if every man will just perform his duty 
properly and try each day to make the 
world a little happier. As Dickens 
aptly says: *'Make the best of every- 
thing; think the best of everybody; 
hope the best for yourself ; and do as 
I have done — persevere." 
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SPECIAL WOOD FINISHES FOR THE HOUSE 
PAINTER AND DECORATOR. 

Two Splendid Selling Varnishes for the Finest Class of Work. 



QURABLE Wood Finish, 
Interior, and Durable 
Wood Finish, Exterior, 
are among the first var- 
nishes we put in the mar- 
ket. The highest stand- 
ard of quality has always been main- 
tained in their manufacture. There 
are no better varnishes for the pur- 
pose at any price, anywhere. 

Both varnishes have been well tried 
out in the *years they have been on 
sale ; and both have given the very 
best satisfaction. They afford the 
dealer a good profit, they give his 
customers the very best results ob- 
tainable, and they make him more 
widely known as a dealer in reliable 
paint products. 

The S. W. Durable Wood Finish, 
Interior, is the most durable and last- 
ing interior finish that can be made. 
It is not affected by steam or water. 
Made for the finest inside work, it 
can be used on the lightest wood, 
and faithfully preserves the most deli- 
cate grain ; gives a deep rich finish. 
It is exceedingly easy and smooth 
working. It dries dust free in about 
6 hours with a rich lustre. It can be 



rubbed down and hand polished in 
48 hours. 

The S.W. Durable Wood Finish, 
Exterior, is of the same quality as 
Durable Wood Finish, Interior, but 
being for outside exposure, is tougher 
and a little slower in drying. It 
withstands the severest exposure and 
is not affected by weather or sun. 
Does not turn white nor lose its gloss 
and is very durable. It is the very 
best varnish for store fronts, front 
doors, signs and other exposed work. 
It dries out of dust in 10 hours and 
hard in 48 hours. 

These varnishes are strongly backed 
by our general advertising and 
selling organization. The quality and 
push that go with them mean an in- 
creased varnish business. They are 
varnishes that appeal particularly to 
the architect, and have become pop- 
ular owing to the fine class of work 
that they do. They have been speci- 
fied and used on a number of the 
finest buildings on the continent. 

If you haven't been carrying these 
varnishes, write us today for prices 
and full information. Put them in 
stock and push them for use on the 
best jobs in your territory. 
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KOPAL AND EXCELLO WIN THE PAINTER. 

rESTIMONIALS^ of the character ice have been receiving from ait over 
the continent^ give convincing evidence that Kopal and Excello are re- 
ceiving the active support of the practical painter. They prove that these var- 
nishes offer the dealer and' the consumer the best proposition in the field. 



'Bradner^ O. — Your Excello varnish is 
certainly one of the best of any I have ever 
tried for furniture work. It is clear, clean 
and firm. 

Orion Kirk. 

Albuquerque, N. Mex. — Excello works 
very easily and makes as good a job as any 
finish I have ever tried. 

J. W. Rath BUN. 

Kansas City, Mo. — I have tested ICopal 
and find it can't be equaled for the price. 
It gives a good finish, fine gloss and has all 
the qualities the skilled mecnanic would de- 
mand. Shall be pleased to recommend it as 
a good durable varnish. 

Western Sign Works 
Per Samuel Stien. 

Oakland, Cal.—We have used Excello 
on interior finish and it has given us satis- 
faction. We shall use it at all times for 
first-class work. Moore & Bishop. 

Hartford City, Ind.—l find Kopal var- 
nish second to none. It is fine. It's 
spreading qualities are excellent. Has a 
fine gloss. 

S. H. Turner. 

Xeivman, N. Y. — I have tested Excello 
and find it one of the best varnishes I have 
ever used. It goes on easily and has a 
beautiful gloss. 

Frank Mayor. 

Du Bois, Pa. — I have used Kopal exten- 
sively since it was put on the market and in 
no case has it failed to give satij»f action. In 
my twenty-two years experience. 1 have never 
found anything in the varnish line that was 
any better. I used Kopal a year ago on the 
running gear of a moving van and it has 
stood the wear and mud as well as a high 
priced gear varnish. 

J. H. Brady. 

Milavaukee, H^is. — We gave Excello a 
good test and find it OK. Will use it on 
all jobs. 

Frank Lehman & Co. 

Jlair you taken advantage of the 
you to write us to-day for particulars. 



Wallace Harbour, N, S. — I have tested 
Kopal and find it just what you recommend 
it to be in every respect. I am much 
pleased with it. 

R. W. McMillan. 

Spencer^ille, Ont. — I have been using 
Kopal all the spring and summer and it 
works to perfection. 

Geo. a. Armstrong. 

Mattapoisett, Mass. — I have used Kopal 
and have found it very satisfactory. Would 
not look further for a better article. 

Taylor P. Morse. 

Keese'ville, N. Y. — I have tested the sam- 
ple of Excello and find it the best I have 
ever used and will gladly tell all my friends 
so. I am going to use it in my own hou»e. 
N. R. La Duke. 

Leomister, Mass. — I have tested Kopal 
and find it a very easy working varnish and 
it has proved durable on work exposed lo 
all kinds of weather. 

Geo. p. Owens. 

%idgeville, O. — I have tested Kopal and 
find it a first-class varnish in every particu- 
lar. It is easy to put on and dries quickly 
and leaves a smooth glossy surface and is 
free from all specks seen in so many other 
kinds of varnish. 

H. S. Chapman. 

Fine Gro've, Ky. — We have used your 
Kopal for some time in repairing and re- 
finishing buggies. We find it dries quickly, 
gives a splendid lustre, will not crack and 
stands mud better than any we have ever 
used. It wears better than varnish we have 
paid much more money for. It is first class 
and we use nothing else now. 

R. L. Davis. 

Portland, Ind.—T\\t Sherwin-Williams 
Excello varnish is all right. It works fine. 
Samuel Chittum. 
free sample plan I If not, it will t>ay 
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A GOOD VARNISH WINDOW, EASILY TRIMMED. 

ARRANGE varnish cans as shown in the illustration. Display not more than three 
specialties — the kind that are in general demand — Kopal, Excel lo and Mar-not are 
good ones for the purpose. Distribute a few S. W. V. booklets around the cans, taking 
care to avoid giving the window a crowded appearance. Place a card at the back reading 
'*Thc Sherwin-Williams Varnishes. They're right." 

It's a strikingly simple window that will attract attention. Trim one to-day. 
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large output will be found for use in 
homes, factories, and office buildings 
in every locality. 

Special Radiator Enamel is put up 
attractively, carries with it illustrated 
color cards, and is being thoroughly 
introduced by strong advertising. 
Write for prices and full information. 



SPECIAL RADIATOR ENAMEL. 

A New Varnish Finish for Surfaces Subjected to Unusual Heat. 

rtJV 

FECIAL Radiator Enamel 

is a new specialty we have 

recently placed on the 

market. It is an enamel 

finish particularly designed 

for use on radiators, hot 
air registers, piping, and similar sur- 
faces, and is made to stand extreme 
heat. 

This new finish is manufactured in 
fourteen handsome standard shades 
that make possible a finish to harmo- 
nize with the colorings of any room. 
It works easily, covers well, and dries 
out with a rich lustre which does not 
**flat out" or grow brittle when sub- 
jected to high temperature. It will air 
dry thoroughly in twenty-four hours. 
There is an increasing demand for 
this class of goods and dealers carry- 
ing this specialty will be in position 
to go out strongly after the trade. A 



** After all, we spend the greater 
portion of our lives in earning a living 
for our families and ourselves, and we 
should try to make that work as pleas- 
ant as possible. This can be done 
largely by taking an interest and be- 
coming enthusiastic in it. If a man 
makes up his mind that he can and 
will do what others do, he will come 
very near doing it." — Afr. Chalmers^ 
General Manager The National Cash 
Register Co. 




Float used hy Chay. Ford Co., SJV.P. Agents at lf^atson<t*ilie, 
Cul., on July 4, ti^^J. 
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PLAN YOUR WORK 

AND WORK YOUR PLAN." 

CAME across this phrase somewhere a short time ago, and was 
greatly attracted by it. It's our idea exactly of the way business 
operations should be conducted. 

First, an intelligent, clearly defined plan is necessary, and 
then, most important of all, it's got to be worked — worked to a 
finish. Many a man is capable of laying out an excellent plan, 
or a magnificent system, but when it comes to executing it, he is an utter 
failure. It's doubtless true that there are more planners than workers in the 
world — more dreamers than hustlers. 

It's demanded of the successful in business affairs that they shall possess 
a head that can contrive, a tongue that can persuade, and an arm that can 
execute. And these most desirable, most necessary qualifications can be 
acquired by the practice of meditation, study, and work. The great thing 
necessary to apply to your meditation, to your study, and to your work, to 
make them effective, is concentration — concentration of thought and concen- 
tration of action. 

We fail, I think, to realize, or to remember, the tremendous power of 
concentration in work. We are inclined always to wander in our thoughts, 
and to waver in our actions — ^it's the natural trend of our restless and uneasy 
beings. Our ability to overcome such inclinations greatly influences the 
extent of our success. 

Concentration simply means doing what we do with all our might. It 
means putting effort into everything, working with zeal and intensity — not 
slothfuUy and dreamily, but with snap and vim. In thinking, in talking, in 
writing, in working, our watchword should be concentrate, concentrate. It's 
surely not an easy thing ; it requires a very determined and persistent effort 
of the will, but by practice it will become a habit, the power of which is 
tremendous. 




( <a V ^v 



Vice President and GenU Mgr. 
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TWENTY-THIRD ANNUAL CONVENTION OF THE 
SHERWIN-WILLIAMS CO. 

Will be held in Cleveland during second week of Novennber. 




I^HE Twenty-third Annual 
Convention of The Sherwin- 
Williams Co. will be held at 
the Company's headquar- 
ters, Cleveland, November 9 to 13 
inclusive. Representatives from every 
territory in Canada and the United 
States, and the managers of all the 
divisions and departments of the Com- 
pany will be in attendance. 

At this convention, which brings to 
a close the most successful year in the 
Company's history, plans and methods 
will be considered, revised, and ap- 
proved, to make the year of 1904 a 
still greater one for every one con- 
nected with our organization. Through 
the representatives we shall learn of 
the difficulties you have met during 
the last year, the suggestions you 
have made, and shall generally be 



brought closer in touch with the sit- 
uation in each locality. It is the 
work of the convention to smooth the 
business path for S. W. P. agents, to 
improve our methods and to devise 
further means to assist you in going 
after trade. 

All the advertising features and 
helps we have designed and prepared 
for the coming year will be placed 
before the convention for approval. 
And at the close of this annual meet- 
ing we shall be in position immediately 
to begin to work with you for the 
business of 1904. We shall have 
more helps and better helps for you 
next year than ever before. 

A full report of the convention pro- 
ceedings will appear in The S. W. P. 
for December. 




ANOTHER INSTANCE OF 

^CARCELY a day passes that 
does not bring fresh evi- 
dence of the economy of 
S. W. P. Owing to its great 
covering capacity it steadily proves 
more economical in first cost than 
*'cheap" paint. 

Mr. W. K. Morrison, of the firm of 
W. K. Morrison & Co., S.W.P. agents 
at Minneapolis, Minn., describes in a 
recent letter another instance of the 
economy of S.W.P. The test was an 
interesting one, as it was Mr. Morri- 
son's own experience. His letter 
tells the story as follows : 

"Mr. J. S. Portcous and myself own a 
large double house on Harmon Place. It 
has wide porches, the ceilings and floors of 
which have to be painted, and in addition 
there is a large double barn 35 and 70 



THE ECONOMY OF S.W.P. 

feet. We paint one coat once in two years. 
Two years ago we painted it with paint 
which was sold to me for this job at $1.00 
per gallon. The paint for the job cost us 
$40.00. 

This year we used S.W.P. out of our 
stock, charged up at our regular retail 
price of $1.65, and the bill was $38.00. 
An extra quantity of S.W.P. was used on 
account of the fact that the paint used last 
time blistered badly, and quite a quantity 
of it had to be burnt off down to the wood, 
so that it had to be built up with three 
coats. I presume at least a gstllon of paint 
and probably a gallon of oil was used for 
this purpose. 

The house has been painted now about 
six months and so far appears to be a much 
more satisfactory job than when it was 
painted two years ago." 

Economy in painting figures out 
best with S.W.P. 
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An S. W, P. House. 

Residence of Mr. IF. S. Pollard, Chester, Vt. Body, 4yg: Trimmer, 

Gloss tVhite; 'Blinds, 484. 




THE POWER 

YOUNG man employed in 
a responsible position by a 
great corporation was re- 
cently discharged to make 
room for another. Surprised and 
mortified, he sought an explanation 
from the manager of his department. 
**Will you kindly tell me why you do 
not want me any longer?*' 

"Certainly,** was the reply; ''it is 
because you always said 'you' instead 
of 'we.' *' 

"What do you mean?" 
"I mean just that! You never said 
' We ' should do so and so ; or ' IVc * 
ought to follow out such-and-such a 
policy. It was always ''You* in re- 
ferring to this company, of which you 
were a part. In speaking to a fellow 
employe about our business, you 
would say ^They ' (meaning this com- 



OF "WE." 

pany) , instead of ' We, ' I should ad- 
vise you to seek employment with some 
company to which you can refer as' We\ 

A common criticism of an ambitious 
young man is: "He acts as if he 
owns the concern, and he's only a 
clerk." It is the young man who 
works as if he did own the concern who 
often becomes the owner in time. 

"We're going to pay a dividend of 
ten million dollars next month," 
proudly remarked an office boy to a 
waiting visitor in the reception room 
of a railway president. He is on the 
right track. 

But it is necessary to think We and 
act We every hour of every day, as 
well as to say We, We means (Is^ 
union, solidity, co-operative enthus- 
iasm. YOU means the other fellows. 
It's the WE that wins I — Success, 
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WINDOW SUQQESTIONS FROM WARD.^ 




^KIGH aquartcanof S.W.P., 
Gloss White, carefully, open 
it> stir the paint thorough- 
ly « and weigh out exactly 
one ounce ; then get a painted board 
that has at least three square feet ol 
iturtace. U the board is not painted 
give it a coat of shellac. 

Taint as much of the board as you 
can with the ounce of Gloss White. 
MuUiplv the number of square inches 
iwrrevl bv the number of ounces in 
the quart* Multiply that by four and 
v\ni will have the number of square 
mche* th^t one gallon of S. W. P. will 
cover. 

W hen the KvAnl b drv put it in the 
wimiow with a Urge card, reading 
**An actujd test *.>t the wvt-rmg ca^Mctty 
v»t S. W. P *' i>n the bvMcd Uck a 

*\tr. \xn\t< W, Wirvt i-* th«f tnvc'in^ 

4 ptiyfv,*" iv*>v<ttMrr v** much cv^nrrcrtw. 
Uix tt'i** titv l^i'tt 4'; ^*vc th< \'ri<r'*'CAa 



small card giving particulars: ''Here 
is — square inches ; one coat S.\V^P. 
covered with one ounce, which is 
equal to — inches or — feet, one 
coat per gallon, or — square feet, two 
coats ; the painting was done by " 

If you will make this test you will 
not only convince your customers of 
thte great spreading capacity of S.W.P. 
but you and all connected with your 
store will have more confidence in the 
good quadities of the paint and become 
bettor S. W\ P. salesmen. 

I have covered at the rate of three 
hundred and seventy-five feet and 
over to the gallon so often, that I 
know you will get a result of over 
three hundred square feet, the amount 
we advertise to co\-er. 



Wliitew. 

I thiak the following would make 
an attracti\-e window for Gold Paint: 

Piint the rim parts of a clothes wring- 
er wTta iHjId E*aint: pat it in the win- 
dow with a display ot" Gold Paint a 
cArd reading ^^Ihe Sberwin-IVilliams 
Gold Fxat — a ^ringer* for gold leaf.'* 



Vttt: CUINOVR OKvVLXR 

;Vv^fcA"vx" v^v:ju- :m: wx* s«?rd 



Cv> n:dLie i record of the property 
ow:>ir> ta yoar locality who are likely 
^? :i5« Vcii-?c next year, yoa will be 
xLIe to make op a good list during 

^v >«jt:crv«r voa team ot anyone who 
u> cvi;a^:»:j;;rjru: '^arrCTT^^^ o£ anyone who 
*s- i^:-':j: x> ':'c*ld. oc aayooc whose 
rr,N:t;rv* -^xMOf ?«iintTng> make a note 
oi *:. x:d vcnsnisK eiferr aime the 

\,*i: :xj xisU^ 1;: a beCcT lis* if 
"Vit 'X'ti*:i TC'V. a^c caa 6^ so much 
^ jrvt,"- . M.I \i ^',"tL wa.j: isxc:! tie spring 

.-vfc ■•:\\T ,M*nfcj jitta c^teil in the 

*-*iS. I n* "t^^"T ¥i>ur list X>^T. 
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USE THE LOCAL COLUMNS. 

They Afford Good Opportunities to Push the Sale of Paint Specialties. 

^EWS items on the paint specialties in your stock will make your trade 
more brisk during the next few months. There are a number of 
specialties that are used or can be used to advantage in every home 
in every locality during the late fall and winter months. Let the 
trade know you have them. Newspaper readers may skip your ad, but the 
news item will get their attention, and those who read the ad will be again 
reminded of your proposition in the local columns. 

Anyway you look at it, a good news item is a good advertisement. 




the following may be used or may suggest good copy for the purpose : 

If there are any clingy ceilings, walls or 
woodwork in your house, brighten them up 
with Enameloid for the long winter months. 
Enameloid, made by The Sherwin-Williams 
Co., 'gives a hieh gloss enamel finish. It 
is easily cleaned, stands plenty of soap and 
water. Call at for color card. 



Perhaps 



You are going to " fix up" one or more 
rooms for the winter and you can save 
money and get the best finish with Enam- 
eloid. Call on for color card and 

prices. 

Ever use The Sherwin-Williams Alum- 
inum Paint? It gives a finish that is bright 
as silver on radiators, gas and steam pipes, 
picture frames, etc. It is easy to apply, 
and is free from the bad odor common in 

most aluminum paints. Call at for a 

can. 

There are a dozen places in your house 
where The Sherwin-Williams Aluminum 
Paint can be used to advantage. On the 
rusty, discolored gas, steam and water 
pipes, hot water boilers, moulding, etc., it 
will give a finish as bright as silver. Get 

a can at and keep it in your house to 

re-touch anything that needs brightening. 

Wax your floors for the winter with The 
Sherwin-Williams Floor Wax and you will 



have handsome floors all winter long. It 
protects the floor, gives a high polish, and 
does not show scratches. It is easy to 

apply and easy to polish. Call at for 

a can. 

Old rusty stove pipes are made to look 
like new with The Sherwin-Williams Stove 
Pipe Enamel. It gives a high gloss and a 
dressy appearance. It keeps out the rust 
and stays on. If properly applied won*t 
smoke or blister. Call for a can at . 



You'll be surprised at the number of 
little things in your house that could be 
made to look better by a coat of The Sher- 
win-Williams Family Paint. It is easy to 
put on, gives a good gloss, and will stand 

plenty of soap and water. Call on 

for a color card. 

Floor varnish must be tough and elastic, 
must be made to stand hard wear. Mar-not 
is made by The Sherwin-Williams Co. to 
stand *^the racket'^ and give satisfaction. 
Call on and learn more about it. 



Why not have a porcelain bath tub in 
your home? The Sherwin-Williams Bath 
Enamel will make the old tub look like a 
new porcelain one. It wears well. Call 
on for sample card, showing four tints. 
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Office and fFarehouse of nenu plant under construction at Montreal, looking across 

Center Street. 

NEW PLANT AT MONTREAL NEARINQ 
COMPLETION. 




^ORK on the Company's new 
office building, warehouse, 
and paint factories at Mon- 
treal is going forward rap- 
idly, and the largest paint plant in 
Canada will soon be opened. 

The accompanying engravings are 
from photos of the new buildings 
taken about four weeks ago; since 
then much progress has been made. 
These illustrations will, however, give 
some idea of the character and size of 
the new plant. 

It is interesting to note in connec- 
tion with the wide facilities for manu- 
facturing and distributing our pro- 



ducts in Canada, that it is the growth 
of but eight years in a field our com- 
petitors maintained was most unprofit- 
able for high class paint. The con- 
stant extension of our facilities from 
the beginning, and the splendid busi- 
ness of S. W. P. agents in all terri- 
tories of the Dominion, is an em- 
phatic endorsement of our own and 
our agents' belief that there was and is 
a constantly growing Canadian market 
for the best paint. 

With the new plant in operation we 
shall be in a much better position 
next year to care for the orders of 
agents, and to join with them in going 
after increased trade. 



A GOOD PLAN FOR PROMOTIING 
COMMONWEALTH BARN RED. 

Mr. L. L. Briggs, S. W. P. agent 
at New Hampton, Iowa, is going out 
strongly after trade on Commonwealth 
Barn Red. He is fully satisfied that 
the quality of Barn Red will make cus- 
tomers and has recently sent out postal 
cards to farmers in his territory 
offering a quart can of the paint. 



The card reads as follows: 

In order to convince you of the superior- 
ity of The Sherwin-Williams Common- 
wealth Barn Red over Venetian Red and 
Oil, I would like to have you call and get 
one quart free of charge. 

You may apply it to any surface you 
wish and make as careful a test as possible 
as to color, covering capacity, etc. Re- 
member it will cost >ou nothing to make 
this test. 
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SOUTHERN PINE PRESENTS POOR SURFACE 
FOR EXTERIOR PAINTING. 

Greatest Precaution is Necessary and the Best Results Cannot be Assured. 




lUlLDINGS of Southern or 
Yellow pine offer so many 
difficulties to good painting 
that no paint or paint mater- 
ials can be guaranteed for the work. 

S. W. P. agents in many territories 
may have customers who have build- 
ings of this wood, and the following 
statements on the subject by Mr. J. 
C. Beardslee, general superintendent 
of our manufacturing department, will 
be of value : 

'•Our chemists absolutely decline 
to guarantee results over Southern or 
Yellow pine for exterior exposure. 
Yellow pine does not present a proper 
surface on which to apply exterior 
paint. Careful treatment will do 
much to help it, but inasmuch as we 
do not furnish the treatment, it should 
be distinctly understood in all cases 
that we do not and cannot guarantee 
S.W.P. when applied on Yellow pine. 
"If obliged to paint over Yellow 
pine, the painter will do the best thing 
possible to secure a satisfactory job 
by carefully going over the house with a 



paint burner, heating all the fat and 
sappy places, so as to draw as much 
as possible of the pitch and rosin out 
of the wood. The worst places should 
then receive a very thin coat of shel- 
lac ; but care must be taken not to 
have the shellac too heavy, or future 
scaling will ensue. 

"The first coat of paint should then 
be thinned, and a considerable pro- 
portion of the thinner should be tur- 
pentine, so as to aid penetration. 

"It is difficult to give definite rules 
with reference to this kind of work, 
as only a first-class experienced paint- 
er should be given charge of the work ; 
but the above suggestions cover the 
general points about which he will 
have to be careful." 



Any business not properly aJver^ 
Used gets into a rut. 

It may clear expenses and leave 
more or less of a profit, but unless 
progressive, intelligently aggressive 
methods are employed, profits will 
be rather /ess than more. 




Factories, Office 'Building and Warehouse of neuu plant at Montreal. 
Photo taken from roof of Varnish Factory. 
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S. W. p. ADVERTISERS. 

What the Agents are Doing in the Way of Special Advertising. 

VV. P. agents have done a large amount of advertising, and good 
advertising, during the last few months. 

Newspaper advertising has been a strong factor in the success 
of this fall's business. Every mail brings a budget of newspapers 
containing paint ads. A wide use of our electrotypes has been made, and 
generally the advertising is strong. 

Many agents have taken advantage of local parades and fairs to promote 
their paint trade. In a coming issue, photos of a number of these exhibits 
will be reproduced. 

Whenever you do any special advertising — any advertising that is bring- 
ing you very good returns — let us know about it, that the plan may be passed 
on to other agents through this department. 

Every paint dealer who has given the ar- and pleasing arrangement. The simplicity 
rangement and care of his stock any atten- 
tion appreciates the value and importance 
of the work. It is work that pays dollar 
for dollar. And it is work that gives a 
large scope for originality and progressive- 
ness. 

fe- The accompanying engraving from a 
photograph of a section of the paint dis- 
play of the Knapp Store Co., S. W. P. 
agents at Phillippi, Va., shows an orderly 




Attractii't paint display of the Knapp Store Co., 
Phtltippi, IV. fa. 



of the display holds your attention and you 
are able to tell at a glance the lines^ in 
stock. 

Mr. E. C. Halliday, S. W. P. agent at 

Cairo, III., never misses an opportunity to 

tell the trade about the good qualities oi 

S. W. P. When the circus of Forepaugfa 

& Sells Bros, was in Cairo this summer, 

Mr. Halliday had a three-quarter page 

S. W. P. advertisement <m 

all the circus programs. The 

ad wasastrikmgone. Every 

one who had a program 

learned what was the best 

paint to use and where to get 

It. 

Some Extracts from Qood 
Paint Ads off S. W. P. 
Agents. 

Da Lee Johnson Co., 
Fitzgerald, Ga. 

The day of cheap paint is 
past and quality is now de- 
manded. 

Purdy Bros. & Co., 
Caro, Mich. 

The care with which the 
paint is selected governs the 
satisfaction with which the 
finished work is observed. 

M. S. Thompson & Co., 
Coudersport. Pa. 

The true worth of paint is 
known by its lasting qualities. 
That's why we back The 
Sherwin-Williams Paint. 
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We can't afford to endang^cr our reputa 
tion as druggists by recommending an 
ferior paint, as it would justify t^ua^jician 
regarding the quality of our dnj^s. 

H. C. Hubbard, Humboldt. IlL 

Joah Billings said: "I hiv a rooster ter 
tew things — one is the krow ihct is m him, 
and the other is the spurs thet air fm him U\ 
bak up his krow with." 

Some folks may think 
that we crow a good deal 
about The Sherwin-Wil- 
liams Paint, bul the fact 
is we have the goods to 
back up our crow. 

As S. W. P. is sold 
in every part of North 
America, S. W. P. ad- 
vertisements are found in 
the several languages 
which newspapers are printer I 
on this continent. 

The illustration on this page 
shows S. W. P. advertisements 
taken from English, French, 
and German newspapers. 




S. H\ P. .'Us in three languages. 



PAINT AND VARNISH PROBLEMS. 

A department for the discussion and elucidation of the problems that may be 
encountered in your Paint Department. 

ASTE paint vs. S. VV. P 




good 



IS 

a subject that confronts 
S. W. P. agents frequently 
in going after orders. It is 
question to have asked you 
because you can prove the superiority 
of S. W. P. and back it confidently 
for better work and greater economy 
every time. 

Mr. R. F. Humphreys, of the firm 
of VV. C. Landon & Co., S. W. P. 
agents at Rutland, Vt., brought up 
the question in a recent letter in this 
manner : 

" Will you please give me your way of 
proving that S. W. P. is better and cheaper 
than paste paint? I think the way would 
be to talk on the difference in covering and 
the difference in the cost of covering. But 



just what this extra cost in applying and 
the difference in covering capacity is I 
should very much like to know, and also if 
you believe S. W. P. will outlast paste 
paint." 

A very pertinent fact that will ap- 
pear evident to any fair minded man 
is that no paint as good as S. VV. P., 
made with the equipment we have, 
can be produced by hand mixing and 
under local conditions which are in 
themselves opposed to good results. 

In buying S. VV. P., ready for the 
brush, the customer insures a uniform 
job of painting, and he avoids the 
possibilities of trouble arising from 
the oil and dryer which the painter 
must buy to mix with paste paint. 

In a paste paint there is only a suf- 
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a::rrrr oi 



lie ISe I'-tl-CI! 



--^ -n- 



aLDd drr«^ to 
ar.-^ T>:a have to 

cn^. T:je arr-'neris ^zit.< ih:> are 
tj>€ sai>e as arii::?: ^cad a!^d oil. 
r.i'i.tlT, i:::>r. -■: :r. xir.z. ari ihfTe::»re 
^lO'^rer "■irtirz •^-A.uf-s and iess 
i-'^rtTAZizz capaiin^. Trit-n. t>D. also 
Vj*: c'j'i'jT.CT m-st paj i:»t ibc z>aini- 

Tdc I:3s«^d oJ usfd in 5, W. P. 
25 iLade and reancd by cs a^d is 
F2;^nor:Q quality and p»cricci2y adapt- 
ed ior lis p-jr^yse. It has a mi:ch 
lorgcT liic than the oil coTiir[>oi:3y so.d 
on the market, and as • 'the oil is the liic 
oi the paint." S. W. P. g2Lins both in 
appearance ar>d darabiliir from tbc 
oil i:sed. Then too. the dryer in 
5. W. p., is spiecially made by us for 
the purpose, is absolutely pure and is 
without any exception the highest 
grade dryer made. 

.\gain. the special mixing and grind- 
ing of the right proportions of lead 



ai>d n^c, and the qnalitj of the oil 
arnd oi the dryer used, make S.W.P. 

the ea*.:e5i wo:k:tJg. greatest spread- 
ing. \jrzc<i wearing, and best appear- 
ing iiAizii tnai it is possible to make. 

It is in">:x:«iMe to get paste paint 
as ihorou£n!\ corr.bined with the oil 
as in >. \V. P., nor will the oil or 
dryer used be as adaptable or of as 
g>^d i::al::> as in S. VV. P., nor can 
you get the exactness that governs the 
man-iaciure of S. W. P.. with paste 
paint, hand mixed. 

The exact difference in the results 
obtained through paste paint will be 
controlled by the quality of the mater- 
ials used, but under no circumstance 
can you get paint value equal to S.W.P. 

7^:/ dcl^jrtment of The S. \V. P. 
is ;rr your us^. If there is any 
pj:r,t cr varnish problem that you 
Zl :sh ic have discussed, you only have 
tC' shrmit it and it will receii^e care^ 
fh / jtlrniion . Send in your problems. 




SUCCESSFUL S. 

J. E. Nickersoa 

DDED interest is given to 

the success oi 

the S. W. P. 

agency at Mai- 
den, Mass., by the fact 
that Mr, Nickerson was 
a master painier lor ih'irty 
years beiore he bei^an 
selling S. W. P. He 
broui^ht tolhe paint bu>i- 
ness a thorough uniicr- 
staniiing oi the gOvHl qr.al- 
ilics ot S. W. P. tv>iinvic\i 
on practical cxpenonce. 
ni> absolute confuionce 
in the i^oods, his knowN 
edj»e o! paint, and pio- 
grcsNixr ad\ciHMni;\ucih- 
Otis haNC rcali.rd a well 




\f» 7 / \uln^tn 



W. p. AGENCIES. 

, MjJden« Mass. 

esublished paint business in three 
years. 

.\fter using lead and oil 
in his work as master 
pamter for twenty-five 
years, Mr. Nickerson 
tested S. W. P. with such 
good results, that he 
advocated it thereafter. 
This experience gave his 
customers confidence in 
his recommendation of 
S. W. P. when selling it, 
and also placed him in 
strong position in ap- 
proaching painters. 

Before Mr. Nicker- 
son began selling S.W.P., 
several brands of "cheap" 
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Store of Mr, J. E. Ntckerson; S. /T. P. is c 
stantly displayed in the tvindoius. 

mixed paints had been sold in Maiden 
that had proved very unsatisfactory. 
The painters and property owners 
generally were thoroughly prejudiced 
against anything in the line of pre- 
pared paints. 

Mr. Nickerson started a systematic 
campaign to make the merits ofS.VV. P. 
known. He was satisfied that every 
can he could get into use would be 
the best possible advertisement, and 
he went personally after the painters' 
support. He would get a painter in- 
terested, give him a quart can to use, 
and follow him up closely. He per- 
sistently pointed out to them that the 
paint that would look better and 
cover more than paint materials 
mixed by hand would pay the 
painter best to use. He usually gave 



the painter a can of S.W.P., 484, 
for use on sash, blinds, etc. The 
good results it gave would lead 
to a trial of the other colors. 

Advertising to the property 
owner was looked after carefully. 
Here again Mr. Nickerson did a 
great amount of personal work. 
His knowledge of the whole sub- 
ject of painting gave him prestige 
and was at the command of his 
customers for any assistance to 
insure the best possible job. 

S. W. P. was introduced to the 
people of Maiden by "personal*' 
letters, cards, circulars, and 
through the newspapers. All the 
stationery used carried a "cover 
the earth" design. 

Every package that left the 
store this year, and all the mail 
sent out, carried on it the sticker 
reproduced here, stating the posi- 
tion of S. W. P. business. The 
story on-the sticker is a good one. 
It takes the customer into con- 
fidence and makes him interested. 
Mr. Nickerson gives careful at- 
tention to store and window display. 
The Sherwin-Williams products are 
always shown in the two windows. 
The window display is constantly 
changed — the windows are made /o 
sell paint. 

The right goods and persistent work 
will make a business "go** every time. 



We <;oid 998 gallonx of 
5. W. P. last yc;ir. We h.^vc 
set our mark for this year, 15^0. 
Won't Yoi; help us heut that? 

You make no mistake, for you 
liave The Sherwin-Williams Co. 
guarantee to stand bchnui it. 

J. E. Nickerson, Agent, 
233 Pleasant 5t. Maiden. 



Sticker put on all packages and 
mail that left the store of Mr. 
J. E. Nickerson during the 
last year. 



Digitized by CjOOQIC 



176 



TK t. m. P. 





NEW GENERAL OFFICES UNDER CONSTRUCTION. 

rs will be exceptionally 

Oxe Jir.i, ::^??f r-xr> cs: T:>e '-xr^r^Iy increased tnde of the 

» r>vh »^:^ Ci^T r^i ir r^>c ie«^ =x>:::h5 has made the need 

r.-.f S^ \V p. :. r A,:c-<c. ^nr *tll :.r cririrer ^irr>«al otnce facilities venr 

ur/>r «Jtv, Arro^^-l. VVe are an \ioasly awaiting 

Vr.i- ji.-vV.v.Vvir.x/-^ er.^rjL^.r^ w:.. tr* ir-rfarer orrommities the new 

<^T»:r :o <^h."« :r.e rrvVT;^ss :r.A: bi> . -rr-es w: I ar.-^rdro increase the capac- 

N^*?'* v-tvicr. i :hs^.:c^. *t .:.>r> rK'C v%^:> :r» cc ccr rjLr:>?a5 deparlnicnts. 

v^: uv-'i vis^rr, V^;r:^ :< A >:^rr — - I- tr.:^ i^ « xarid progress the 

c. ^r a: v^i.'x v:r;^f:. :r^ >;Tt^: ^vcr • -:^-A«^iic- alert zian is in demand, 

• ^c^ :^^ >,r / -^^^ u.-^, at,: %"u x- i ;: :> r«e mbc^ ior*?es to the front. 

,^ va:^ :o .Nr ;.""v "^.s: "\x^r :-: i>e " re v'-.x '., r t-tr-beaded man who pos- 

<:a: V •* :<. ■" :t.: :rr >^,^"^/, i-^.i >5r>jsr< rr.:!:- kees faculties and can 

:r .\: y;.^ r^. , "r rr« r- ,' ~i:s vV^ t^jl » i:-i.>T a sircar: ^a often renden 

V .- \ a :.\^ , .:.* xN :r; ^^^^ r .L^i.r e 55fr»->oe br his quick dis- 

» ^r :^r* o * . rs « ., .>e i'.^.^^i iri" v^f~" ^fr:. Taicat is Urierely a gift: 

' "v-^: A. :." \ o ".^i^ v>* t^i' vV ': ^-f :. jl ^:: — -r?;? ::> ar:-ired. We cannot all 

V^r V A.^s ?M :^e -.'tr: ,: v-j^r^t^ .x>s>;rs> t>; rrcr&er: we all can colti- 

•^r^: Ar :^.* v.\< a.^ :v^.'^-* an\ ;^;r * "-tt :r? -a::*t, — .:siri/- 
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MONEY IN FLOOR FINISHES. 

The Increased Demand for Painted Floors has Made the Floor Finish Trade 

Very Profitable. 
LLOOR finishes have become dealer, and is making our Finishes 




one of the most marketable 
lines for the paint dealer to 
handle. Painted and var- 
nished floors are coming into more 
general use each year in all classes of 
homes. 

The change from carpeted floors 
is not a matter of taste and fashion 
alone. Cleanliness and healthfulness 
and economy have had probably more 
to do with it than anything else. The 
dusty, germ-collecting carpet, so hard 
to keep clean, was doomed to be sup- 
planted as soon as reputable manu- 
facturers began to place floor finishes 
on the market. 

We long ago recognized the im- 
portance of the subject of proper floor 
finishes, and gave the subject of the 
proper treatment of floors much 
thought and study. The hard con- 
ditions under which the paint or var- 
nish must be expected to last did not 
make the proposition an easy one. 
No other class of paint or varnish 
products demands so much of the 
manufacturers as floor finishes. They 
require the utmost care and skill in 
their preparation. It is easy to make 
floor finishes to sell^ but it is not easy 
to make them to wear — to give satis- 
faction after they are on the floors. 

We worked the subject out con- 
scientiously, and spent a great deal of 
time and money in experiments. We 
employed every means at the com- 
mand of our large organization to ob- 
tain the best possible products, and 
the result is our line of Floor Finishes 
is right in every respect — each finish 
exactly suited for its purpose. 

We are advertising them in a man- 
ner that brings direct returns to the 



the best selling finishes. They are 
advertised in all our general advertis- 
ing ; they are brought to the attention 
of the property owners in the * 'per- 
sonal letters'* we write for you; some 
of our most attractive display cards 
are of the products in this line ; we 
give dealers liberal supplies of a well 
written booklet, describing the entire 
line, for distribution; each product 
carries with it special folders ; and we 
furnish striking electrotypes for news- 
paper advertising. 

You are not making all that is pos- 
sible to be made out of your paint 
trade if you are not handhng our full 
line of Floor Finishes. 

During the next few months there 
will be many orders of floor varnish, 
stain, and wax sold. People are dec- 
orating their homes now for the win- 
ter. Place The S-W. Floor Finishes 
for the work, and, besides the profit 
of the trade, you will make customers 
for the larger spring orders. 

Here is the full line, if you are not 
carrying all of the products the list 
is surely worth your consideration : 

For Painting inside Floors. 

The S'W . Inside Floor Paint is made for 
inside use only and is particularly suited for 
bedroom, soft wood kitchen and other floors. 
It is easy to apply, dries over night with a 
good gloss. Put up ready for use in eight 
shades. 

It is an inside floor paint that will stand 
hard wear and satisfy your customer every 
time. 

For Painting Porch Floors. 

The S'lV. Porch Floor Paint is made for 
outside exposure — to withstand the summer 
sun and wmter storms. Made ready for use 
in seven good colors. 

It covers well, looks well, wears well, and 
sells well. 
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For Stainiii^ Floors. 

The S'W. Fioor/ac is a stain for inside 
floors that will corrrctly imitate the most 
expensive kinds of woods. It can be used 
on old floors that have been previously 
painted by using Floorlac Ground. 

It is very decorative and gives a dressy 
effect. Has a large sale for use as a border 
for rugs. 

Made in many shades. 

For Varnisliing Floors. 

Mar-not — a durable floor varnish — gives 
better wear, greater beauty of finish, and 
greater satisfaction, than any other floor 
varnish on the market. It is'a transparent 
finish that brings out the natural Color of the 
wood. It is not easily scratched or marred, 
and does not show heel marks. 

It is having a wide use for finishing par- 
lors, dining rooms, hallwa\'s, stairways, etc. 

For Waxing Floors. 

The S-fF, Floor Wax takes a high polish, 
wears well, and does not show scratches. 
It can be used over Mar-not or Floorlac. 
It is transparent, brings out the natural 
beauty of the wood, or accentuates the 
varnish linish. 



The S-W. Floor Wax can be put on witfe 
a rag and polished with a rag, and is a 
most popular line to sell. 

For Riling Unsightly Floor Cracks. 

The S'fF. Crack and Seam Filler is a 
tough, elastic composition for filling searm 
and cracks in old floors or for use on ikw 
flooring that does not come together properly. 
It makes possible a smooth, uniform surface 
for finishing, and will not dry up or shrink 
as putty does. 

With this uniform full line of Floor 
Finishes a dealer is in splendid posi- 
tion to go after business. Every Fin- 
ish sold will adverti.se the 01 hers in 
the line. You can advertise the whole 
line as easily as you could one finish. 
You do not require so much capital 
invested as if you scattered your bay- 
ing among several manufacturers. 
You can keep up your stock easier 
and it will have a much better appear- 
ance than if you were carrying various 
lines. 




Interior •/ Poixer House of The Union Bag and Paper Co., Sandy Hill, N. Y. 

Generators and Governors painted ivitb The Sherivin-Williams 

Aluminum Paint. 
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NEWSPAPER ADVERTISING DURING THE 
WINTER MONTHS. 




I^OES it pay the paint dealer 
to advertise in the news- 
papers during the winter 
months? This question 
has been well and finally answered by 
the success of those who constantly 
use newspaper space and always keep 
their paint stock before the public. 

No legitimate reason has been ad- 
vanced why paint advertisements 
should be run only during the seasons 
paint can be applied to exterior sur- 
faces. And every rule of good busi- 
ness and every feature of the paint 
trade calls for continuous publicity. 
While no paint may be put on the 
outside of houses in many territories 
during the next few months, prop- 
erty owners who are going to paint 
next spring are interested in paints 
now, and their orders can be se- 
cured long before the paint goes on 
the house. In the majority of in- 
stances, it is during the winter months 
that the property owner considers and 
decides on the paints he will use. He 
will be on the look out for the best 
paint for his work, and the merchant 



who keeps his proposition before him 
has an immeasurable advantage in 
landing the order. The merchants 
running good newspaper ads on 
S. W. P. during the coming months 
will have the biggest spring business. 

Many paint specialties find a large 
sale during the winter — several have 
their largest market then. Strong 
newspaper advertising of these spec- 
ialties has a double advantage. It 
not only increases their sales but 
keeps the dealer in touch with his 
customers for the large spring orders. 

By continuing to use newspaper 
space, the paint dealer will hold and 
increase the position he has already 
made; by dropping advertising for 
several months, he will be compelled 
to make special efforts to get public 
attention again. 

There are many electrotypes, illus- 
trated in our electrotype booklet, on 
S. W. P. and various specialties, that 
will make good newspaper advertis- 
ing. We shall be pleased to furnish 
them for your newspaper space free 
of cost. 




ALUMINUM PAINT ON POWER HOUSE 
EQUIPMENT. 

LUMINUM Paint is making 
good headway as a finish 
for power house equipment 



It is splendidly adapted for 
the purpose and is filling the require- 
ments exactly. 

The engraving on the preceding 
page shows a portion of the equipment 
of the power house of The Union Bag 
and Paper Co., of Sandy Hill, N. Y., 
finished with Aluminum Paint. The 
generators, governors, and all the 
metal work except the pen stock and 



wheel cases are painted with Alum- 
inum Paint. 

This power house is equipped with 
the latest and most approved turbines, 
generators and governors. It is mod- 
ern in every instance. 

The great majority of errors are 
made through carelessness; learn to 
care; be exact; strive to have it ab- 
solutely right — making a mistake in 
business is like falling down in a foot 
race; it is a set-back. 
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AN S. W. p. WINDOW. 

DRIVE home one idea by your window and you have a good window. Bring out 
one striking feature in the window display and you are much more likely to impress 
the public and make customers than by attempting to show several lines. 

Illustrated above is an easily dressed window that will surely draw attention. On 
one side of the window arrange two tiers of boxes as shown in the engraving, with box to 
fit corner hanging by a string above its position. Old boxes around the store covered 
with paper answer the purpose well. On the corner "stone" write the word ^ality. 
Arrange an assortment of S. W. P. on the other side of the window. Place a card read- 
ing "Quality the corner stone of S. W. P. success." 
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REPRESENTATIVES from every territory in Canada and the United States 
and managers of the various departments and divisions of the Company 
met in annual convention at the General Offices, Cleveland, during the week 
beginning November 9. The convention, which was the 23rd the Company 
has held, was most successful in every way. 

Plans and methods for the conduct of business during the coming year 
were considered and approved. The conditions that exist in the different 
territories were reviewed and the requirements of the trade and the results of 
our efforts discussed. The one aim of every session of the convention is to 
devise means of improving our business — making it broader and better. 

Hard practical business — a striving to get at the heart of each proposition 
— was the order of every meeting. But underlying the discussions was a spirit 
of enthusiasm — a feeling that we were bound to win — that raised them above 
the commonplace. Every man was deeply interested and every man did his 
part to give the Company a broader view of the trade conditions and a closer 
grasp of the paint and varnish situation — to place us in a still better position 
to go out after business. 

Concentration in thought^ in speech^ in action was the keynote of the 
convention, and concentration will be the guiding principle of the business of 
the ensuing year — concentration along the lines that have built up the Com- 
pany's business and made each year greater than the one before. The selling 
organization will further concentrate their efforts, will work more closely than 
ever before with S. W. P. agents. The territories covered by representatives 
have been further cut down and about twenty new men added to the force, so 
that more personal assistance can be given to each agent in placing The S-W. 
products into use. 

The tone of every discussion was optimistic. The representatives, who 
come in contact with conditions in all parts of the North American continent, 
had no premonition of hard times ahead. Everyone was confident that the 
successes of the past are to continue. 

And the growth of the Company during the last few years would surely- 
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Platform and Partial Fie*w of Club T(oom Where the 'Business Sessions 
of the Con'vention Were Held. The Decorations Were Very Attractive, 



inspire confidence. Since 1898 the 
average increase in all departments of 
the business has been 200 per cent. 

In no previous year was greater ad- 
vancement made than in 1903. New 
paint and varnish plants, offices and 
warehouses, and a dry color works, 
the largest in the world, were built at 
Chicago; the plant at Newark was 
extended so as to double its capacity ; 
a new varnish plant was completed 
and a paint plant, the largest of its 
kind in Canada, is now being erected 
at Montreal ; new general offices are 
under construction at Cleveland ; and 
offices and warehouses were established 
at San Diego, Cal., Winnipeg, Man., 
and I^ndon, Eng. 

The campaign of 1904, which be- 
gun at the moment of the adjourn- 
ment of the convention, will be an 
aggressive one from start to finish. 
There is no doubt that The S-VV. pro- 
ducts offer the consumer the best 
proposition in the field, and we pur- 
pose during 1904 to make that prop- 



osition more 
widely kDOwn 
— ^to drive it 
home harder, 
with your as- 
sistance, than 
ever before. 
Our plans are 
bound to win. 
Our promoting 
and advertis- 
ing features arc 
very complete. 
A few more 
good selling 
specialties 
have been ad- 
ded to our list 
of products. 

The record 
of 1903 is an 
inspiration to 

agents for a 



ourselves and S. W. P 
still greater future, the convention of 
1903 gives confidence of its attain- 
ment. 

Sessions were held daily, morning and 
afternoon, during convention week. 
With so many interests to consider it 
is only by conducting each meeting 
with business-like despatch that the 
work of each department could be 
fully taken up. And not a single feat- 
ure of any department was overlooked 
— everything was appreciatively con- 
sidered. The full line of products 
was taken up in detail and the charac- 
ter and uses of each article explained. 
Many practical tests and comparisons 
with products of other manufacturers 
were made by the representatives in 
the convention hall. In this way 
each man learns more about his goods, 
has more confidence in them and is in 
position to give you better help in 
placing goods with the consumer. 

The smoker has become one of 
the "events" of the convention. At 
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it business cares are 
laid aside and the offi- 
oials, managers, and 
representatives get to- 
gether in a jolly re- 
union. This year the 
smoker was held in the 
Club Room, Tuesday 
evening, November 10. 
A clever informal pro- 
gram was given and a happy time en- 
joyed. 

The annual banquet brought the 
convention to a successful close, Fri- 
day evening, November 13. Officials, 
representatives and all connected with 
the general offices and the Cleveland 
plant were in attendance. Over 700 
covers were laid, filling the large audi- 
torium of the Cleveland Chamber of 
Commerce to its capacity. Each 
banquet is a memorable event of the 
year. The best of good fellowship 
and enthusiasm are marked features. 
Everyone enters heartily into the spirit 
of the occasion, which makes it a big, 
happy family reunion. 

The banquet hall was tastefully deco- 
rated, an orchestra furnished a pro- 
gram during the dinner and played 
for the informal dance that followed. 
The after dinner speeches were ex- 
cellent. 




Total Sales in 1898. 




Total Sales in IQOJ, 



Many of the addresses 
delivered during the 
week would prove most 
interesting and it is re- 
gretable that limited 
space makes it neces- 
sary to select but two. 
The address made by 
Mr. J. C. Beardslee, 
the General Superinten- 
dent of the Manufacturing Depart- 
ment, on the methods employed in 
the factories to insure highest quality 
products will be of value. 
Mr. Beardslee said : 

It gives me great pleasure to say 
just a few words this mornings be 
cause it gives me a chance to speak 
for the department which I represent as 
being a part and being entitled to at least 
some of the credit for the business as it 
now stands today. Aside from what the 
policy of the Company may have rep- 
resented, the people connected with the 
manufacturing department have always stood 
for good goods;they have stood for the best 
goods that could 
bemade,andthey 
have stood for 
honest goods and 
honest dealing 
i n manufactur- 
ing. Therefore 
I cannot help but 
feel that in so far 
as we have stood 
for that, we are 
entitled to a 
measure of the 
credit that we 
see in the results 
of today. 

I want to speak 
just briefly this 
morning about a 
phase ofour work 
that perhaps has 
not been called 
to your attention 
in the past. We 
have in times 
gone by talked 
with reference to 

the manufacture ^ 

of the goods— The Selling Force of /Qoj Compared 
how they are H^itb that of 1898. 
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made. Wc have 
told you about the 
great care that we 
exercise in the selec- 
tion of the materials, 
great care that we 
exercise in putting 
them together and in 
checking, to have 
the output of our fac- 
tories uniform and 
standard in quality; 
but I want to speak 
this morning about 
a feature of our work 
that perhaps you do 



Total Floor Space 
occupied by the Com- 
pany in i8g8. 

not know so much about, and that is the work 
which we are doing along the lines of original 
research and experiment. I wonder if you 
ever stop to think what it means to a manu- 
facturing department of a company to put 
upon the market as many new fines, as 
many additions as this Company has made 
within the last year or two, and have them 
all or practically all with very few excep- 
tions, step immediately into the front rank 
with goods of other manufacture, and like 
S.W.P., like Quick Drying Colors, become 
the standard of quality tor the country. 

I wonder if you have ever stopped to 
think about the conditions which made a 
result of that kind 
possible. Ican^ive 
you perhaps an idea 
of what makes that 
possible when I tell 
you that last year 
we spent a very large 
sum of money in 
work that gave no 
immediate result, in 
investigation, in ex- 
perimenting, and in 
research. Now then 
all we get out of that 
is a better knowledge 
of the materials with 
which we have to 
deal, a better knowl- 
edge of how they 
are going to act when 
used with each other, 
and a better knowl- 
edge of the kind of 
results that we can 
get, and in general, 
^a better knowledge 
of our business. 
Comparison of Total Number of I want to say this 
Employees in 1898 and igoj. morning that it is 




the willingness to spend money in such a 
way that is one of the things that placet The 
S-W. Co. where it is. We are constantly 
putting ourselves in position to take up new 
problems, we are not satisfied; we spend 
just as much money as evei* in keeping in 
touch with the old things, we do the 
same work in the way of testing, analysis, 
etc. — that's a matter of course — but 
this work that I speak of is largely 
extra work along new lines. This work 
is progressive, this work is all look- 
ing to the future, and it is that kind of work 
which enables each succeeding new product 
that we put on the market to fit in exactly 



Total Floor Space occupied by the 
Company in TQOJ, 

right with the rest of the line, and that is 
the reason that the full line of The S-W. 
Co. always represents just as good as the 
best. 

The after dinner address of Mr. 
Walter H. Cottingham, the Vice Presi- 
dent and General Manager, at the an- 
nual banquet dwelt upon the spirit 
that is characteristic of The S-W. 
organization. 

This spirit is found in everyone 
connected with the organization, the 
agents, the representatives, the men 
in the factories, the men in the offices, 
and the executive. 
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Mr. Cottingham said : 

Our esteemed President certainly struck 
the keynote of our success when he referred 
to the spirit of our organization, and the 
words that we have heard here tonight and 
the sentiments that have been expressed, 
certainly show that this spirit is in no way 
diminishing. 

I had a striking illustration a short time 
ago of the impression outsiders get of our 
Company. We had a visit recently from a 
prominent English manufacturer. I made 
nis acquaintance while in England and we 
became interested in each other. This sum- 
mer he crossed to this side, and as he was a 
man interested in up-to-date methods, I 
invited him to visit uur plant here in 
Cleveland. He came and spent two days 
with us. 

When he had completed his inspection of 
our plant, I said to him, ^Mr. Brooks (for 
that is his name) , I am very anxious to know 
what has impressed you most about our 
business.'' The reply came vei^ promptly: 
^ I think that your organization is very thor- 
ough and very complete, and that your 
system is excellent in every way, but what 
has interested me most and what I have 
admired most about your business, is the 
magnificent spirit of your staff. Every man 



with whom I have come in contact seems 
to be imbued with the interest of the Com- 
panv, and to have unlimited faith in it and 
Its niture." 

My friends, I cannot tell you how pleased 
I was with that reply; not that it was any- 
thing new to me, for I long ago discovered 
that the secretof our success lies in the spirit 
of our staff — the spirit of co-operation and 
progress, the spirit of enthusiasm and good 
fellowship; these are the things that have 
enabled us to win the magnificent success 
which we enjoy, and if we persist in them, 
they are bound to keep us in the lead. 

Any business in order to be truly success- 
ful must possess such a spirit. Unless a 
man believes in what he is doing, unless he 
has his heart in it, he cannot do his best; 
he cannot do justice either to himself or to 
his employer. The spirit in which we do 
work is more important than the work itself . 
We are certainly proud of our organization 
and our system, and the quality of our pro- 
duct. They are potent factors in our success, 
but more important than the system and the 
goods are the men who make the goods and 
carry out the system. 

In asking you to work hard and to do 
your best for this Company, I have one little 
bit of satisfaction, it is this: I have never 
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Nenv Members of the Propelling Force. Many of them twill go 
on neiv Territories, 
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The Graphic Illustration of The Full Line in the Club T(,oom. A sample package of 
each of the lines manufactured by the Company tvas fastened on to a clothes line vntb 
regulation clothes pins and strung clear across the room. A card ^uas attached read- 



• The Full Line' 



yet asked anybody to work harder for the 
Company than I have been willing to do 
myself. I believe in hard work, I like it. 
I believe it is the key to success. 

A young man once asked Senator Chaun- 
cey Depew, the great railroad executive, if 
he would not tell him the secret of success. 
He replied, "Young man, there is no secret 
to it ; it is simply dig, dig, dig.'' And when 
Edison, that man of marvelous capacity for 
work, was asked if he did not believe that 
genius was inspiration, he replied, "No, sir! 
eenius is perspiration.'' And so you will 
find it the world over, the men who have 
accomplished great things are workers. 

I have counted it a fortunate day in my 
life when I connected mvself with this Com- 
pany. There is certainly something in the 
atmosphere of our organization that is 
bound to improve us, bound to elevate us. 
We cannot help but catch it, and we can- 
not do anything that will help us more, 
than to develop the best that is in us. 

Business is an empire, and its dominion 
is world wide. In it there are many 
divisions and many departments, and all the 
positions from the lowest to the highest are 
open to the courageous and the industrious. 
Let us determine more resolutely than ever 
that we will be rulers, not subjects, in this 
great empire. 

Convention songs enlivened the 
proceedings of the week and made 
evident the rousing enthusiasm of 
Sherwin-Williams men. 

The convention song of 1903 was 
entitled ''The Rambler" and was sung 



to the tune of "O Didn't He Ramble". 
The words are : 

THE RAMBLER. 

Tunc, "O Didn't He Ramble." 

There was a man who had to paint 

A house and bam or two; 

He looked around to bu^ the goods, 

The cheapest thing in view. 

The stores were full of dollar stuff. 

With hot air guarantee, 

But he said I can't find the one 

That's good enough for me. 

Chorus. 
O didn't he ramble, ramble, 
He rambled up and down, as far as he 

could see, 
O didn't he ramble, ramble, 
He rambled till he found S. W. P. 

He bought the paint and spread it well, 

And used it all just right; 

You should have heard his neighbors tell 

About the glorious sight. 

There never was a house so fair, 

Or clear and rich and clean; 

He says he always will declare 

It's the best was ever seen. 

Chorus. 
Now don*t he ramble, ramble. 
He rambles up and down, as far as he 

can see, 
O don't he ramble, ramble, 
To tell his friends about S. W. P. 

Meantime S-W. grew and grew. 
Increasing more and more; 
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Their factories were multiplied, 
And good men by the score. 
The boys were of the chosen few, 
And worked with heart to heart; 
And I can tell you what is true, 
They always get theic^part. 

Chorus. 

O don't we ramble, ramble. 

We ramble up and down to tell the world 

its worth, 
O don't we ramble, ramble, 
We ramble far and cover all the earth. 

Each year the representatives from 
Canada have a special song of their 
own. This year they introduced 
''Three Cheers for S.W.P." It was 
sung to the tune "Under the Bamboo 
Tree^' and was enthusiastically re- 
ceived. The words are : 

Away in Cleveland dwells a firm. 

Whose name you'll see where'er you turn, 

S. W. P., as you will learn. 

Stands for perfection, 

Needs no correction. 



No matter where you chance to be, 
S. W. P. you're sure to see; 
Their fame has spread from sea to sea 
And this is what they say. 

Chorus. 

S. W. P. 

Has no equal today 

And that is the reason why 

All nations say, from this very day. 

We'll use it until we die; 

Cause it will wear 

And will not impair, 

Cause it has come to stay; 

One coat or two 

Makes old look new, 

Three cheers for S. W. P. 

Now, we, in Canada, lead the trade. 

All other paints are in the shade, 

S. W. P. has firmly made 

A reputation 

Throughout the nation. 

And every year our sales increase. 

Our fame shall surely never cease, 

S. W. P. is sure to please. 

And so we proudly say. 

Chorus 



EPITAPHS IN THE CEMETERY OF FAILURE. 



He lacked tact. 

Worry killed him. 

He was too sensitive. 

He couldn't say *'No". 

He did not find his place. 

A little success paralyzed him. 

He did not care how he looked. 

He did not guard his weak point. 

He was too proud to take advice. 

He got into a rut and couldn't get 
out. 

He did not fall in love with his 
work. 

He lacked the fire that kindles 
power. 



He did not learn to do things to a 
finish. 

He was the victim of the last man's 
advice. 

He loved ease ; he didn't like to 
struggle. 

He was loaded down with useless 
baggage. 

He tried to pick the flowers out of 
his occupation. 

He lacked the faculty of getting 
along with others. 

He could not transmute his knowl- 
edge into power. 

He knew a good deal, but could 
not make it practical. — Success. 
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TfFENTr-THTRD J I 
From a photograph taken in front of Genen 

THE HOLIDAY TRADE. 

A Few Suggestions for Christmas Advertising. 
HRISTMAS shoppers are abroad Store Windows. 



in the land and the wise mer- 
chant is making every effort to 
secure his rightful share of the 
holiday trade. 

To get this rightful share, the merchant 
must have the goods; he must display 
them ; he must advertise them ; he must 
sell them. 

The hardware merchant, the druggist, 
and the general merchant carry in their 
regular stock many lines that are always 
called for in the holiday season. The 
hardware store has skates, sleds, guns; 
the drug store, toilet articles ; the general 
store, crockery silverware, etc. These 
old familiar lines should be complete and 
well displayed. 

Each store carries also many of the new 
Christmas lines — the hundred and one 
novelties of the season. They are good 
lines, well worth carrying — and well worth 
selling. 



The merchant who is going to sell mai 
holiday goods has to feature them in I 
store windows. From now on, it wod 
be well to devote the windows entirely 
Christmas goods and push the Christm 
idea for all it's worth. 

Placard the goods as Christmas nov< 
ties and use plenty of cards suggestii 
the idea of the season, and naming /' 
price. Many people will buy an artic 
when they know its price, who wou 
never go into your store to inquire ll 
cost. 

Decorations and winter scenes are a 
ways attractive. The passerby, the sho] 
per, is in sympathy with the sentiment • 
the season and anything that features th 
sentiment will gain his approval. 

Change the window display frequentl; 
and always put in a card extending z 
invitation to visit the store — that the di 
play inside is just as free and just as goo 
as the one in the window. 
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CONVENTION GROUP. 

Building, CU'veland, during Con^vention iveek. 
Store Display. 

Give the inside of the store a holiday 
appearance. Invest a few dollars in 
Christmas decorating. Put up some 
holly, evergreens, etc. Display the 
Christmas articles, and mark the prices 
plainly. 

Some leading city stores follow the plan 
of placing Christmas goods of the same 
price together. Following out this idea 
tables are put up in the store, with 25- 
cent goods on one table, 50-cent goods 
on another, etc. The tables can also carry 
cards reading "Christmas Table A'% etc. 
These tables are sure to get the attention 
of the large number of shoppers who are 
not quite decided on the purchases they 
wish to make. They know about the 
price they wish to pay and the displays on 
the tables give them many suggestions. 

It is always a good idea to picture a 
Santa Claus in some way. It never fails 
to interest the children and when the 
children are interested their parents are 
not indifferent. Many successful plans 
have been worked. One merchant last 



year placed a letter box in his store with a 
card that letters mailed there to Santa 
Claus would be delivered immediately. 
Many scores of letters were mailed, and 
the merchant forwarded each letter to the 
parents of the children. The idea was a 
novel one and was generally appreciated 
by the parents. 

Advertising. 

Make your newspaper ads Christmas 
ads. Tell the people all about your 
Christmas goods. Take the reader into 
your confidence, let him know the suitable- 
ness of the goods for piesents, the prices, 
etc. 

The story of your goods can be well and 
profitably told in a letter or a circular to 
the trade. Put forward attractively it will 
interest the receiver, and bring him to your 
store. 



A NOTE OF EXPLANATION. 

The December issue of The S. VV. P. 
is late, owing to our desire to give a 
full report of our twenty-third annual 
convention, an account of which will 
be found on other pages. 
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S. W. p. ADVERTISERS. 

What the Agents are Doing in the Way of Special Advertising. 

t DVERTISING will create a market for good goods every time. And 
it is necessary to advertise good goods in order to introduce them 
to the buying public. Advertising is the foundation of trade. 

Many S. W. P. agents have remembered this department and 
sent in samples of special advertising during the last month. Many features 
of many lines of advertising are covered and live work is surely being done. 
Let us know of some of the special features that you have found satisfactory. 

S. W. P. it will pay vou well to 
secure a photograph of it. Keep 
these photographs for store dis- 
play; place on them the, colors 
used and they will become a refer- 
ence for color combinations. 

Mr. H. C. Hubbard, of Hum- 
boldt, Ind. who does a large 
amount of live advertising, placed 
an exhibit of photographs of 
S.W.P. houses in thepost office 
in his town last fall. The exhibit 
proved very satisfactory, received 
much attention and was favorably 
"written up" in the local news- 
papers. 

The W. A. Karr Lumber Co. , 

S. W. P. agents at Flora, III., 

are making use of the poster 

sign illustrated on this page, to 

very good advantage. A poster 

is tacked on each wagon loaded with lumber 

that leaves the firm's yards and the customer 

is rec}uested to place it in some prominent 

position near his home. The posters have 

also been widely distributed on telephone 

poles along the roads leading into the town. 

Wm. Cameron & Co., of Quanah, Texas, 
have put an S. W. P. ad on "the water 
waeon", as the accompanying engraving 
will show. It is a position that should 
help bring the firm's name prominently 
before the people of the town. It offers a 
^ood suggestion as a means of advertising 
m many towns. 




Store of Mr. R. J. fTaikem, S. /T. P. Agent at 

Tottenham ^ Ont.^ *with an express delivery 

in front hearing an S-W . ad. 

Mr. R. J. Walkem, S. W. P. agent at 
Tottenham, Ontario, hit upon a good 
scheme to help make S. W. P. "the talk of 
the town" when he secured the privilege of 
painting advertisements on the express 
delivery wagons. The accompanying illus- 
tration shows an express delivery wagon in 
front of Mr. Walkem's store. Incidently, 
the illustation also shows that Mr. Walkem 
makes good use of his store windows. 



"Silent Salesman" were the words used to 
designate the private mailing cards sent out 
by Mr. N. D. Rougvie, S. W. P. aeentat 
Goderich, Ontario, to boom the fall paint 
trade. On the back of the card appeared 
one of The S-W. Co.*s special fall elec- 
trotypes with Mr. Rougvie 's signature. 
The card was an attractive one. 



Photos of buildings painted with S.W.P. 
are convincing evidence of the quality and 
popularity of the paint. Whenever a resi- 
dence in your territory is painted with 



SHERWIN-WIUIilMS PAINT 

"IT COVERS THE EARTH" 



Foster disirihuted hyW.K, Karr Lumber Co. 
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Oood Phrases Used by Agents in 
S. W. P. Ads. 

By Mr. L. R. Brush, Ashland, Neb. 

Poor faint makes the labor cost more^ 
Jirst, because it takes longer to apply it; 
second^ because you have to repaint oftener. 
Cost of paint and cost of labor are both 
lonver with S. W. P, 

By Ashman &c Cullom, Frankfort, Ind. 

Are you going to paint f If so, it twill pay 
you to use the best material money twill buy, 
and twe havnU any deception ^ ^we can 
recommend S. W. P. as the best. 

.By Mr. J. £. Nickerson, Maiden, Mass. 

Say! if you are painting your house uuith 
anything but S. fF. P. you are not getting 
the best. There is no best but S.fT.P. 




One of the *ways Wm. Cameron & Co.^ 

^anahj Tex.^ let the to*wn kno^w 

they sell S. W. P. 




the 
Do 
the 



WHAT IS GOING ON IN YOUR TOWN? 

An Extract from an Article that Appeared in "The Corbin," a Monthly Publication 

Issued by P. & F. Corbin, Manufacturers of Everything in 

Builders' Hardware, New Britain, Conn. 

to devise and is not difficult lo carry 
out in a well regulated establishment. 

Like all salesmen, the builders' 
hardware man must guard against 
confining his efforts to an established 
clientele, and neglecting opportunities 
to widen his influence. One hears 
occasionally of "unfair" people who 
are wedded to one line of goods and 
will not consider another. Oftener 
than not, the fact is that the line fav- 
ored has given satisfaction, and the 
only reason for ignoring other goods 
is that their good qualities are not 
known. It does not pay to neglect 
such an opportunity to give informa- 
tion and make a business connection 
which will be of value. 

Owners should not be passed over. 
If the dealer will look through the 
printed circulars furnished for dis- 
tribution by the manufacturers of the 
goods he handles, he can easily lay 
out a series of from a dozen to twenty 
circulars which will cover his line of 



P you know to whom build- 
ing permits have recently 
been granted? Are you in 
touch with the work upon 
architects' draughting boards ? 
you know how nearly finished 
various buildings are which are 
being erected, and how soon the 
hardware will be needed? Have 
you a list of the architects and 
building contractors in your city with 
records showing how many are called 
upon and when last visited — ^in short, 
are you occupying your field thor- 
oughly after the most modem methods ? 
In the present stage of business 
affairs the man who wants business 
must go after it. There is continually 
less bought at the seller's desk and 
more at the buyer's, and the dealer 
who fully covers his territory must 
inaugurate a drag-net system that 
keeps him in touch with all the busi- 
ness done, and gives him a chance to 
try for it. Such a system is not hard 
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building materials from foundation 
grates to skylight lifters. If he has 
not what he wants, the makers of the 
goods he sells will cheerfully furnish 
it. He can have his office boy or 
telephone clerk mail to the owner of 
the new building one circular each 
week until the series is completed, 
and the chances are more than even 
that he will hit the spot with at least 
one of his specialties." 

There's a whole lot of good, sound 
business advice in the above quotation 
for S. W. P. agents. Not only does 
it apply to hardware in particular — it 
applies strongly, very strongly, to 
paint. It is the man who gets out 



and mows — who goes out after the 
trade — who reaps the largest harvest 
of orders. Competition is too keen 
now-a-days to permit of any mer- 
chant's waiting for the trade to come 
to him. 

What is going on in your town in 
the painting tine ? Are you fully in 
touch with the situation? Are you 
using your best endeavors to inter- 
view each prospective buyer? Are 
you using our personal letters ? Are 
you calling upon us to help you? 

It may seem rather early to think 
of spring orders — ^but it's the man 
who hustles while others rest who gets 
the business. 



SUCCESSFUL S. W. P. AGENCIES. 

Mr. O. J. Wans^en, Ludins^ton, Mich. 



rHE greatest factor in pushing 
good goods is to transact business 
with customers in a strictly hon- 
est and upright way, that you may 
gain their confidence and hold it. 

These are the words of Mr. O. J. 
Wangen, S. VV. P. agent at Luding- 
ton, Mich., and his success is a splen- 
did endorsement of his business policy. 

When Mr. Wangen 
took the agency nine 
years ago, lead and oil 
were practically the 
only paint materials 
used in Ludington and 
the surrounding district. 
Paint buyers and paint- 
ers had no confidence 
in prepared paints. 
The prospects of build- 
ing up a trade on The 
S-W. products were not 
promising, and it was 
only the reputation Mr. 
Wangen had established 
for honesty and relia- 



bility that gave him an opportunity to 
place the first orders for S.W.P. His 
old customers knew that he would not 
recommend an article that was not 
right. 

"From that time on," writes Mr. 
Wangen in reviewing his experience 
with the S. W. P. agency, *'by strong 
personal work, well placed newspaper 




Store of Mr. O. J. fTangen, Ludington, Mich. The 

photograph *was taken after participation in a parade, 

Mr. Wangen marked «with cross, _^ 
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advertising, window and store dis- 
plays, and the great assistance of the 
* personal letters' you wrote for me to 
property owners, I have more than 
doubled my sales on S-W. products 
from year to year." 

The paint business of the territory 
was gone after aggressively from the 
very begin- 



describing a banquet given by Mr. 
Wangen last fall : 

Last Thursday evening, O. J. Wangen 
gave a banquet at the Stearns hotel for his 
employees, of whom fourteen of the sixteen 
were present. The two invited guests were 
W. F. Gallinger, of Chicago, who repre- 
sents The Sherwin-Williams Co., and S. 
C. Marburger, who is the largest consumer 
of S-W. products 



Dinner party given by Mr. H^angen to his employees 
at the Stearns Hotel, Ludington, September j . 



ning. The 
work of intro- 
ducing The 
S-W. products 
and of educat- 
ing the trade 
on their good 
qualities was 
carefully plan- 
ned — and the 
plans carefully 
worked. Every 
detail of a sys- 
tematic adver- 
tising c a m - 
paign received 
close attention. 

Mr. Wangen has always made a 
wide use of the various features of The 
S-W. advertising, and arranged his 
own advertising to follow up and sup- 
plement it. Every line of advertising 
that reached the paint buyer — the 
man interested in paint — was a part 
of the firm's advertising. 

An important factor in the success 
of this agency has been the close co- 
operation given Mr. Wangen by all 
connected with his business. Every 
one in his employ is an enthusiastic 
S-W. salesman — each clerk believes 
in the goods and takes a personal in- 
terest in pushing sales. The greatest 
success of any business depends on 
this spirit. 

A good idea of this spirit — the 
business relationship that exists in this 
firm — ^is obtained from the following 
extract from a Ludington newspaper. 



I •'. 






I in the county. 

Several short 
speeches were 
made. Mr. Gal- 
linger talked 
about paints and 
Mr. Wangen 
spoke of the rela- 
tionship between 
the employer and 
employee. Sweet 
strains of music 
and the fragrance 
of flowers filled 
the air, and while 
the evening was 
a delightful and 
entertaming one, 
it was helpful as 
well, and will 
tend more closely 

to bind Mr. Wangen and his employees in 

bonds of business friendship. 

Many of the business methods Mr. 
Wangen employs are well worth a de- 
tailed description, but limited space 
has necessitated merely pointing out 
general principles. Honest dealing 
with customers, enthusiastic co-oper- 
ation, hust/e — going after all the busi- 
ness with all your might — and confi- 
dence in winning out are principles 
that have led to a big paint business 
at Ludington, Mich., and will lead to 
a big business on S-W. products any- 
where. 

Mr. Wangen states his position in 
these words: "I cannot see how 
any dealer can fail to take the lead in 
any locality with S-W. products." 

Be what nature intended you for, and 
you will succeed; be anything else, and 
you will be ten thousand times worse than 
nothing. 
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SOME DEFINITIONS OF SALESMANSHIP. 

Good Pointers for S. W. P. Clerks. 




;,ERE are five definitions of 
salesmanship quoted in an 
address recently delivered 
before an association of 
credit men : 

''Salesmanship is the quality in a 
man — partly inherent, partly acquired 
— whereby he is able to introduce 
successfully, interest in, and sell a 
prospective customer any article or 
commodity." 

"The ability to sell goods, or other 
property, in a straightforward manner, 
with satisfaction to all concerned and 
with the least expenditure of time and 
money, but having always chiefly in 
view the benefit to be derived by the 
person for whom the property is 
sold." 

''Salesmanship is that quality in a 
salesman which enables him, in the 
shortest space of time, to place in the 



possession of his customer the greatest 
amount of satisfactory merchandise, 
and in the coffers of his employers the 
greatest amount of profits ; while at the 
same time preserving the lasting good 
will and respect of his customer." 

"Salesmanship is the science of 
putting into each day's work honesty 
in speech, loyalty to employer, the 
hustle of modem civilization, of watch- 
ing your weak points, of strengthening 
them, of not only keeping your custom- 
ers but gaining new ones, of being at 
all times a gentleman." 

"Salesmanship is ability to make 
sales ; its attributes are health, honesty, 
courtesy, tact, resource, reserve power, 
facility of expression, a firm and un- 
shakable confidence in one's self, a 
thorough knowledge of and confidence 
in the goods one is selling." 

— Farm Implement Neivs, 



23ro 

ANNUAL CONVENTION 

The 

SHERWlN-WlLLfAMS 

Co. 

LARCeST PAIN- S VARNI9H 
MAXEftS IWT HF WORLD 



The large electric sign over the entrance to the Hollenden Hotels 
the T(.epresentati<ves headquarters during convention week. 
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Attractive window display cards can be written on wrapping paper with a 
blue pencil. Here are sonrie suggestions. 



a. 



J 














^ 












ft. H' 



H 



iKt^kX^ 






3^ ttv. 
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A CALL FOR NEW MAILING LISTS. 




tOON we shall be asking 
S. W. P. agents for new 
mailing lists of property 
owners for use in sending 

out our annual spring mailing circular. 
We are more anxious than ever be- 

fore to have these lists representative 

in every respect. They p 

ought to be strictly up-to- 
date, containing only names 

of actual bona-fide property 

owners — persons who are 

prospective paint buyers. 

The lists should not be 

compiled from poll books, 

tax books, patent medicine 

lists, and the hke — rather 

should they be the result 

of a careful personal canvas 

on the part of each S.W.P. 

agent. 

The spring mailing circ- 
ular is one of the most im- 
portant and most productive 

advertising features we have 

on our entire list, and that 

means much. It represents 

the expenditure of a great 

deal of time, thought and 

money. But we are willing 

to devote our best efforts to 

its production if we can 

have the best co-operation 

of each individual agent in 

making the most of the 

feature. 






Caiindar Circukkr for 
JQ04, t9 fff ifHt to eiTry 
propfrfy nzi-nrr lah&sr 
uamt If on your liii. 



Our 1904 circular is beyond i[iies- 
tion the most effective we have yet 
issued. It is no easy matter to change 
and improve the circular from year to 
year — it means much patient endeavor. 
We believe that we have been success- 
ful in making the edition of this year 
more tasteful, more artistic, and bet- 
ter all around than any ofthepievious 
issues. The design has been chang- 



ed, the new one being an allegorical 
representation of industrial and att 
painting — a very preity design. 

We know that you are keep OD 
making your special list as good a^ 
can be, and we are sure that we car 
depend upon you to work hand lo 
hand with us this year in 
getting best results out m 
the circular. Begin the 
preparation of list early — 
begm it today — so that it 
will be ready 
for ns whco 
wc ask for ]t« 
And make it 
the f^est list 
yoQ have yei 
compiled* 

Though WIS 
have planned 
a larger edi- 
tion o( the 
circnlar for 
1904, judg- 
ing from ^%* 
p e r i e n c e 
those agents who delay in 
sending in their lists arc 
liable not to have them fiUed 
completely. Every seaioHi 
wc find it necessary to cut 
down some lists, because oi 
their not being received to 
time. \o\i will avoid the 
danger of having your l%%% 
only partially filled by sending itinearty^ 

mt-a/tfi^ss. Don^t sar^ money a^d 
s/an'^ ytmr mind. The t'^ry uctrt 
and rssen€£ of ihrifi umsiUs in ^fifing 
things infti higher vaiaes. Spend ufi* 
lizard. ihiU is f^r the higher faiuiii^M* 
Spend f(ir the mind rather than f^r 
the inniy^ for euiinre rather than for 
amusnnfnt. 
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The Sherwin-Williams Paints 

FOR ALL KINDS OF 

GOOD PAINTI NG 

FOR BUILDINGS, OuTSiDC and Insioc. and ROOFS. 

Use THE SHERWIN-WILLIAMS PAINT (Prepared) 

For the priming coat— </m The S-W Uguio Pihm£h. 

won INTERIORS. WALLS. Etc. 

For a high enamel gloss finish 

Use ENAMELOID. 

For an egg shell gloss finish 

Use THE S'W SPECIAL INTERIOR COLORS. 

For an oil glo^s finish 

Uee THE SHERWIN-WILLIAMS PAINT, 

For a white varnish finish 

Use S.W.P.. INSIDE VARNISH WHITE. 
FOR FLOORS. 

Use THE S'W FLOOR FINISHES. 

For Inside Floors— r«£ S-W liisiDi PLOOit Paikt. 

Also Ftooftuc. (Imitates natural woods.) 
For Porch Floors— r«£ S-W Pouch Floor Paimt. 
For Varnished YXoots—The S-W Durable Flooh VARHiiM. 
For producing a wax finish— 7wf 8-W Floor Wax. 
For unsightly cracks— 7w£ 8-W Crack a SBAM Filler. 

won BARNS. ROOFS. FENCES. Etc. 

Use THE S- W COMMONWEALTH BARN RED. 

A bright, economics Ired. 

THE S-W CREOSOTE PAINT. 

Made in 12 good shades. 

THE S-W ROOF AND BRIDGE PAINT. 

Red and Brown. 
FOR CUPBOARDS. SHELVES. Etc. 

Use THE S'W FAMILY PAINT. 

Durable oil paint. Can be washed. 
FOR BUGGIES. BOATS. PORCH CHAIRS. Etc. 
Use THE S-W BUGGY PAINT 

A varnish paint specially suited for outside exposure. 
FOR CHAIRS. TABLES. Etc. 

Use THE S-W ENAMEL PAINT. 

Has high lustre, made in fourteen tints. 

FOR STAINING AND VARNISHII^G at 
SAME OPERATION Furniturk. Woodwork. *c. 
Use THE S-W VARNISH STAIN. 

for GUTTERS. RAIN TABLES. TIN ROOFS. Etc 
Use METALASTIC. 

An elastic paint for preserving steel and iron. 

The Sherwin-Williams Co. also makes 

BATH ENAMEL 

SGffEEN PAINT 

GRAPHITE PAINT 

ALUMINUM PAINT 

STOVE PIPE ENAMEL 

and Special Paints for every purpose, ready for the brush. 

Qthe Sherwin-Williams Co. 

phint and varnish makers. 

Chifland, Chicago, Nem Y»rh, Newark, Uontrtal, Bottom. Torwtf, 
San francioco, hanoae Clt§. Lo» Amgot^o, tllitmmapoli: 



IfftpMI a Varnish for 
nvrnlm general use. 
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Th£ Sherwin-Williams Paints 

FOR ALL KINDS OF 
GOOD FAINTING 
ran BUILDirtGS, OuTiioc ani^ Ih«ic}C. amd ROOFS. 
Use THE SHiftW/MWaUAMS PA ffi/T (Prepared/. 

K'lr the priming crtat— C/« Tni S-W. ln^yta Pk/mmh, 

ren fNTERIOflS, WALL9, Ctc< 

For :i. hiijh cnafnel glo** finish 

Kor i»n efiK ^hcH jjloss finiih 
^ ^ysM INi S^W SPiCfAL iNT£/HOff COLO/iS. 

roH r toons, 

Ut* THE S-W fLOOA fimSHES. 
tor Ijisiili' Fi(jors^T#f Si- 1* Utmt Hook P4tMr. 
AUo f LOOiriAC. ( Kur si^ieiiTiiiig Ajxh-s.). 
For Poroli f-ioon—Ttft S^W P^okch Fiooa FuttfT^ 
Fcif V»rnishf?d Floors— Twf s.i*^ Qi/§jt§i.t fiooK V*intt»it 
For (HXMiMi^ni^ a wax llmsh— r«£ s-fcV fiOO* WHJI. 
For uniifjhtly «:rat'l(i— Tiff ff^lAf C/ttcx « Sf^jrf^^lf*. 

r«ii BARNS, RDOrS. PCNCCS* Etc. 

Uaw THE S~W VOftmQHWEAlJff BARft RiU. 
A bright, cconomlral red, 
THE S-W CREQSOU PAIMT, 
Madeitt i ? gorxl AhitlcS- 

THE $~W ROQf AMD 8Rfl}Q€ PAfMT. 
Ued and Brown^ 

ron CVPS0ARD9, SHELVES* ETC. 
Us€ THE S'W FAMftr FAiNJ. 
UiirsiLjlF Oil pi^iEit.. Caii be vyai^hcd. 

PO* RUQQIES, SOAT8« PORCK CHAIRS, Etc< 
m^ THE S*W BUGGY PAfHT 
A v'^tniiih puicu specially «!iiitcd fnr oiitsiitc expoaurc. 

r*H CHAmSp TAriLCS, DCCORATrNG, Ctc. 

i/« r//£ S-IV £HA¥£i PAIHT. 

Vor v^rniMhitiEi; and staining at one operation 

t/«« TWf S'W VAfiHtSH STA(/t. 

r«H Om-TERS, RA4N TABLES, TIN ROOPS, ETC, 
(/« METALASTiC. 
All '^Li^tic paint for prciprvini^ *tcel and iron. 

The SHERWfM-WlLUMMS Co, also makes 



WAGOH ANQ fMPUMEHl PAf/iT 
BtCrCU ef^AMEL 
&4TH ENAMEL 
SCREE H E HAM EL 
QRMPHHE PAiHl 
ALUMINUM PAfHT 



STOVE PtPE EHAMil 
THE S-W. ¥ARmSH£8 
KGPAL 

A Varniflh far eenetipj u&e. 
EXC£LLO 

All intertor fiiiii^h. 



and Special Paints for evrry pttrjx>se, ready Tor Ihe limsh. 

The Sherwin-Williams Co. 

PAIMT AHO VAftmSH MAKERS. 

Cifv*ii^Tx4, CAj'cKTgo. Mnt> Vittit, fV^mnifii. MoMton, MnntaM Citg, Stim framritctft 
Lot *n\ir'*». M'ttntiipalt*. Jlfd*i f r#ii /, Teironte,, Winf\ip*u- 
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HE Sherwin-Williams 

Furniture Polish 

is a new product just placed on the 
market. It is intended for use on 
all sorts of furniture — household and 
office — and for polishing pianos and 
other finely finished surfaces. 

Under ordinary circumstances FiiP- 
niture Polish will remove all dirt, grease, 
and finger marks without first using 
soap and water. It cleans and polishes 
at one operation. It does not injure 
the finest finish — on the contrary it 
brings back the original varnish lustre. 
Furniture Polish is a product that we 
feel will be well received by^S.W.P. 
Agents. It is put up in handsome 
lithographed half pint packages, packed 
three dozen in a fancy case for counter 
display. 

Write today for prices and full 
information. 




-^ 



The Sherwin-Williams Co. 

PAINT AND VARNISH MAKERS. 



VLflfL^ftO. HEW YOftH. 
CHICAGO, fie W ARK. 

/(ANHAS CITY. BOiTON. 
t/lf/NBAPOLlS, 



SAN f/fAM-ISCO. MONTRtM., 

' LOS ANOELiS, TORONTO, 

SAS biLGO, WINNinO, 

LONDON, £N6. 
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